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Typical section of multiple blending installation, 
showing Brodie BiRotor Meters with counter-printers 
and extensions, slow closing Quantrol Valves, and 
strainer accessory equipment. Meters are mani- 
folded into a common header. 


In high-speed blending operations, Brodie BiRotor 
Meters replace slow, cumbersome manual methods. In- 
stallation permits space-saving compactness with less 
piping. Blending time is materially reduced by simulta- 
neous automatic pre-set measurement of base stocks and 
additives. Automatic counter-printers provide perma- 
nent accurate records of exact volume of ingredients in 
each formulated production run. For fast accurate auto- 
matic blending, investigate Brodie BiRotor Meters today. 
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The “Creaky Crane” helps sell lubrication... 
as well as your premium gasoline 


All during September, this happy-go-lucky crea- 
ture will be appearing in the nation’s leading 
magazines to help increase your profits from 
lubrication jobs. 

He is the horrible example of how not to take 
care of a car. The proper way is demonstrated 
by the “Smart Bird” in the advertisement—he 
has his automobile regularly lubricated at a 
service station. 

Of course, the “Smart Bird”’ puts in his usual 
strong selling plug for your premium gasoline, 


too. Motorists are reminded that this higher- 
octane gasoline gives extra power, performance 
and driving pleasure. 

This is the third in a special series of Ethyl 
“Road Birds” that help to sell TBA items and 
services, in addition to your premium gasoline. 
If there is any special way that the birds can 
help you, contact your Ethyl representative. 
He'll be happy to sit down and discuss with you 
just how to make this Ethyl service of greatest 
value to your company. 


ETHYL CORPORATION 


NEW YORK 17, N. Y. 
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Investigate and realize how OPW’s 
many styles of compact, convenient 
Loading Assemblies can introduce you 
to a new fast, economical system for 
loading and unloading bulk liquids. - 


FREE CATALOG F-32 
provides sizes, engineering data, speci- 
fications and details on all OPW Load- No. 750 ESH 
ing Assemblies. 


OPW enjoys the distinction of having 
designed Loading Assemblies for a 
wide variety of applications. 














OPW CORPORATION 


VALVES « FITTINGS + ASSEMBLIES FOR LIQUIDS HANDLING INDUSTRIES 


2735 Colerain Ave. « Cincinnati 25, Ohio No. 720 
Kirby 1-5400 
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It’s no Coincidence... 
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First polar flight j in 1926 with Richard eS was 
made with Mobiloil . 

On first solo trang tla ea fightin fe. Charles 
Lindbergh chose ee for éngine pretection . . 





On first westward gl6 Spal flight i in 1928, Kingsford 
Smith chose Mobiloil for his tri-motored plane. 


On first-U-S. -to-Australie 
ie a Sin ond 


Yes, it’s no coincidence today Mobil fuels and 

lubricants are so widely used by military, private 

and commercial airfleets—turbo-jet, jet and 
--piston-powered— around the world. — 
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Behind Our Headlines 


GETTING THE GOODS FOR YOU 


HEN THE TExas Co. decided in June to discontinue 
its monthly report of gasoline prices in 50 U. S. 
cities, NPN’s market director, J. P. (Pete) Mosher, had 
to do some fast thinking. The Texaco 
figures had been reported in NPN, and 
our sister publication, Platt’s Oilgram 
Price Service, for many years. Pete 
was determined to continue this valu- 
able reader service. 

His chief job was to locate reliable 
sources among oil men throughout the 
country. Drawing on the experience 
gained in 32 years of reporting oil 
prices, and the knowledge of his NPN 
associates, Pete drew up a list of 25 J. P. Mosher 
oil men throughout the country. Then 
he got on the telephone. Calls went to marketers in such 
scattered places as Seattle, Spokane, Denver, Atlanta, 
Louisville, Milwaukee and Boise, Idaho. After talking 
with Pete, all 25 of his contacts agreed to furnish the 
desired price information. 

When it was all over, Pete observed, “It’s been a 
terrible headache, but it was well worth it.” 

The old “50-cities” report has now become a “54-city” 
report. Under Pete Mosher’s expert guidance, NPN hopes 
to include even more cities in the future. This month’s 
report (see page 222) lists prices from the largest popula- 
tion centers in each state, plus six other cities. A future 
step may be to cover the second largest centers in all 
states. One marketer has suggested that we include all 
other cities with populations of over 100,000. If you’ve 
got some ideas on the subject, we’d be pleased to hear 
from you. 


The willingness of those 25 marketers to provide NPN 
with monthly prices was quite encouraging to us. But we 
weren’t surprised. Despite the highly competitive condi- 
tions in the oil business, we’ve found that most marketers 
are very generous with their time, and are usually more 
than willing to share their business knowledge with other 
marketers through the pages of NPN. 

This month, for example, our reporters drew on the 
experience of more than 40 marketing people to develop 
the information for our story on sales incentive programs 
(page 96). Automotive editor Holger Ridder interviewed 
key officials for all the car makers in preparing his new 
car preview (page 104). We talked with over 300 mar- 
keters, dealers and private citizens for our story on re- 
action to Oil Progress Week (page 100). 

Every story doesn’t call for as many personal inter- 
views, of course. But the thorough depth reporting repre- 
sented in those three stories isn’t unusual for NPN. It 
happens every month. 

FRANK BREESE, Editor 




















25 METERS ot big New Haven terminal speed 
loading of 8 transports and trucks simultaneously. 
All are Neptune Remote Control Print-O-Meters 


11 METERS at Esso Standard Oil Company’s 


Waltham terminal are also Red Seal Remote Control 
units. Busy meter often handles 150,000 gals. per day. 





4 METERS keep track of product and simplify 
billing at Esso Standard Oil Company's Rockingham, 
N. C. plant. These are accurate 3” Red Seals 


Se 


FROM BIG TERMINALS 
TO small BULK PLANTS 


Red Seal Meters provide reliable stock control 


No matter how big or small, you can do what these ter- 
minals and bulk plants are doing . . . get trucks in and out 
faster, get closer control over inventory and billing, with big 
savings in manpower and accounting costs. 

For larger plants, install the Neptune Remote Control 
Metering system, now proved by 11 years actual service. 
Keeps all control firmly under the thumb of one man. Auto- 
matic interlocks prevent withdrawal of any product until 
authorized by locking ticket into printing register in office. 

Neptune offers the finest of bulk meters, from 1” to 6”, 
for flow rates from 2! to 1000 gpm. All have the same de- 
pendable accuracy you now enjoy with Red Seal tank truck 
“compacts.” Ask your Red Seal jobber or our nearest branch 
for details. 


NEPTUNE METER COMPANY 
19 West 50th Street. New York 20, N. Y. 
NEPTUNE METERS, LTD. 1430 Lakeshore Rood, Toronto 14, Ontario 


Branch Offices in Principal American and Canadian Cities. 
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What 

Red Seal 

Meters Are Doing 
For Others 


Operators of big transport trucks report Red Seal meters most 
accurate and economical for stock control . . . particularly in 
key-stop service and on hauls making several drops. Meters 
eliminate high cost of multiple compartment tanks. 


BURNS BROS. 


FUEL OILS! 


err 


Typical fueloil truck makes 2800 sales and handles $75,000 of 
your money every year. Sustained accuracy and low mainte- 
nance are main reasons why Red Seal meters are used by more 
fueloil dealers than any other make. 


Your diesel and fueloil customers may find big uses for this little 
meter. It measures daily consumption by diesels and oil burners 
in power plants, metallurgical furnaces, ete. Replaces “day 
tanks,” handles flows as low as 10 gph. 





“LP-Gas losses and jeakages seldom leave any clues except an 
empty cash register. Our answer has been to put ticket printing 
LP-gas meters on all our tank trucks,” says Y. L. Markins, Markins 
Butane, Henderson, Tex. 


Neptune’s Unit Replacement 
Plan, which permits you to 
make your own on-the-spot re- 
pairs, is supplemented by 
prompt, skilled nationwide 
jobber service. Back of it all 
is a network of fully equipped 
Neptune branch offices like 
this one at Los Angeles. 
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Use this full-flow, kinkless hose 
for faster fuel oil deliveries 


B. F. Goodrich hose is flexible, easy to handle even in cold weather 


ERE’S a fuel oil hose that handles 

easily, reels readily, saves many 
minutes each day. It speeds deliveries 
by keeping a full, unobstructed flow of 
oil moving from truck to tank. 

With its strong braided construction, 
the hose always keeps its full round 
shape, can’t flatten or collapse on the 
reel to choke off flow or slow it down. 
There’s no reinforcing wire to take a 
permanent kink. 

The tube of the hose is completely 
oilproof, won't swell to reduce the 
inner diameter, won't flake off into the 


stream of oil. A special kind of rubber 
makes the hose flexible and easy to 
handle even in sub-zero weather. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
harm it. Letting it stand in gasoline, 
oil or grease won't damage it. And 
there’s no danger of sunlight causing 
it to crack or check. 

Either one-time Permalock or re- 
attachable couplings can be used. 
Static wire bonded to coupling at each 
end of hose. 


Ask your B. F. Goodrich distributor 
to show you a sample and tell you more 
about Type 83 fuel oil hose—an im- 

roved hose that’s easier to handle, can 
make faster deliveries, and reduce oper- 
ating costs. B. F. Goodrich Industrial 
Prin Company, Dept. M-742, Akron 
18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Direct vs. Jobber Operation 


To THE EDITOR: 


I was very interested in the view- 
points of Messrs. Meeder and Elliott 
(NPN—August, p92). Both of them 
are known for their frankness and sin- 
cerity—qualities that unfortunately 
are not as uniform among the supplier 
element as they should be. I think you 
will find that suppliers who are mar- 
ket leaders in a given area use a min- 
imum of jobbers and that the trend for 
jobber utilization in high volume areas 
is lessening. 

I do not think that a company is 
wise to use the economic factor as its 
sole yardstick in determining whether 
jobbers are utilized for secondary dis- 
tribution. One day they will find that 
there is an important intangible factor 
that should have been considered— 
the preservation of a healthy segment 
of the independents at the secondary 
level of distribution. 

The jobbers of the nation were the 
bulwark of defense against passage of 
both S. 11 and H. R. 1840 [bills aimed 
at upsetting the “good faith” interpre- 
tation of anti-trust laws]. I wonder 
what the results would have been for 
Mr. Elliott’s company if our efforts 
had been futile. What would have 
been the impact on those stations 
which he is operating with salaried 
personnel? This is one example of 
where the jobbers are of incalculable 
value to help stem the trend toward 
government restriction. 


Otis H. EL.is 

General Counsel 

National Oil Jobbers Assn. 
Washington, D. C. 


To THE EDITOR: 

With regard to Mr. Elliott’s views, 
I like his point that stations must oper- 
ate at a profit. I also like his stand 
on the turnpike “allowances,” which 
clearly indicates that some majors 
want business at any price with no 
regard to marketing profit. I do not 
think that Sohio can be construed 
as a true direct operating company in 
the strictest sense of the word. With 
only one state operation, they are more 
like a large jobber, marketing-wise. 

There is no question that the job- 
ber must be prepared to shift his oper- 
ation in any manner that his flexibility 
allows to be competitive; and I believe 
this tends to enhance his position 
rather than eliminate any of his func- 
tions. If making direct deliveries is 
good for the direct major operator, it 
is good for the jobber. But it does not 
eliminate the bulk plant in a strong 


fuel oil area. I do take issue with Mr. | 


Elliott that they can operate their 
stations more economically than with 
jobber operation, but so much is in- 
volved here that clarification would be 
in order. 

Certainly both methods have met 
with success, which leaves the road 
open. However, if direct operators 
push the new building program, a job- 
ber must have more capital to com- 
pete; and the only place I know to ob- 
tain this is from the jobber’s supplier. 
If the jobber does not have the option 
to buy upon the termination of the 
contract, he is only working for his 
supplier, and he does not have the 
independence Mr. Elliott mentions. 

JOHN I. KAISER 

President 

Eau Claire Golden Rule Oil Co. 
Eau Claire, Wis. 


Highway Opportunities? 
To THE EDITOR: 


I feel I must take issue with the 
manner in which “What The High- 
way Program Means” was treated 
(NPN—July, p102). 

The statement, “This means new 
threats and new opportunities for mar- 
keters,” gives me the impression that 
the article intended to suggest the op- 
portunities equaled the threats. To 
the independent jobbers and dealers in 
Nebraska, there are only threats— 
no opportunities. 

The article states: “In the western 
states, it’s expected that many of the 
roads can be left in their present lo- 
cation.” This raises the question, how 
can you put a 300-ft, divided-traffic 
highway on a 66- to 100-ft right-of- 
way? And what will become of the 
service establishments now located 
along the present right-of-way with 
open access to the present road? 

But the most serious objection I 
have to the tone of the article is that 
old hokum about “the benefits of free 
competition in purchasing supplies and 
services at or adjacent to highways,” 
and the comment that the bill “pro- 
vides for free competition among mar- 
keters for the right to market their 
products on the new roads.” 

Limiting of access to the interstate 
road in Nebraska means that the 
available sites for service establish- 
ments will command such high prices 
that very few, if any, independent 
jobbers or dealers could obtain them. 

It has taken many years for the oil 
industry—and others—to develop a 
pattern of service establishments along 
our highways. The result, while per- 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 








haps unpleasing to the slide-rule 
bureaucrats, has been of the utmost 
service to the traveling public. Other- 
wise the establishments wouldn’t be 
there. 

Now we are about to substitute a 
method of official sanctions for the 
free enterprise system that has pre- 
vailed over the years. I just don’t see 
how anyone can imagine the results 
will be conducive to “free competi- 
tion along the interstate roads.” 















10 


to this highway program than your 

article would lead one to believe, more 

serious consequences to the people I 
know and try to represent. 

HERBERT H. HAHN 

Secretary 

Nebraska Petroleum Marketers, Inc. 


NPN did not intend to imply that the 
opportunities equaled the threats. Our 
story pointed out that thousands of sta- 
tions would have to be relocated. We also 
reported that “many jobbers and inde- 
pendents are afraid the choice sites will 






























COMPLETE SERVICE STATION 
LIGHTING EQUIPMENT 









@ All Weather Horizontal “T” Lights 
@ High Intensity R.S. Fluorescent Flood Lights 

@ Auxiliary Flourescent and Incandescent Lights 
for Outdoor and Indoor Application 


New Thinner Design “T” Lights are engineered 
for still greater strength, more graceful 
smoother appearance and greater efficiency. 
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go to the major oil companies.” On free 
competition, most marketers were con- 
siderably relieved that the highway bill 
did not provide for exclusive concessions 
to the highest bidders, as has happened 
on many turnpikes. While the present 
plan has not opened up lively oppor- 
tunities for the jobbers, the situation is 
not nearly as severe as it might have 
been; and the way is open for a large 
jobber to participate. 


Station Delivery 


To THE EDITOR: 

Your article “Station Delivery: 
Who Does It Best?” (NPN—August, 
p98) certainly makes good sense. 

Some of our jobbers have their own 
transports, but we believe some of the 
layouts do not justify having such an 
expensive unit. However, some of 
them use employes that work at other 
jobs to drive their transports, and I 
suppose that they feel that it is not 
costing them any more for manpower. 

Our company does not own any 
transports. All of our hauling is done 
by carriers. 

C. W. DyYNIEwIcz 

Manager, service station sales dept. 

Deep Rock Oil Co. 
Oklahoma City, Okla. 





To THE EDITOR: 

The many favors a company driver 
does for the dealer come back to me. 
It is my opinion that a public carrier 
driver would never be in a position to 
do these favors... 

Dispatchers play an important part 
in delivery service to the dealer. They 
know our opening and closing hours, 
our busy time of the day, and our sell- 
ing habits. I have called my dispatcher 
at home after 11 p.m. and received 
the first load out in the morning. He 
has phoned me time and time again 
asking if I plan on ordering gasoline. 
He has his trucks lined up and he 
wants to be sure I won't call for a 
quick delivery that he may not be 
able to take care of. Gasoline has been 
delivered to me in less than one and 
a half hours when I have forgotten to 
order and have run out of one brand. 
With twelve hours’ notice, and many 
times less, I can have gasoline de- 
livered at any specific half hour . . 

These incidents do make better 
dealer-supplier relations. Can they be 
matched by the public carrier system? 

ELMER L. HORSTMEYER 
Hyde Park Service Station 
Cincinnati 8, Ohio 


Mr. Horstmeyer was named Brand Name 
Retailer-of-the-Year for 1955. 
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Commission Stations 
To THE EDITOR: 


Your commission stations article 
(NPN—July, p93) is well-prepared 
and thorough, and it has given me 
several new slants on the situation. 
From the facts stated, it is rather dif- 
ficult to make up one’s mind as to the 
proper course to follow in a price-war 
area like ours. There is no question but 
what the commission plan can ma- 
terially help a dealer through a price 
war. But I also feel that it removes 
any incentive that a dealer might have 
to contribute of his own effort to- 
wards ending a price war. In any 
event, I feel that we will see much 
more of this operation in the future 
than we have in the past. 

SAMUEL B. WILKES 
President 

Crown Petroleum Corp. 
Hartford, Conn. 


To THE EDITOR: 


I fully agree with the advantages 
possible from commission-station 
operation—particularly the opportun- 
ity it provides for individuals possess- 
ing good merchandising and general 
business ability, but who have limited 
funds, to become established in the 
service station business. However, we 
also clearly see shortcomings in the 
plan, and particularly difficulties that 
might have to be faced in the future as 
a result of the interpretation of the 
law. 

Up until now we have not found it 
necessary to consider this form of sta- 
tion operation in our company... 
There is always the possibility that 
we may consider it at some future date. 

J. L. LENKER 

Vice President 

British American Oil Co., Ltd. 
Toronto, Canada 


To THE EDITOR: 


No doubt, out of all of these plans, 
some one method will finally prove 
itself and become more or less com- 
mon practice throughout the industry, 
particularly if your magazine is kept 
informed on the success or failure of 
the plans now being tried out. We have 
tried almost every plan conceivable, 
from straight salary, both ways. We 
now are converting from full com- 
pany-owned stock and operating equip- 
ment (with exceptions of small tools, 
supplies and a few items owned by the 
agent) to a plan patterned after Con- 
tinental Oil Co.’s test plan. 

I believe we finally will wing up 
where we own the gasaline stocks and 
pay the agent a commission; we will 
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that we will cut down our cost, 


pay all rents; he will pay all of the utili- 
ties and maintain his operating tools 
and equipment. We, in turn, will 
maintain the property, where we own 
it, or have it under lease, and keep up 
the heavy equipment. 

This plan will cut down our super- 
visory cost as well as our office over- 
head. The tires will be on consign- 
ment, either by this company or by 
the tire company; motor oil, accesso- 
ries and batteries will be owned by the 
commission agent. In view of the fact 
it will 
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be possible for us to increase the mar- 
gin to the agent and, over a period of 
time, this added commission on gas- 
oline will cover his equipment cost and 
investment in accessory stock. 

There is some resistance to this plan 
by dealers, but the individual who does 
not have the capital realizes it as a 
godsend for him and, actually, I be- 
lieve he can make more money in 
the long run. No doubt he will not be 
as independent as he would if he 
owned the entire business. Neverthe- 


less, if he runs the station right and is 





Extra Value Features that 

Assure Economy and Endurance... 
Domed Pistons and Cylinders 
Straight Line Air Flow 
Thin, Deep Cooling Fins 
No-load Starting 
Roller- Type Crankshaft Bearings 
Simplified Maintenance 


Today you need Champion Quality to provide the best in automotive service. 


Costs and competition demand that every 
shop service operation be run at top 
efficiency to increase your profit edge! 
4 With a Champion Air Compressor on 
3 the job, you know your demands for a 
steady and dependable air supply will 

» be met fully! 


AIR at 
REEL 
Single-Stage 
Automatic Compressor 


Champion's enviable reputation for 
dependable, full capacity operation is a 
result of 37 years of compressor special- 
ization. The finest materials . . . proven 
automotive-type compressor design 
mean years-longer dependable, eco- 
nomical service with CHAMPION! 


SELF-LUBRICATING 
CAR WASHER 


He'll show you Champion's 32 model com- 
pressor line-up ...and explain how these 
extra value features mean more efficient, 
economical, longer-lasting compressor 
Operation! For a FREE CATALOG write. .: 


HAMPION 
PNEUMATIC MACHINERY CO. 


46 N. PLEASANT ST PRINCETON, ILLINOIS 


AUTOMATIC 
Lo paam 
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San 
JOHN 


(Wooo) 


Gaye 


Dac 


’ 
Easiest Pump to Operate 


Readily pumped from difficult 
positions — better than 20 gallons 
per minute with ordinary effort. 


with Bennett 





Double-Action Piston Type 
Transfer Pump 


Here’s why the Bennett Big ‘‘G’’ can solve 
all your pumping problems: 


@ High vacuum — capable of 
lifting liquids 20 feet — or 
more, when necessary. 


@ No diaphragms to rupture 
and replace. 


@ Easier operation and greater 
serviceability. 


@ Automotive piston and ring 
design principle. 


@ Over 20 GPM (Based on 
100 strokes per minute). 


© Perfect operation on any 
length stroke. 


© Self-Priming—no foot 
valve required. 


@ Working parts resist 
corrosion. 


@ Saves time, energy, 
and money. 





, 


Constant Flow 


Pumps on both strokes—no waste 
motion. Quick, clean, safe transfer 
from drums and skid tanks. 





JOHN WoOD COMPANY snrnsesntaee 


In Canada: Toronto * Montreal * Winnipeg * Vancouver 


NATIONAL 
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of the temperament to follow a proven 

policy, it should be better for him in 
the long run. 

LesLiE R. NEAL 

President 

Leslie Neal & Sons, Inc. 

San Antonio, Tex. 


Sliding Margins 
To THE EDITOR: 

Your article regarding the sliding 
scale margin (NPN—July, p141) is 
well written and correct in all respects. 
I might say that we have never main- 
tained that 1 to 5 ratio or 0.1¢ per 
gallon increase for each 0.5¢ per gal- 
lon increase in tank wagon was exactly 
the correct margin percentage. I think 
this will undoubtedly vary from com- 
pany to company and according to 
marketing conditions in different sec- 
tions of the country. My own feeling 
is that ratio should provide an ade- 
quate margin for jobbers under nearly 
all marketing conditions. 

FRANK B. FEHSENFELD 
President 

Crystal Flash Petroleum Corp. 
Grand Rapids, Mich. 


Attention Majors 
To THE EDITOR: 

I was very much interested in the 
article “New Approach to Jobber-Sup- 
plier Ills’ (NPN—July, p101). The 
solution to this problem, as far as the 
jobbers are concerned, is for the ma- 
jors to solidify themselves with their 
jobbers. It would do them a lot more 
good than they will ever be able to 
get by spending millions on advertis- 
ing. They have the key to that problem 
within their own ranks. Why they do 
not choose to use this, I am at a loss 
to understand. It is not because they 
are not intelligent enough; it isn’t be- 
cause they haven’t been told about it. 
I will assume that, at least by Novem- 
ber, they will have something worked 
out whereby everyone will be happy. 
At least, I hope so, for the jobbers’ 
sake, as well as their own. 


MELVIN HALL 
President 

Melvin Hall Oil Co. 
Noel, Mo. 


What's your opinion? 





We'd like to know. Send your 
comments, criticisms, sugges- 
tions to: Editor, National Pe- 
troleum News, 330 W. 42nd St., 
New York 36, N.Y. 
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New protection for hard-to-ship products! 
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TAILOR-MADE PACKAGE SERVICE 
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Continental’s 


is 
Ce eNED 
steel containers 


No matter how difficult your product is to ship, it 
will travel safe and sure in a Continental Perma- 
Lined steel container. 

Perma-Linings are airless hot-sprayed in the formed 
container, then fast-baked to a rock-hard finish. 
Every square-inch of inner surface gets a uniform 
coat of tough enamel—even at side- and bottom-seams. 
That’s because Continental's airless hot-spray process 
works exclusively with heat and hydraulic pressure 

. . eliminates faulty spray patterns caused by com- 
pressed air. 

Chances are there is already a Perma-Lined con- 
tainer tailor-made for your individual product. If 
yours is a “problem product”, however, we’re ready, 
willing and able to develop a new Perma-Lining 
to fit it. 

There’s a wide variety of Perma-Lined containers 
waiting to go to work for you: open-top lug cover 
pails (sizes 2-to 12-gal.) and our 5-gal. tight head 
pail. For the finest in product protection, exciting 
lithography and tailor-made service, look into 
Continental’s Perma-Lined steel containers now. 


Cc CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 

















Jobbers everywhere report 


“Tremendous Success’ 


with D-X ‘17.85 Bonus Campaign 


Literally scores of D-X jobbers and distributors have reported “tre- 
mendous success” with the extraordinary D-X “FREE—$17.85” cam- 
paign. In its first month alone, nearly a million sample tubes of the 
D-X upper-cylinder lubricant were passed out to motorists on D-X 
Dealers’ driveways. Now still another million sample tubes are being 


distributed to new D-X customers! 


Here’s an advertising program—using 
newspapers, radio, television, highway 
signs, station displays—that offers peo- 
ple what they want: something extra at 
no extra cost! It’s $17.85 worth of extra 
value, given free with a year’s supply of 
D-X Lubricating Gasoline to help in- 
crease mileage, deliver more knock-free 
power, and step up engine performance! 


It's a product advantage that can in- 
crease your gallonage AND bring in 


D-X SUNRAY OIL COMPANY oe 


more traffic to buy motor oil, service, 
and TBA merchandise! It pays off 
many ways—not just gallonage alone. 


Don’t wait. Climb on the D-X band- 
wagon now and cash in on the $17.85 
campaign that’s making sales history. 
There’s a future for you in the gigantic 
D-X Sunray expansion program. Write 
today to N. B. Ingram, General Sales 
Manager, D-X Sunray Oil Company, 
Box 381, Tulsa 2, Oklahoma. 


‘ 
18¥ 
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THIS FREE SAMPLE of the 
D-X Upper-Cylinder Lubricant 
blended into both D-X Lubri- 
eating Gasolines really builds 
volume. Backed by compre- 
hensive advertising support, 
it draws traffic like a mag- 
net...rings your cash reg- 
ister like a fire belll 


Tulsa, Oklahoma 
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Think You've Heard Everything? 


Here's a Detroit expert who says tomorrow's motorist 
may be just a crazy, mixed-up, one-rail Casey Jones 


_= MOTORIST of the future may 
not have to worry about jockey- 
ing his car through snarls of piled-up 
traffic. And stopping for gasoline may 
be just a shadowy ritual out of a dim 
past. If one Detroit thinker is correct, 
tomorrow’s driver will simply hook 
his mobile onto a universal monorail 
network and take off, powered by 
capsules bought at the neighborhood 
capsule dealer’s. 

It could happen. 

William M. Schmidt of Studebaker- 
Packard Corp. told Society of Auto- 
motive Engineers in Detroit last spring 
that the transition to a rail system for 
automobiles may be needed because 
the car population will increase faster 
than superhighways can be built. He 
contends adoption of a rail system is 
a less expensive way to relieve this 
congestion. 

“Suppose we were to have a mono- 
rail system with privately-owned cars 
designed to travel on it. These cars 
would be equipped with movable sec- 
tions in the rear that would rise and 
form vertical fins. At the same time, 
they would attach to the mono-rail, 
from which your power would be sup- 
plied by means of periodically spaced 
atomic reactor power stations. 

“The mono-rail is the fastest way to 


get to work or for long distance travel 
from city to city. We may use this same 


automobile, however, for short jour- | 
neys, either by conventional highway | 


or by a ground rail system. In this sys- 
tem our wheels would be recessed in 
the car the same as they would be in 
mono-rail travel. Instead of hanging 
from a rail we are traveling on top of 
tracks ... This type of highway could 
be used instead of the mono-rail or in 
addition to it. 





“In both methods of travel, power | 
is supplied to the car by a source other | 


| @ RECALIBRATE IT 


than its own power plant. These cars 
might have only an auxiliary power 


unit, such as a battery,” Schmidt says. | 


Tracing the evolution of automobile 


power plants, Schmidt says one step | 


might be going to the opposed piston 
or “pancake” type of engine. After 
that might come the gas turbine and— 
when shielding problems are solved— 
even atomic reactors. He adds: 

“It is even possible someday you 
may buy power at the neighborhood 
capsule dealer.” 

Then, Schmidt says, “It is very possi- 
ble that someday there will be city-type 
automobiles used solely for short trips 
in urban areas, and inter-city automo- 
biles that will travel superhigh- 
ways.” a 
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RUGGED FORTRESS WALL 


dropping, banging can't hurt it! 


RUGGED REGULATOR SPRING 


stays accurate, dependable 
for years! 


RIGHT ON THE AIR LINE 


no cartridges to buy, nothing to 
return to factory. 


Only a NELSON Equamatic inflator offers 
money-saving dependability plus time- 
saving automatic inflation (just dial the 
pressure you want—get it automatically). 
Why settle for less? See your jobber now, 
or write today for free literature. 


*EQUAL pressure in each pair or set of 
tires — AUTOMATICALLY! 


BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 


15 





WILLIAM C. BRIGHTON, co-owner, relies on a National System for 


fast, efficient service. 





eo Bee 


MAC’S AUTO sERvicE, Cambridge Junction, Mich., obtains tight 


cash and inventory control with a National Full-Shelf Plan. 


“Our Jalional Full-Shelf Plan 


saves us °3,600 a year... 


pays for itself every 11 months!” 


—Mac’s Auto Service, Cambridge Junction, Mich. 


**We never knew that our losses from 
poor cash control were costing us over 
$300 a month,” write the co-owners 
of Mac’s Auto Service, “‘yet that’s 
how much our profits have risen since 
we installed a National System. 
‘Now all multi-item sales are auto- 
matically totaled correctly, eliminat- 
ing what used to be a constant source 
of errors. Forgotten charges need not 
occur because our National provides 
a printed record of all transactions, 
including charge sales. With the 
register’s separate cash drawers and 
printed sales totals, each attendant 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


bears individual responsibility for the 
money he handles. 

“Our National’s classification totals 
allow us to concentrate selling effort 
in the department that is returning 
the smallest profit. Most important 
of all, our National Full-Shelf Plan 
now gives us complete control over 
inventory, virtually stopping losses 
we formerly had. 

“From these and other benefits, 
such as simplified bookkeeping and 
tax figuring, our National System pays 
for itself every 11 months. It’s an 
excellent investment that saves us 


989 OFFICES IN 94 COUNTRIES 


16 


over $3,600 every year!” 

Your own service station will 
operate with increased efficiency, 
yield greater profits with a time-and- 
money-saving National System. Find 
out exactly how these benefits can be 
yours—call your nearby National 
representative. He’s listed in the 
yellow pages of your phone book. 


*#TRADE MARK REG. U.S. PAT. OFF. 


La 


NATIONAL PETROLEUM NEWS * September, 1956 





NEW SUBSCRIPTION ORDER 


Enter my subscription to NATIONAL PETROLEUM 
NEWS and bill me later. 


[] | year $5 [] 2 years $8 [] 3 years $10 
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Foreign Rates (1 Year) — Canada $6 — Latin America $10 — All Others $15 
NP 9-56 


NEW SUBSCRIPTION ORDER CARD 


Enter my subscription to NATIONAL PETROLEUM 
NEWS and bill me later. 


[] | year $5 [] 2 years $8 [] 3 years $10 
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COMPANY. 

NATURE OF BUSINESS__ 

HOME ADDRESS 

| | ye ee 


Foreign Rates (1 Year) — Canada $6 -- Latin America $10 — All Others $15 
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Esso Standard reports a growing 
practice among dealers of putting 
lubrication stickers on the lift lid over 
the gasoline tank cap. In that position 
the dealer can see the customer’s 
name every time he stops for gasoline, 
and can check the oil change and lube 
mileage while filling the tank. Door 
jamb stickers on the other hand, can’t 
be seen without asking the driver’s 
permission to open the door, and 
they’re often overlooked. 


$ 


Fall is the time to check on water 
accumulation in gasoline storage tanks, 
says Continental Oil Co. That’s when 
wide fluctuations in temperature cause 
excessive condensation. Dealers need 
to be reminded of the risk they run 
of making their customers unhappy 
if they deliver water in the gasoline. 


$ 


General Petroleum has a dealer in 
Los Angeles who makes a permanent 
offer of a brake adjustment for 72¢. 
A good proportion of the adjustments 
lead to relining jobs and other sales. 
Out front a sign advertising the special 
price is hooked to a jumbo cutout of 
a service man with a wrench in his 


hand. 
$ 


A Humble Oil dealer in Sonora, 
Tex., Dorothy Dullnig, offers deluxe 
facilities for customers waiting while 
their cars are being serviced. She has 
designed an attractive waiting lounge, 
equipped with air conditioning and 
television. 


$ 


Dealer Ronald Byers of Eastside, 
Ore., gets a little extra mileage out of 
old inner tubes. Before he gives them 
to kids he paints his station’s name 
and location on each one. He figures 
he’s got a lot of floating advertising 
in the neighboring recreation areas. 


A rustic-style station was built re- 
cently in Orinda, Cal., by a General 
Petroleum dealer partnership. Before 
they drew plans, the partners per- 
sonally interviewed nearby citizens to 
find out what sort of architecture they 
favored. Before the station was fin- 
ished, they advertised it by mailing a 
photo-copy of the architect’s drawing 
to 2,000 residents. 


Money-Making Ideas 


' 
British-American Oil Co. vasa 
to its dealers that they keep an eye | 
out for customers with worn-out | 
covers on their credit books. New | 
covers will be sent on request from | 
the dealer. All he needs to do is hand | 
a note to the tankwagon salesman 
giving the customer’s name and ac- 
count number. The new cover will be 
imprinted with the customer’s initials. 


$ 


Continental Oil Co. is trying out a 
new throw-away plastic razor as an 
advertising specialty. The razor, in- 
tended to be used once, has a hollow 
stem holding an eighth of an ounce | 
of brushless shaving cream. Cost of 
the razors is said to average around 
10¢ each. Manufacturer is Swif-T- 
Razor, Inc., of Harvard, Neb. 

> 

The Weaver Manufacturing Co., 
Springfield, Ill., has issued an 8-page 
leaflet analyzing the profit possibilities 
in car washing. Comparisons are made 
between hand and automatic systems, 
and with other typical car services. 
The leaflet points out that car washing 
gives the dealer an extra customer 
contact for selling gasoline, oil and 
TBA. 


¢ 

Great Lakes Pipe Line has a “talk- 
ing” tank at one of its unattended sta- 
tions. A telephone call to the station 
sets in Operation a special answering 
unit that automatically reports the 
gage reading on the tank. 


$ 


Exide automotive division is cir- 
culating a bulletin containing 59 hints 
on how to sell and service automotive 
storage batteries. The hints are 
grouped in 14 categories. They range 
from how to add water to a battery 
and how to care for charging equip- 
ment to how to plan a battery sales 
drive. 


Power units for refrigerator trucks 
need a good grade of motor oil, ac- 
cording to Atlantic dealer Ernie Moel- 
ler of Beach Haven, N. J. He wins 
steady customers among the truckers 
who stop at his station by recom- 
mending an oil that works well both 
winter and summer. 8 
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NO LUBE JOB 


ISCOMPLETE 


until you lubricate every 
part that squeaks or binds 


THIS IS 


"THE STICK 


THAT DOES 
THE TRICK! 


Use : 


VU ee a 


Stainless Stick Lubricant 
On 

- DOOR DOVETAILS 

* SLIDING SHOES 

* STRIKER PLATES 
LOCK TONGUES 

- HOOD LATCHES 

* ALIGNMENT PADS 

* HOOD BUMPERS 

* RUBBER SEALS 

* GLOVE COMPARTMENTS 

AND OTHER EXPOSED 

FRICTION SURFACES 


DOOR-EASE completes every 


lube job! It's the clean, effec- 
tive way to prevent squeaks, 
wear, and stop sticking. Won't 
stain clothes or 


soil or car 


upholstery. In two sizes — 


Shop Size for service use; 15c 
Consumer Resale Size for 1001 


AN ® 
Ago 
PROOUCT 


AMERICAN GREASE STICK CO. 


ee CO, ee ee ce 


home uses. From 


jobbers everywhere. 





Lee 


UNIFORMS FOR | 
INDUSTRY 


Lee spruces up your whole force 
«With 20 Tough-Tailored Extras! 


Specially fashioned of Lee’s exclu- 
sive fabrics, Lee uniforms are cor- 
rectly proportioned to the body. Lee 
Tailored Sizes always fit perfectly! 
All garments are Sanforized! 


Lee’s 20 Tough-Tailored Extras 
stand up under hard wear, countless 
washings. Handsome Lee fabrics are 
durable, deliver true economy on 
any job! Shirts are smartly styled 
to give dress shirt appearance. Avail- 
able in 3 sleeve lengths and 3 body 
lengths in each neck size to fit men 
of any height or build perfectly. 


7 Lee Sales Divisions! 


Largest staff of trained consultants 
in the industry assures you of effi- 
cient service, whether your needs 
are large or small. Call or write the 
nearest division office; a Lee man 
will call promptly. 


H. D. LEE COMPANY, INC. 


WORLD'S LARGEST MAKER OF 
UNION-MADE WORK CLOTHES 
General Offices: 117 W. 20th St., Kansas City, Mo. 
Sales Offices at Atlanta, Ga., South Bend, Ind., 
Minneapolis, Minn., Dallas, Texas, Trenton, N. J., 





San Francisco, Cal. 
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“Maintain at all times an attitude 
of service toward your dealer. This is 
important. The dealers aren’t work- 
ing for us, we should be working for 
them. They are our. customers.” 
W. R. Holland, marketing manager, 
southern region, Atlantic Refining Co., 
before the North Carolina Oil Jobbers 
Assn. 
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“Most engineers agree that there 
will probably be two entirely different 
kinds of cars in use by 1976. One, 
the family car, will be small and 
compact; the other will be the high- 
way cruiser. .. . There will be a new 
kind of highway system to match the 
cars. Electronic devices may warn of 
obstacles ahead, automatically reduce 
speed in an emergency, stop the car 
or steer it. around obstructions. A 
driver may pull on such a highway, 
set his directional signals, and then 
relax and read the morning paper.” 
Frank C. Martinek, chairman, Central 
Gasoline Tax Evasion Committee. 


69 


“If the present trend toward multi- 
grade marketing of gasoline continues, 
not only will the refiners be faced 
with problems of producing the re- 
quired fuels, but also the marketers 
will be faced with a substantial new 
program of educating motorists on 
the proper choice of gasoline for their 
cars.” H. W. Grote, Research and 
Development Laboratories, Universal 
Oil Products Co. 


69 


“The imports problem cannot be 
solved by voluntary action of the 
companies involved. They operate on 
sound economic ground. And on 
economic grounds we can’t win. Our 
claim to protection from unlimited 
free competition with foreign oil is 
based on security grounds. Our very 
freedom requires a domestic industry 
that can meet our oil needs in war and 
peace.” A. E. Herrmann, president, 
Texas Independent Producers & 
Royalty Owners Assn. 


69 


“As an essentially bulk business, 
the oil industry’s primary packages are 
not those you place on a shelf, but 
rather the various methods of trans- 
portation and the refining and storage 
centers. The unifying element that 
exposes the potential consumer to the 
company product is the service sta- 


What They're Saying 


tion. It is the most important package 
in the oil industry.” William Naden, 
executive vice president, Esso Stand- 
ard Oil Co. 


69 


“At whatever rate our need for out- 
side oil may develop in this country, 
there can be no question of the de- 
pendence of Western Europe and 
many other parts of the free world on 
Middle East oil. In the kind of free 
world we visualize as necessary to 
avoid the threat of communism, we 
must consider Middle East oil supplies 
for the free world vital to our secur- 
ity.” S. A. Swensrud, chairman of the 
board, Gulf Oil Corp. 


69 

“An increase in Oklahoma’s al- 
ready high gasoline tax may be 
thrown into the 1957 state legislative 
hopper. All wholesale and retail mar- 
keters throughout the state should be 
informed and prepared to resist this 
increase. We have already lost an 
untold amount of business to Mis- 
souri, Kansas and Texas due to Okla- 
homa’s 6.5¢ gal. tax.” K. C. Jeffries, 
President, Jeffries Oil Co. and Okla- 
homa Oil Jobbers Assn. 


69 


“Look at the [majors’] huge profits, 
jobbers say, and look at the miserably 
low margin per gallon that jobbers are 
able to get under all the stresses of 
sharp competition. What they fail to 
realize is that the biggest of earnings, 
after all, represent only a return on 
investment. It’s important to know 
what the investment is; look into it 
sometime.” Dwight F. Benton, vice 
president, Standard Oil Co. (Indiana). 


69 


“The relations within our industry 
can be improved with more honesty, 
more sincere effort at solution and 
more education. If these improve- 
ments are made, slowly but surely the 
industry will emerge from the hole it 
has dug and regain its rightful place 
in the eyes of the public and the con- 
gress. And of equal importance, those 
who participate in the industry will 
find new respect for each other.” Otis 
H. Ellis, general counsel, National Oil 
Jobbers Council, at the May meeting. 
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Berm 


is pumping utility with SAVINGS 


only ONE Bennett RAM® serves up to 
S&S dispensers=- reduces investment, cuts 
operating costs, saves time and trouble 


As many as eight dispensers can be operated simultaneously from only 
one submerged pump — saves money in capital outlay. RAM Submerged 
Pumps push highly volatile gasoline thru long pipe runs with increased 
lifts under extreme climatic conditions where ordinary suction pumps 


are not efficient or dependable. 


RAM siphon systems use 
only one pump for multiple 
tank installations. Ask your 
John Wood Representative 
for full details on the RAM 
remote automatic multi-pump 
submerged system. 


JoHnN Wooo Company 


Bennett Pump Division +» Muskegon, Michigan 
In Canada: Toronto « Montreal + Winnipeg * Vancouver 
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In addition to original cost savings, 
RAM saves money in 8 ways: 
1. No air eliminators required. 
2. Single discharge line serves all 
dispensers. 
. No return line needed. 
. No priming necessary. 
. Never needs lubrication. 
. No belts, gears, packing to replace. 
. Can be installed in pits or above 
ground as desired. 
. Simple design — field tested — 
assures traditional Bennett quality. 


REMOTE AUTOMATIC MULTI-PUMP 
SUBMERGED SYSTEM 





STOP LOSSES 


ines’ 
Se qe oom } 


* 
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Operator prepares to reset register on 500 gpm 
Rotocycle meter and open automatic valve follow- 
ing delivery of 3500 gallon load to tank truck. 
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SAVE TIME 


- “Topping-oft” Loads 


Rockwell £070cVC/E Meters 
With MULTI-STAGE QUANTITY CONTROL 


Give “‘On-the-Nose’’ Measurement and Smooth Automatic Shut-off 


This efficient Rockwell meter-control 
system will save time, money and effort 
for all who load tank trucks or tank 
cars. It provides an accurate shockproof 
way to automatically shut off flow after 
a pre-selected quantity of lading has 
been measured. The systematic method 
it offers for tapering flow when “‘top- 
ping-off” a load prevents errors com- 
mon to manual operation. And, since 


the automatic valve closes in three (3) 
smooth successive stages, there can be 
no destructive water-hammer or hy- 
draulic shock. 

Rockwell Rotocycle Meters with 
built-in Quantity Control are available 
in sizes from 2-in through 6-in with a 
capacity range of from 20 gpm up to 
800 gpm. Steel cases are furnished for 
refineries. Write for bulletin OG-454. 


ROCKWELL MANUFACTURING COMPANY 


Pittsburgh 8, Pennsylvania 


Atlanta Boston Charlotte Chicago Dallas Denver Houston Los Angeles Midland, Tex. New Orleans 
New York N. Kansas City Philadelphia Pittsburgh San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, Ontario. Caracas, Venezuela 





HOW IT WORKS 


. Model illustrated is 2BL meter-control for smaller flows down 
to 20 gpm. Operation in all sizes is as follows: (1) Pre- 
determining register is first set to the quantity desired (2) 
Latch Box then transmits closing action (3) Multi-stage Valve 
systematically shuts off flow in three smooth stages. 
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| | HOW IT PERFORMS 


AB Stace 1 


T Ww 
adhe BC Stace 2 


CD Stace 3 


This performance 
curve is for a 6 BL 
meter-control. In the 
chart the flowing 
pressure curve illus- 
trates how line shock 
is minimized -— 


STATIC 


GALLONS PER MINUTE 


PRESSURE P.S.I. 


sone pressunt | 


quantity 
control valve on 





Advanced 
BUTLER 


“Suburban” 
cuts costs with... 


time-saving 


Fast delivery to either side is made easy with new hose guide 
that pays out in either direction. More convenient for driver. 
Makes rewinding easier. Saves wear and tear on hose. 


Compact 1600-gallon tank fits on 84” CA chassis, gives complete 
maneuverability in heavy traffic. Greater clearance in tight places 
is provided by shortening of fender skirt. Big capacity reduces back- 
tracking. Multiple compartments let you carry the grades your cus- 
tomers need. You plan more efficient mile-saving routes. 


Driver saves time starting each delivery by setting pto, clutch, 
throttle, valves and meter auto-stop all at the rear. He doesn’t re- 
trace steps until delivery is made. Delivery time is reduced by big 
capacity pump, fast-flow piping and fast-winding electric reel. 


Make more city and suburban deliveries a Start cutting costs right now. Call your Butler representative or 
day than ever with this redesigned, easy- write the Butler office nearest you for full information on the new 
to-maneuver Butler Suburban truck tank. Butler Suburban. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
ly 954 Sixth A e, S.E., Mi polis 14, Mi ry 
Ry % 913 Avenue W, Ensley, Birmingham 8, Alabama 
"Ey prow Dept. 30, Room 602, 103 Park Avenue, New York 17, N.Y. 
Dept. 40, 624 S. Michigan Avenue, Chicago 5, Illinois 








Manufacturers of Oil Equipment - Steel Buildings » Farm Equipment + Dry Cleaners Equipment + Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. * Houston, Texas * Minneapolis, Minn. 
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NOW! Enjoy Benefits of Submersible Gas 
Pumping — Without Costly Tank Conversion 


GENERAL ELECTRIC SUBMERSIBLE PUMP MOTORS GIVE YOU ALL THE COST SAVINGS OF SUBMERSIBLE PUMPING, YET 
ARE SMALL ENOUGH TO FIT YOUR EXISTING 3'/2-IN. TANK OPENINGS 


If you are considering converting your 
multiple pedestal station to submersible 
pumping—or adding new pedestals- 
then the following message will be im- 
portant to your planning. 


General Electric’s submersible gasoline 
pump motor will fit your existing 3!-in. 
tank openings without the expensive 
conversion necessary with larger motors. 


This means that there is no need to 
empty your gasoline tanks, no need to 
enlarge your tank openings, if you install 
submersible units powered by General 
Electric. 


SUBMERSIBLE PUMPING PAYS DIVIDENDS 


And G.E.-powered submersible units 
give you all of the advantages of sub- 
mersible gasoline pumping—lower initial 
cost, because one submersible pump 
serves up to 8 pedestals with substantial 
savings over individual pumps; no vapor 
lock problem, regardless of temperature, 
altitude, or distance from the tank to 
pedestals; no noise or vibration, since 
these pumps are located underground, 
away from the pumping islands. 


ADDED G-E BENEFITS 


With a submersible pumping installation 
your maintenance is considerably re- 
duced because only one pump services 
many pedestals. And this revolutionary 
G-E motor is designed to give you vir- 
tually maintenance-free service. 


Here’s how: 


1. SPECIAL BEARINGS in the motor 
utilize surrounding gasoline as a lubri- 
cant, and require no further lubrication. 
2. ‘‘ENCAPSULATION’’ PROCESS pro- 
tects vital electrical parts by encasing 
them in a non-toxic epoxy resin. This 
process forces the insulating material 
into all air spaces normally in slots or be- 
tween windings—casting the stator into 
a solid, gasoline-resistant mass. 


3. MYLAR* polyester film insulation 
provides eight times greater resistance to 
electrical failure than conventional paper 
insulation. 

4. CADMIUM PLATED SHELL of the motor 
resists corrosives and gasoline or other 
fuels. 

Make sure that you get all of these added 
General Electric benefits by specifying 
‘“‘powered by G.E.” on your submersible 
pumps. General Electric Co., Schenec- 
tady 5, N. Y. 


*DuPont registered trade-mark. 


{ 


lin 9 sa ati ica RE i he eG 


General Electric-powered submersible unit fits 

into existing 3'4-in. gasoline tank openings, 

eliminating need for expensive enlatgement of 
i y with larger motors. 
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Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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This is the big difference in the 


new TRAILMOBILE ALUMINUM 
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tank trailer 
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All tank trailers look pretty much alike on 
the outside. But there’s often a world of dif- 
ference on the inside—where the tremendous 
forces of surging loads and road stresses need 
to be contained. 

In the new Trailmobile aluminum tank a 
unique network of interior reinforcing mem- 
bers absorb and distribute these forces evenly 
over the tank shell. These strong internal 
structural members prevent the occurrence 
of fatigue points which ultimately show up in 
the form of leakage. And when you consider 
that there’s as much as 7% more payload 
capacity in aluminum tanks than in steel, it 
is important that you buy the kind of con- 
struction that will keep this extra capacity 
in profitable service. 

This is exactly what you get when you 
specify Trailmobile. 


Super Strength in the Shell retains the time 
proven Trailmobile internal design which 
includes dimpled heads reinforced with “‘V” 
shaped and wedge shaped stiffeners. 

Deep reinforcing structural members over 
the running gear, landing gear and fifth wheel 
absorb and dissipate the upward forces which 
concentrate in these areas. All of these mem- 
bers are firmly welded between bulkheads and 
baffles and to the tank shell. 

This entirely new internal structure—fab- 
ricated of the latest aluminum alloys—is 
helping Trailmobile aluminum tanks roll up 
record profit miles. TR-473 


TRAILMOBILE inc. 


Cincinnati 9, Ohio ¢ Springfield, Missouri 
Longview, Texas ¢ Berkeley 10, California 











Your 





QUALITY CONTROL 








Shipping in USS Steel Drums means 
maintaining your own rigid quality 
control measures right into your cus- 
tomer’s plant. Special measures 
taken in the manufacture of USS 
Steel Drums make them able to act 
as a rolling Fort Knox, keeping your 
product clean and pure—all the way. 

To protect your product against 
contamination, every drum-body, 
head and bottom is freed of ALL 
manufacturing dirt, grease and scale. 
With component parts virtually 


USS 





26 


“hospital clean” the drum-parts are 
ready for the final step. This consists 
of applying all inside and outside 
surfaces with a special phosphate 
solution that inhibits rusting and 
serves as an excellent bond for ex- 
ternal paint application. The USS 
Steel Drum is ready for its job of 





can travel 


protecting your product from con- 
tamination. 

USS Steel Containers are available 
in sizes from 214 to 110 gallons... 
with a wide variety of special fittings 
and openings to answer any need. 
Always specify product-protecting 
USS Steel Drums. 


UNITED STATES STEEL PRODUCTS 
DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT.196 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


STEEL DRUMS 


“‘Tt’s Better to Ship in Steel’’ 
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NDEPENDENT oil jobbers operating under the 
APCO Brand find many things they like . . . inde- 
pendence of operation . . . a planned sales program 
. effective advertising. But one thing they have 
stands out above all the rest: a dependable source of 


QUALITY petroleum products. 


APCO quality stems from the production of our 
modern refineries and our pledge to keep abreast of 
the latest refining methods . . . your assurance of 


/ 


quality products in the future. 


The move is to APCO, throughout the Midwest 
(from Texas to the Canadian Border) because 
BETTER PROFITS start under the APCO sign. 

Write or call your nearest division office 


TODAY! 


LET US 
SEND YOU 
A COPY 
OF THE 
APCO 





ANDERSON-PRICHARD (17 Copenciion 


Liberty Bank Building—Oklahoma City 


OKLAHOMA CITY KANSAS CITY OMAHA DES MOINES MINNEAPOLIS 
Liberty Bank Bidg. V.F.W. Bidg. First Natl. Bank Bidg. Liberty Bidg. Roanoke Bidg. 
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... grip fra 


Design of the Rotary Frame 
Pick-Up Lift minimizes car 
frame and body deflection. 
Weight of the vehicle is evenly 
distributed four 


over contact 


points. These points are at 


® Rotary’s Pick-Up Pads distribute weight evenly 


me securely 


frame ends so that the car 
weight is supported normally, 
without uneven or severe 
stresses. Rotary Safety-Grip 
Pick-Up Pads are made of oil- 


resistant synthetic rubber. 


Rotary Frame Pick-Up 
lifts cars gently ... 


with speed and safety 





Durabie rubber pads at four safety pick- 
up points give you these advantages 


¢ Sure, safe gripping action . . . no chance of 
car slipping off lift 

¢ Protection for undercar parts . . . no metal- 
to-metal contact 

* More working room car frame sup- 
ported above lift superstructure for easier 
accessibility to all parts 

¢ Lift practically all cars without axle sup- 
ports or adapters 

¢ Fast, accurate spotting of cars over lift 


ROTARY FRAME PICK-UP LIFT 




















DO ALL THESE JOBS BETTER AND FASTER 
WITH A ROTARY FRAME PICK-UP LIFT 


le a lubrication lift! Hea mechanics lift 1 


¢ Relaxes all spring suspen- °* Muffler and tail pipe re- 
sions . . . fittings take the . placement 
grease easier, faster : ; 
yn ue ¢ Brake work and tire service 
e All fittings out in the open : ies q 
e f y ~ 
and easy to reach Automatic transmission an 
. universal joint service 
¢ Handles all cars . . . pick-up _ 
trucks, too ¢ All undercar repair jobs 









There's a Rotary Lift for every type of service 





~ e 


Frame Pick-Up Lifts Roll-On Lifts Free-Wheel Lifts Truck and Bus Lifts Mechanic’s Lifts 


WRITE FOR CATALOG AND PRICES 


MANUFACTURED BY 


ROTARY LIFT COMPANY 


Memphis, Tenn. — Madison, Ind. 
And in Canada: Colville Industries Ltd., Chatham, Ontario 





tar 4 





THE ORIGINAL MANUFACTURER OF HYDRAULIC AUTO LIFTS ... AND STILL THE LEADER 





If you carry any spark plugs... 


Here are / special reasons 
for featuring Champions 


In the race for profits —as on 
the stock car tracks —you’re ahead 
when you’re ‘Champion equipped” 


You’ve got a lot of special advantages on your 
side when you feature Champion Spark Plugs— 
advantages that work hard to make Champions 
just about your most profitable single TBA item. 


Only with Champions can you back up your 
spark plug sales talk with the experience and 
prestige of the country’s leading race drivers, 
because only Champions have consistently sparked 
cars of every make to victory. 


And Champion’s racing record is only one of 
many advantages. Champion’s exceptional popu- 
larity, complete line, hard-hitting advertising, 
dealer sign program, sales and service aids—plus 
Champion’s exclusive product features—all add 
up to one thing: Champions are a mighty good 
item to feature. Give them a try. You can’t 
carry a better TBA item than Champions, 
America’s favorite spark plugs. 


em se 
P.S. Chevrolets won 16 of 46 recent NASCAR races. 


And 15 of the 16 winning Chevies were Champion 
equipped. 
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, 


2 A poll of consumers* showed 66% preferred 
* Champions. No other TBA product enjoys such 
widespread popularity, such a vast pre-sold 
market. (*Grit Studies, 1955 ) 


85 Eye-catching Champion signs and decals, fa- 
* miliar to millions of motorists, mark your place 
as a good “‘home”’ for cars from near and far. 


CHAMPION SPARK PLUG 
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1 Amazing NASCAR victory record, proving Champions best for every make car, is a 
* powerful sales-clincher with customers who want best possible performance from their cars. 





Champion’s complete line includes a perfect plug for 4 Thousands of Champion roadside signs sell your 


* every car and truck—and every kind of driving. No * customers in their cars, while strong advertising in 
need to stock slow-moving secondary line. 27 major magazines sells them in their homes. 


& Everything you need for a profitable, first-class plug 7 Exclusive Champion features, such as 5-rib design 
“department is available from Champion, including * and new Powerfire electrode, mean top performance 
testing equipment, tools, and service manuals. that brings customers back smiling. 


AMERICA’S FAVORITE 


COMPANY, TOLEDO 1, OHIO 
SPARK PLUGS 
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MODEL 635 with pre-set sd Fes male) ate vel 
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Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 

. ! 
TROL does the rest! Stays on full flow longer— A Tokheim dual meter installation. The extraordinary 
saves pumping time. Smoothly, automatically flexibility of Tokheim equipment permits such instal- 
reduces to secondary flow of 11 g.p.m.— within lations to be made with maximum ease. 
three seconds of full delivery. Gently cushions 
stop—eliminates shock. Saves strain on pipe- CHECK THESE IMPORTANT PERATURES 
fittings and meter—prolongs equipment life. OF THE NEW MODEL 635! 
Accurately records gallonage delivered. Ticket 
Printer optional. Especially designed for tank 

P P y ‘ 8 Pre-set flow control determines gallonage—frees the 
trucks, bulk plants, airports, industry. See your operator—cushions shut-off. 
Tokheim representative or write factory for Standard 12” flanged inlet and outlet of meter, air 
literature and prices on this new Model 635. separator and back-pressure valve. 


Same positive piston displacement-type measuring 
General Products Division unit as in Tokheim Computer Pumps. 


TOKHEIM CORPORATION Veeder-Root Register and Totalizer—exclusive, lever- 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT type wheel settings. 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA Air separator inlet and strainer are reversible. 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 





40 g.p.m. capacity—11 g.p.m. in last 3 seconds. 
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Built-in rahe flange 
lasts for life of hose 


saves flange replacement costs 


weighs less 
costs less 


Many thousands of dollars a year are 
being saved by users of Gates Barge Hose 
with the exclusive built-in rubber flange. 


With this hose, no steel nipple is required. 
The flange of steel, fabric and rubber is an integral 
part of the hose itself ...and lasts as long. There- 
fore, you save on flange replacement costs. 

You save in another important way too: Be- 
cause the built-in flange reduces over-all weight, 
this hose is easier to handle... saves time and 
labor costs. 

Lighter weight and greater flexibility at the 
connection make it relatively simple for one man 
to hook up by himself. Users everywhere have 
found it more popular than any other type with 
the men who do the actual handling. 


Go SYNTHETIC RUBBER 


ere FLANGE 


ed 


FABRIC OF HOSE 





foe shows how f 


lange 
on Gates Barge Hose is 
made a lifetime part of 
hose itself. 


Fabric plies of the hose are 
extended over the face of 
the flange. Synthetic rub 
ber bonded to this face 
extends back into hose and 
makes a single unit of hose 
and flange 

The reinforcing wire is 
welded to the flange for 


positive static conductivity ) 











Outlasts other types... 
meets Coast Guard specifications 
Even though it is considerably lighter in 
weight, Gates Barge Hose has repeatedly given 
more hours of working service than other types 
of barge hose in common use. Special engineering 
provides extra built-in strength and durability. 
Gates Barge Loading and Unloading Hose 
(1050SB and 1100SB) meets all working pressure 
requirements. Match this hose against any other 
... check the actual hours of service you get... 
and you'll find you’re saving big money on hose 


LD 


aa 


replacement costs. 


The Gates Rubber Co., Denver, Colorado. 


vie 
ates Barge Hose wviie esc 
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The line-up of refiners who use Crown as a source of supply for motor oil 
cans reads like a “Who’s Who”’ of the Petroleum Industry. Crown is proud of this 
opportunity to share in the success of one of the world’s great Industries . . . and 
strives to merit continued confidence not only with fine-quality, always-dependable 
cans, but also with a wide variety of ‘‘plus-Services” which are extremely important 
to the refiner in many phases of his operation: 


Steadily expanding production facilities; deliveries when and where you want them. 


Lithography un-matched for excellence; can designs reproduced more faithfully, more 
brilliantly, and in greater detail than ever before possible. 


Engineering department that can work with the can-buyer as a member of his own organiza- 
tion. Ask about the money-saving innovations in motor oil can-filling recently introduced 
by Crown. 


WHATEVER YOUR INDUSTRY— WHATEVER YOUR PRODUCT— 
IT WILL PAY YOU TO TALK TO CROWN 
ABOUT CANS AND SERVICES. 


Send for Free Descriptive Booklet on Crown 
Art Design and Lithography. XO) ,Y) i) 


‘'Big Enough to Serve You . . . Small Enough to Know You" 
“ae CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA * CHICAGO + ORLANDO «+ BARTOW ¢ BIRMINGHAM ¢ BALTIMORE * NEW YORK ¢ BOSTON «© ST. LOUIS * SAN FRANCISCO 


September, 1956 * NATIONAL PETROLEUM NEWS 35 














SELLS WITH LARGEST brand identification panel ever used on a 
gasoline pump . . . brilliantly lighted for night visibility. Spectacular 
eye-catching ‘’billboard-type” panel compels attention, sells more gas 
— day and night. 


ou 8 


ER GAL 


SELLS WITH EASIEST-to-read dial face with 
wide angle visibility. Simplified design and 


dramatic black and white figure pattern pro- 


vide maximum legibility. 


SELLS WITH DEPENDA- 
BILITY . . . one-piece steel 
Mono-Frame eliminates 
top and side panels. 








ILBARCO 
SALES-MAKER 





SELLS WITH NEWEST concept in pump design . . . only 
4 feet tall yet with 14 feet, 4 inches of hose reach. Two: 
piece door panels, easily removed, provide workbench ac- 
cessibility on pump island. 





Here’s the most modern, beauti- 
fully styled and efficient gasoline pump 
in the world! The brand new Gilbarco 
Sales-Maker combines all the most 
wanted features to achieve the ultimate 
in selling power. Designed to meet to- 
day’s and tomorrow’s highest standards, 
you'll find the Gilbarco Sales-Maker 
built first and foremost to sell your 
products! Write us at West Springfield, 
Mass., for color-illustrated booklet. 


Gilbert & Barker 
Manufacturiag Company, 
West Springfield, Mass. 
Toronto, Canada 





— day and night. vide maximum legibility. top ana sige panels. 


/ / 


William O’Donell, Jr. (right) is shown here talking to 
driver DeLorme Getchell, also of Elkhorn, Wisconsin. 


CHICAGO BOARD of HEALTH 
PERMIT N° 1260-114 


Win. 
ODONEH,, 


«5 ELKHORN WIS: 


* Triple-strength with plastic insulation and metal bonded together in a 
one-piece molding 


* Superbly insulated—hermetically sealed against moisture 
* Hundreds of pounds lighter * Non-rusting 
* Never need painting °* Easy to repair 
* Improved manhole with lifetime stainless-steel dust cover; one gasket 
* Capacities to meet your needs 
transports * Backed by America’s leading tank builder—HEIL 


*Registered 


Other Heil products include trailerized petroleum and chemical transpo 


fuel oil truck tanks, reinforced plastic tanks for liquid transport, 
and stainless steel tanks for milk and liquid foods. 
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cessibility on pump island. 


] L Frigid-Lite plastic milk transports” 


““My 5300-gal. trailers carry up to 1,000 pounds 
more payload than metal tanks of the same weight. 
That’s $100 savings during a typical month’s oper- 
ation!” says William O’Donell, Jr., Elkhorn, 
Wisconsin. 

‘“‘Heil Frigid-Lite* Plastic milk transports are 
excellent—lightweight, strong and superbly in- 
sulated. 


“I got the first plastic milk transport in this 
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area. It’s been north, south, and east—enough 
miles to reach around the earth more than twice— 
and I’ve never had trouble. It’s exceptionally dura- 
ble. Plastic-insulation-metal—all bonded together 
—milk can never leak into the insulation. I’m buy- 
ing more—hope to have my fourth one soon.” 

Like William O’Donell, Jr., you can haul more, earn 
more with Heil. Talk with your Heil man, or write... find 
out how Heil can meet your liquid hauling requirements. 


MFT-65 














Through research ... a better way 
< 


L3R-CP Remote with 
Concealed Hose 


e 
2) 


a 
bd 
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Factories: 5715 Smithway St., Los Angeles 22, Calif., P.O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1, International Division—Milwaukee 1, Wis. 





’ 13-CP Standard with 
Concealed Hose 
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Bright, clean stations like this 


get extra drive-in appeal with DULUX ! 










Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 


Enamel gives pumps and buildir gs the long-last- 
ing eye appeal that attracts customers. 
‘ . DULUX Enamel is chemically formulated to 


resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh 
and bright . . . gleam anew after every wipe-down. New Du Pont Mesonrv Block Paint Primer 
Why not let DULUX work for you? Make sure ’ 
your stations get the extra drive-in appeal, the 








For a sales-winning finish on service stations made of rough- 
textured materials like concrete block, cement block and cinder 


extra protection of a Du Pont DULUX Finish. block, you can’t beat new Du Pont Masonry Block Paint Primer! 

ead : It smooths rough surfaces efficiently and economically —gives a 

Send for free descriptive literature... uniform heavy base coat that actually fills holes and irregularities 

=r at in porous surfaces. Top coats go on fast and easy, look smoother, 

E. I. du Pont de Nemours & Co. (Inc.) ..- Finishes Division, give your stations the long-lasting eye appeal that pulls cus- 
Room 7010, Dept. NP-69...Wilm:ngton, Delaware tomers in. 


Petroleum Industry Finishes 








Du Pont has the right finish for every petroleum-industry nee 
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BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 





GROW... 
GROW... 


GROEBL! 


There’s no fencing in 
Texan Ted Groebl— 
Shell jobber and president of the Westex Oil Co., Big Spring, Texas 


“‘T can see dollars rolling in the streets!’’ These were 
Ted Groebl’s first words upon arriving in Texas. 


That was in 1927. Today, 29 years later, a lot of 
those dollars are rolling Ted’s way. The Westex Oil 
Company, of which Ted is founder and president, 
supplies a big stretch of Texas country with Shell 
quality products: 18 towns . . . 31 service stations 
in all! 

And Westex is growing bigger every year. . . out 
where there’s plenty of room to grow. Last year 
alone Ted built 8 new modern service stations with 
air-conditioned salesrooms and rest rooms. And lots 
more are in the works. 


42 


As a matter of fact, Ted Groebl was the first man 
to bring Shell products to West Texas. He signed a 
gasoline jobbing contract with Shell way back in 
1933. Qualifications? Six years of service station 
experience and a long-term dream of selling Shell 
products. 


Once the dream came true, Ted lost no time in 
getting set to sell right. First on the agenda was 
proper training for all his dealers. For this, Ted sent 
his men to the Shell Training Center to learn the 
right way to operate. 

Following Shell’s lead, Ted opened his own train- 
ing center at Westex’s headquarters in Big Spring. 
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BETTER THINGS FOR BETTER LIVING. .. THROUGH CHEMISTRY 





This center plays host to monthly meetings, when 
Westex’s dealers get together to discuss what’s new 
in better service. 


The most popular topic at these meetings is Shellu- 
brication. Ted and all his dealers are sold on the way 
Shellubrication sells for them. Every Westex dealer 
uses Shell’s exclusive follow-up and customer re- 
ceipts to the hilt. 

Service station selling is mighty competitive in 
Texas. That’s why Westex works closely with Shell 
merchandising wees Spectacular a eae for new Westex service helps folks find their 
stations, eye-catching displays and special promo- way in the wide-open spaces. 
tions that ‘‘rope in” the Texans are some results of 
this teamwork. 





As Groebl grows, so grow his dealers. Vacations 
with pay, Christmas bonuses and a broad program 
of employee benefits are just some of the signs 
Westex is growing up in the world. 


Ted still remembers his first order for Shell Motor 
Oil—two drums’ worth! Today he buys it in carload 
lots .. . more than 10 cars a month. And he stores it 
in four big bulk plants at Big Spring, Odessa and 
Denver City, Texas; and Hobbs, New Mexico. 


That’s a far cry from the Westex Oil Company of 
1933. Hard work and smart selling have put the 
‘“srow” in Groebl. But Ted himself has said he 
couldn’t have done it without Shell’s help. This Hobbs, New Mexico, station is one 


of Westex’s 8 new air-conditioned beauties 
built last year. 








iy 
be. 


Ted Groebl has plenty to smile about. Westex has four big bulk Shell's factory-approved lube charts 
plants delivering Shell products to 31 stations. make Westex’s men experts on every car. 


lt pays to be a Shell Jobber 


—and your nearest Shell office will be glad to show you why 
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DELCO DRY CHARGE BATTERIES 
REALLY MAKE MY BATTERY BUSINESS BOOM! 


i K Factory-fresh whenever they’re retailed 


>- Long life warranties plus 


How true! I’m two jumps ahead of the game when I sell Delco 
Dry Charge Batteries. 


You see, I can keep both regular and odd sizes on hand indefi- 
nitely. How? Because they’re stored dry. Never a trickle charge, 
nary a booster charge. Only when they’re actually bought from 
my shelf do I add electrolyte from the convenient containers. 
And then those batteries, their power as fresh as the day they 
were built, are rarin’ to go instantly. 


And what a long, long life warranty, based on months of service 
only, both on Delco’s Original Equipment Line and on Extra- 
Duty Delco Dry Charge Batteries! These warranties are effective 

regardless of passenger car mileage piled up during that time, 

too. AND—they’re backed up by General Motors. What a yl 





sales booster! GENE 
With these two customer-pleasers, it’s no wonder I’m sold on PARTS SALES 
Delco Dry Charge Batteries! UNITED MOTORS SYSTEM 


GENERAL MOTORS LEADS THE WAY... 
LOWELL THOMAS NEWSCASTS ON CBS RADIO NETWORK — See local listings for time and station STARTING WITH DELCO BATTERIES 
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Just as alert police officers guard the safety and well-being of your 
community—J&L Steel Containers protect your products by providing 
dependable packaging that assures safety in transportation and storage. 
Their precise fabrication assures accuracy in all fittings and closures. 
J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 


Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message to the finished container . . . mo side seam touch-up is ever required. 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


y 





Jal-Coat, J&L's exclusive color 


i , A lithographing process, adds sales 
appeal to your products. 











S 


Jones & Laughlin |CONTAINER DIVISION 


STEEL CORPORATION: PITTSBURGH 405 LEXINGTON AVE... NEW YORK 17.N.Y. 
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The Buckley and Scott Company 
operates a large fleet of trucks to serve 
many thousands of well satisfied cus- 
tomers in the Boston Metropolitan area. 
Pumps are of great importance to their 
business and after seeing a demonstra- 
tion by the Hall Equipment Company, 
also of Boston, they obtained a Marlow 
centrifugal on their next tank truck. 


Buckley and Scott are impressed with the quiet 
efficiency of this Marlow equipped fonk truck. 


From this modern office in Watertown, 


Massachusetts, Buckley and Scott control 


their own hard-working fleet of trucks, as well as those of associated companies. 


Fast , Quiet Fuel Oil Deliveries Stressed 


DEPENDABLE TRUCK PUMPS VITAL... 
BUCKLEY AND SCOTT SWITCH TO MARLOWS 


Thomas J. Scott, Vice President and 
General Manager, likes the quiet and 
vibrationless operation of the pump. He 
says, “This is vital to the life of the 
equipment and has a byproduct of good 
will to customers.” He also thinks the 
pump will be more economical in the 
long run since it has a high capacity to 
begin with and will maintain this high 
capacity throughout an indefinite peri- 
od. The pumps he has been using have 
to be replaced every one or two years 
to maintain capacity. 


Bob McClellan, the Dispatcher, likes the 
quiet operation of the pump and also its 
cleanliness with no leaks through the 
mechanical shaft seal. The high capaci- 
ty also appeals to Bob. He said that 
their drivers don’t like to stand still in 
freezing cold weather holding the hose 
nozzle waiting for the tank to fill. Their 
drivers deliver 6,000 to 8,000 gallons per 
day. This is hard work and any simplifi- 
cation is desirable. 


Another important consideration with 
Buckley and Scott is maintenance. Last 
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year they had a thousand dollar repair 
bill in one week when small amounts of 
water froze in five rotary type pumps. 
This resulted in stripped transmission 
gears and broken power take-offs. Mar- 
low pumps pass small sized solids with- 
out damage. 


If you are interested in fast,quiet fuel 
oil deliveries, you will be interested in 
Marlows. Write and ask for Bulletin 
PM-06 and the name of your nearest 
Marlow dealer. 


oor 





Boas 


LOW PUMPS 





Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois Longview, Texas 
In Canada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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Gan you guess the year? 


eeeeveeveeeev eevee eeereeeeeeeeeeeeeeeeeeeeeee 


It was the year when “The Four Horsemen” led 
Knute Rockne’s Notre Dame team to a spectacular 
undefeated and untied season . . . when Howard 
Carter opened the 3400-year old tomb of King 
Tut-ankh-amon in Egypt . .. when the Hudson River 
Bridge, longest span in the world at the time, was 


completed. 


We have a particular reason for remembering 
the year because it was then that Gulf became 
the first oil company in the U.S. to use the seis- 
mograph method in hunting for oil and suc- 


GULF OIL CORPORATION - GULF REFINING COMPANY 


ceeded in finding it by this method at the Or- 
chard Dome well in Texas. 

If you guessed the year 1924... you’re right. 

In that year, 15.4 million passenger cars con- 
sumed 6% billion gallons of gasoline. In 1954, 
just thirty years later, the domestic demand for 
motor fuel had increased five times—33.4 billion 
gallons of gasoline for 48 million cars. 

This staggering increase in demand from but 
a single part of the market illustrates why fore- 
sight in the oil industry is so vital to fulfilling 
the petroleum needs of a growing nation. 


GULF 


September, 1956 


GENERAL OFFICES: PITTSBURGH, PENNSYLVANIA 
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TODAY’S ANSWER TO THE 
REVOLUTIONARY TREND 


IN SERVICE STATIONS 
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THE PUMPS OF 
TOMORROW 

ARE THE WAYNES 
OF TODAY 


Designed For Extra Service 


Full Accessibility For Main- 
tenance 


Serviced In One Half Time 


New Wayne Durable Finishes 
Last Longer 


Stainless Steel Scuff Panels 
and Bars Protect Wear Zones 





@ Greater Visibility of Dial 
Faces 


THE LOOK-AHEAD PUMPS FOR 
GO-AHEAD PROFITS 








SOLORAMIC MODELS 600 & 605 


WAYNE MODEL 600 with concealed hose. Effective serving 
radius when fully extended is 13.5 feet from hose outlet. 
¥%," hose furnished. Seven feet of hose normally exposed, 
with nozzle, provides approximately 8% feet of serving 
radius, which is sufficient for 90% of serves. 

WAYNE MODEL 605 with Extenda Hose has exterior type 
hose. Quiet, convenient, smooth operation. Nylon covered 
cable with rubber covered hose clamp. %” hose having 
serving radius of 14 feet from hose connection fitting. 
CHASSIS: Heavy base, stamped steel! corner posts, steel 
turret top. Rugged and rigid, vibration free. 

HOUSING: Heavy Duty cold-rolled steel. Bonderized, 
epoxy resin, finished in baked gasoline-resisting synthetic 
enamel. Stainless steel trimmed. Hinged door panels; con- 
cealed locking device. Molded synthetic rubber door 
gaskets. 

COMPUTER: Computer with Perma-Vis white numerals 
debossed on black metal wheels. Both 3-wheel computer 
and non-computing register record up to 99.9 gallons, and 
the computer also records up to $9.99; totalizer on both 
records up to 99,999.9 gallons, also records up to 
$9,999.99. New semi-avtomatic reset; interlock assures 
computer reset before each delivery. 

METER: Positive displacement, rotary valve meter with 
cylinder liners and external calibrating adjustment. 


PUMPING UNIT, MOTOR AND AIR SEPARATOR: New 
Wayne Compact Solo Pump. Contained in one housing 
are internal gear type rotary pumping unit, bypass, suction 
strainers, 120 mesh stainless steel, air eliminator and 
float chamber, together with check and pressure relief 
valve. The motor is also mounted in the Solo Pump cham- 
ber in such a way that the gasoline circulates around the 
motor housing, whereby the cooling effect permits con- 
tinuous duty service. Standard motor is Ys HP Single 
Phase, 60 cycle, 150/230 Volt AC, Adjustable V-Bel? 
Drive. 

ELECTRICAL: All wiring in rigid conduit and explosion- 
proof junction and switch boxes. Light switch operated 
by external button. Large and accessible junction box has 
two %" and one 1” conduit connections. 

FLOW INDICATOR: Single flow indicator located in side 
panel opposite hose side of pump. Glass cup easily re- 
rnovable for cleaning. 

DIMENSIONS: Base 1642” x 22%". Height 57”. Shipping 
weight is approximately 400 Ibs. crated. 


NOZZLE: Shock proof, variable flow, non-chaftering 


nozzle. 





eners between chassis and moving parts witha a 
operation. Bolted construction ‘permits easy aausieccale 
if damaged. 


HOUSING: Heavy uty: ‘cold-rolled. steel. 2. 
epoxy resin, finished in baked gasoline-resisting yynt 
enamel. Stainless steel trimmed. Hinged door pan 
cealed locking device. Molded synthetic rt 
gaskets. 


COMPUTER: Computer with Perma-Vis white. aeenaieabi 
debossed on black metal wheels. Both 3-wheel computer 
and non-computing register record up to 99.9 gallons, and 
the computer also re up to $9.99; totalizer on both 


records up to pbs fexs ace also records up to 





Build repeat business with the team 
that wins satisfied customers. Sell them the 
great combination that gives HIGHEST 
OCTANE PERFORMANCE... greater 
gasoline mileage. Sell them clean-burning 
“FLYING A” ETHYL gasoline and 
VEEDOL 10-30 MOTOR OIL—the oil that 
curbs power-robbing pre-ignition. It’s the sure 
way to go farther, faster in your drive for business! 


Tuncwonten On Company 


FORMERLY TIDE WATER ASSOCIATED Ol. COMPANY 


SAN FRANCISCO + HOUSTON + TULSA + NEW YORK 
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| Reo “perfect square” short 

| stroke (bore and stroke exactly 

, the same) insures smooth, full- 

-~=-=- volume engine breathing for 
top fuel economy and peak power output 
—as much as 1/2 h.p. per cu. in. dis- 
placement. Better breathing combined 
with less piston travel, less wear, less 
power loss due to friction gives you 
greater engine efficiency, more responsive 


horsepower. You get better gas mileage 
—longer engine life. 


Wet-sleeve construction adds to 
short-stroke efficiency and extends new 
engine performance—original factory 
tolerances are restored exactly even after 
years of rugged service and several over- 
hauls. Overhaul downtime and cost are 
cut in half. 


REO BUILDS ONLY COMPLETE LINE OF SHORT-STROKE, WET-SLEEVE ENGINES 
-- ALL BACKED BY REO’S 100,000 MILE OR ONE-YEAR WARRANTY: 
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for short-stroke 
and wet-sleeve 


Reo brings you a complete line of Gold Comet 
engines factory-engineered for LPG. Now, truck 
operators can experience the full advantages 
of this modern, economical fuel, plus the un- 
matched performance of Reo’s advanced 
short-stroke, wet-sleeve engine design. A com- 
bination unequalled for power, performance 


of LPG engines 


Reo LPG Gold Comets are available in V-8’s 
and Sixes from 100 to 220 h.p. 

You can get these new Reo LPG power 
plants in rugged Reo trucks or for replace- 
ment in other truck makes. All are backed by 
Reo’s famous 100,000 mile warranty. Call 
your Factory Branch or Distributor or mail 


and economy. coupon today. 


Mail Today! 


Please send, immediately, information on the following: 


Conventional full-comfort cab: LPG “6” 
Welle. 


LPG 
Super-V 63 (COE) LPG V-8 


NAME 





REO MOTORS, INC. company 


Subsidiary of BOHN Aluminum and Brass Corporation TITLE 


LANSING 20, MICHIGAN ADDRESS __ 














CH... ey > COUNTY___ 
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builder of remote 


brings you today’s 


Overcoming difficult pumping 
32 problems is a tradition at 





Res remote control system (at 4 o TOKHEIM 

_— tight) was built 35 years ago REMOTE CONTROL SYSTEM 
~ —in 1921—“for the handling of 
gasoline where excessively high 
vertical lifts are encountered”. This first Tokheim RC 
system did its job well, and was a forerunner of the 
present Tokheim Central Service System which has so 
revolutionized recent methods of island dispensing. 


First Submerged-In-Tank Pumping Unit 


In 1948 Tokheim built and placed in operation the 
first RC system in which both pump and motor were 
submerged within the storage tank. In 1952, after 
five years of successful performance, The Central 
Service System was released for general distribution. 
It enjoyed immediate acceptance. Never in the history 
of Tokheim has a product been more universally 
approved, or given more satisfactory service. 


The Tokheim CS System is your solution to the 
problems posed by high octane fuels, altitude, tem- 
perature and long lines. Its pusher-type pump assures 
a steady flow of fuel to the pedestal where Tokheim’s 
exclusive Hydraulic Control Valve equalizes pressure 
in the entire system. Vapor lock is a thing of the past. 
Before you buy pumps for any station—new or old— 
check the many advantages of Tokheim’s CS System. 


write for bulletin 


TOKHEIM CORPORATION 
’ DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
There is no substitute for TOKHEIM QUALITY! _EQRT WAYNE SINCE 1901 INDIANA 
Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
tn Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 








control pumps for53-5) years 


finest dispensing system 


SERVICE SYSTEM 


with submerged-in-tank pumps 


TOKHEIM 
REMOTE CONTROL SYSTEM 


Island dispensers for the Tokheim CS 
System are silent, easy to operate, 
and of latest design. They are identi- 


OKHEIM cal ia appearance 10 the Tekheln 
} Series 300 pumps. 


TH 
ae 


GASOLINE PUMPS 
Model 55 Model 300 RC Island Dispenser 


Submerged Pump 





"Ny. 


ee : <i 


Quicker full-load trips. 


Less wear on engine and power trans- 
miftting parts. 


More time on the job; less time in the 
shop. 


Lower maintenance cost. 


Fewer stops for gas and oil; lower 
operating cost. 


Improved maneuverability; wider 
range of vehicle usefulness. 


More than Two Million 
Eaton Axles in Trucks Today. 


For complete information, . , Ya Longer truck life; higher trade-in value. 
see your truck dealer. ’ : 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


Easier driving; safer operation. 








® PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets* Hydraulic Valve Lifters * Valve Seat Inserts + Jet 
Engine Parts * Rotor Pumps ® Motor Truck Axles ¢ Permanent Mold Gray Iron Castings « Heater Defroster Units * Snap Rings 
Springtites® Spring Washers® Cold Drawn Steel® Stampings® Leaf and Coil Springss Dynamatic Drives, Brakes, Dynamometers 
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Like practically all Mack users, President R. C. Jones, Jr. of Jones Motor Co., Inc. has found 
that Macks—like this H63T diesel—are the leaders in every department that has a bearing 
on profits...in fuel economy, in maximum payload capacity and in unfailing dependability. 


Jones Motor Company, Inc. gets 7.5 mpg 
with new Mack Thermodyne Diesels 


With rigid schedules to stick to, 
and with some of the world’s most 
congested traffic to contend with, 
Jones Motor Company, Inc. of 
Spring City, Pa., give a strong 
vote of confidence to their Macks. 


80% of Jones’ 300 power units 
are Macks. Having recently added 
eighteen H63T and four B61T 
Mack Thermodyne Diesels, they’re 
in an authoritative position to ap- 
praise their husky new haulers. 


“These new units,” writes Pres- 
ident R. C. Jones, Jr., “feature top 
performance with unparalleled 
economy. They’re averaging 7.5 
miles per gallon, even while pulling 
the maximum legal weight through 
Pennsylvania, New Jersey and 
New York.” 


If you, too, operate on tight 
schedules over open highway and 
through crowded city traffic, look 
into Macks. You'll find their per- 


formance and earning power can’t 
be equalled. You'll find that you 
can’t afford not to own Macks. 
Mack Trucks, Inc., Plainfield, New 
Jersey. In Canada: Mack Trucks 
of Canada, Ltd. 


MACK 
first name for 


TRUCKS 


























keeps oil flow on the GO! 


@ Yes, no matter where oil flows, Milwaukee valves are on 
the job . . . day-in, day-out. Thousands bridge the gap be- 
tween bulk plant and automobile tank. 

You’ll like the easy, positive control . . . the smooth steady 
flow without clogging, chattering or breakdown. There’s a 
size and model for every installation. You get the ultimate 
in design, materials and workmanship. 

Milvaloy, the stronger, lighter, spark-resistant metal as- 
sures added oil handling safety. It’s an exclusive feature of 
Milwaukee valves. 

Whether you order valves by the names Milvaco or Mil- 
waukee — it’s the proved way to keep oil flow on the GO! 
Write for literature or see your nearest jobber or wholesaler. 


STEMLOCK GATE VALVE LEVER THROTTLE VALVE LINE LOADING VALVE — 
—Model P-2685. Flang- —Model P-2862. Bronze, Model P-2920. Bronze. 
a. Bronze. Lock- double-disc. Flanged Shock-proof action. Re- 
ing ice prevents pil- ends. Quick-opening, newal discs replaceable 
ferage. positive closing. pong removing valve 
rom line. 


GATE VALVES... 


for bulk plant, stationary or port- 
able pipe line installation. Pro- 
vide safety where it’s n 
Screw, flange and victaulic types 
in bronze and aluminum. Stem- 
lock, screwed and flange types — 
available in bronze. GLOBE VALVE — Model BY-PASS PRESSURE RELIEF 
P-501. Bronze. Screwed VALVE — Model P-610. | Model P-2010. Milva- 
ends. Screwed bonnet. Bronze. May be inspect- loy nozzle body. Dual 
Composition disc. Avail- ed and cleaned while : a a and two-stage 
@ For quick delivery able in wide range of connected. Pressure set- ulcrum lever. For gas- 
’ popular sizes. tings up to 200 pounds. oline or fuel oil. 


smooth flow, other 
Milwaukee accessories ) THE COMPLETE LINE OF PERMANENT QUALITY VALVES 

include . . . bronze 

swing joints, screened 

air vents, truck tank 

oc iw ng MILWAUKEE VALVE COMPANY 
valves, fill caps, fill boxes, 


union wrench couplings, Se 
tank bushings A subsidiary of Controls Corporation of America 


2379 South Burrell Street ° Milwaukee 7, Wisconsin 
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to meet exacting lubrication standards, specify 


ENJAY PARANOX* 


detergent-inhibitor additives 


Blenders who must meet the rigorous specifications of heavy-duty lubricants 
can depend on the world-famous Paranox group of detergent-inhibitors for 
compounding with every type of base stock. Like all the highest-quality 
additives of Enjay’s complete line, the Paranox group was engineered to meet 
specific performance demands. 


Take advantage of Enjay’s many years of experience, working with leading 
oil companies and engine manufacturers, to develop lubricating oil additive 
formulations for a wide variety of military and commercial uses. 


Write, wire or phone the Enjay Company—your only source for a complete 
line of additives (Paramins®) for fuels and lubricants. 


Pioneer in 
Petrochemicals 


ENJAY COMPANY, INC., 45 WEST Sist STREET, NEW YORK 19, N.Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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BUSINESS GROWS WHERE THE RED TRIANGLE GOES 








Under the Conoco 


premium sales with Conoco 
the greatest sales success 


Contact the Conoco Manager 


in the Continental Ojl 


Company office nearest you. 


Trademark owned and patent applied for by Shell Oil Company 
. ©1956, Continental Oil Company 


























R. W. Abrahamson, 610 Roanoke Building 
Seventh & Marquette Sts., Minneapolis 2, Minn. 


Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 


J. B. Dickey, 301 East 51st Street 
Kansas City 12, Missouri 


W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 


Willis Johnson, 1321 Kaw Avenue 
P.O. Box 1398, Butte, Montana 


H. U. McBirney, 125 N.W. Park Avenue 
P.O. Box 795, Oklahoma City, Oklahoma 
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J. L. McCulley, 117 Trumbull Avenue, S.E. 
P.O. Box 1342, Albuquerque, New Mexico 


C. M. Reed, 1300 Main Street 
P.O. Box 2197, Houston, Texas 


M. T. Swanson, 1755 Glenarm Place 
Denver, Colorado 


Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 


K. R. White, 836 Stuart Building 
P.O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 2065 Union Avenue, Memphis, Tenn. 
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[_] Planning your own advertising? 
([] Se/ecting a number-two man? | 
[_] Getting the most from your men? § 


Check one or more of these blanks and send to 
Continental Oil Company, Dept. AD, Box 2197, 
Houston, Texas. A qualified Conoco representative will help 
you get the most out of the free, factual booklet you request. 


Nome 





Street. 











M Donald 


McDonald Loading Arm Assembly © Solderless Joints on entire brass 
Every detail of design in this popu- slide sleeve assembly assure easy 
lar Loading Arm Assembly is replacement and stronger con- 
Plate 214, directed to a single objective — struction. , 
Size, 3 the highest attainable degree of ® — peg Pee 4 pe Pe 
ge Se te : eon ge packed. Oversized bearing area 
wit — — erweights that assures easy operation. 
sarti ree Ol “ riser, assure @ Felt Wiping Gasket, easily re- 
effortless trou e ree operation. placed, keeps slide tube clean, 
These construction features are increases life of the tube and 
your assurance of dependable packing. 
operation. Aluminum Outboard Swing 
@ Swing Joint, identical swing joint Joint, concentric design, drop 
Plate ee features as those of the well tube hangs vertically. 
known McDonald Master Series @ Detachable Handle operates 
— concentric design. slide sleeve and drop tube. 
@ Range, 7 feet closed to 11 feet | Shock-Proof Loading Line Valve, 
extended, measured from center equipped with vacuum breaker. 
line of riser. @ Weight, 429 lbs. 


Remote Control Plate 214 Loading Assembly. At 
for Loading Assembly the same time, it permits the oper- 
Plate 214-R Remote Control fur- ator to watch the filling process 
nishes a convenient method for and have complete control of the 
holding open the line valve of valve. 


McDonald Flanged Non-Rising the heat of the sun, for example, 
Stem Type Expansion Relief Valve = the disc in the by-pass of the valve 
Plate 860-N, —— Provides positive protection from opens to equalize the pressure in 
Size 4° leaks at gaskets and joints which the line with that of the tank. 
result from excessive pressure Iron body — bronze-faced solid 
caused by expansion. Should pres- wedge, guided both sides — bronze 

sure build up in the line due to seats and stem. Weight, 106 Ibs. 


resco” AY. MSDONALD mec. co. 


line of oil equipment. 


Address your card to: DUBUQUE, IOWA 
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WILL YOU MAKE YOUR FULL PROFIT 


POTENTIAL ON WINTER SERVICE? 


You will if you offer your customers Dunlop 
Super Gold Cup Silent Traction tires . . . the tires 
that make winter driving safer, easier and more 
comfortable, whatever the weather. 

This outstanding Traction Tire is easier to sell 
because it has more real user advantages. Maxi- 
mum traction in mud and snow — even on ice. 
No wheel spin on slush-covered surfaces. Self- 


cleaning tread. No vibration or drone on dry 


pavement. Longer life. Famous Dunlop Tension- 
Free Construction. 


Available tubeless or tubed, white sidewall or 
black, in sizes for passenger cars and light trucks, 
too. 


This year, make your full profit potential on 
winter service with Dunlop Super Gold Cup 
Silent Traction Tires. Dunlop Tire and Rubber 
Corporation, Buffalo 5, N. Y. DUNLOP — 
Founders of the Pneumatic Tire Industry. 


DUNLOP DELIVERS GREATER PROFITS 


AT THE SERVICE STATION LEVEL 
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PERFORMANCE REPORT ON 


AMERICA'S BEST SELLING TRUCKS: 


“CHEVROLET SURPASSED 
THE PERFORMANCE 
OF OUR OTHER UNITS’ 


. . says Mr. Owen Robins, President, Robins Transfer Co., Inc., 
Birmingham, Alabama—a typical user of Chevrolet heavy-duty trucks. 


‘We purchased a Model 
10103 Chevrolet tractor 
and found thatits perform- 
ance exceeded our expec- 
tations in the transporta- 
tion of petroleum products. 


“This tractor has surpassed the performance 
of our other units and easily maintains a 50-60- 
mile-an-hour speed. It averages 514 miles per 
gallon, pulling a 38,000- to 42,000-pound pay- 
load, which gives us approximately a one-mile- 


to-the-gallon savings. The first set of points 
and plugs were not changed until after 17,000 
miles. To date, the 11-22.5 tubeless tires have 
withstood the heaviest payload and have 
shown little wear for the mileage. 

*‘We have also found that the lack of oil con- 
sumption is most noteworthy, considering the 
heavy loads pulled over all types of terrain.” 
Why not see your Chevrolet dealer soon? .. . 
Chevrolet Division of General Motors, Detroit 
2, Michigan. 


Modern features make new Chevrolet trucks the Performance Champs of the Heavyweight Class! 


New short-stroke 195-hp New Powermatict—the first 
Loadmaster V8 powers Chev- automatic transmission de- 
rolet top-tonnage trucks! signed specially for big trucks! 


*Optional, extra cost, Series 5000 through 10000 models, 
tOptional, extra cost, Series 9000-10000 models. 


Spicer 5-speed transmissiont 
for extra pulling power, 
improved economy. 


New Triple-Torque Tandems 
hike G.V.W.’s to 32,000 Ibs., 
G.C.W.’s to 50,000 Ibs.! 


NEW CHEVROLET 


TASK:-FORCE TRUCKS 


Anything less is an old-fashioned truck! 
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More major oil companies have found the 


answer to these important questions... 


Which anti-freeze is 


No. 1 in sales? 

No. 1 in consumer brand-preference? 
No. 1 in dealer selling-preference? 
No. 1 in advertising in the industry? 


No. 1 in dollar volume — greater than that 
of any two other all-winter brands combined ? 











\ 
\, 
Ww \ 


‘\ 
‘ 
wy 


WAR AA 
WAY 
Ny 

v v 


The Answer: 


PRESTONE inex 
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... the one brand that has already increased the share 
of anti-freeze sales for 15 leading oil companies. 
_.. the one brand that gives you a guaranteed supply — 
with no procurement or merchandising problems — so that your sales 
and promotional staffs will be left free to concentrate on your 
all-important petroleum products. 
... the one brand that can increase your sales and profits to a degree 
you may never have guessed. Let us show you why ...and how! 
The terms “ Prestone” and “ Eveready” are registered trade-marks of Union Carbide and Carbon Corporation 
NATIONAL CARBON COMPANY - A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 
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set gasoline pumps 


in 


easy steps 


with 
DRESSER Fittings 


Wherever new pumps are installed or old pumps are re- 
located, Dresser Gasoline Pump Fittings make the pump 
setting job faster and easier. A wrench is the only tool 
needed, and there is no pipe threading or exact pipe fitting 
necessary. A Dresser Fitting will even join a misaligned 
riser pipe to the suction stub, forming a permanently tight 
joint that absorbs vibration. For the Dresser Couplings 
and Fittings you need for this and dozens of other applica- 
tions in the petroleum marketing field, see your local 


piping supplier. 


Slide the Dresser Style 65B 
Long Coupling down over 
the riser pipe. No need to 
disassemble the coupling. 


Style 65B—L li 
Just loosen the end nuts. <a ong Coupling 


“No thread” coupling for above-ground 
piping 2” in diameter or smaller. 


Set the pump in place, posi- 
tioning the suction stub over 
the riser pipe. Perfect align- Style 65B—Female Adapter 


ment is not necessary. Joins male-threaded line with 
plain-end line. 


Slide the coupling up to join 
the suction stub and riser 
pipe, tighten the end nuts Style 65B—Male Adapter 
with a wrench, and the pump Joins female-threaded line with 
is ready for service! plain-end line. 





Dresser Style 65 Couplings are also available in regular (short) 
lengths, 45° ells, 90° ells, and tees. 


Write for your free copy of Dresser’s Petroleum Marketing 
catalog, showing how you can benefit by using Dresser 
Couplings and Fittings. 
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Py G@ -rrroven ror ourvoor ust 


Designed for and guaranteed to give excellent 
TT Me Ml: 





The Rite-Lite for Outdoor Service Station Liting 


ECON-LITE 
4’ and 8’ units 
‘Kind to the Budget” 







AR-4B 


Rapid Start 

Area Lite 

16” wide - 4 tube 
PB-640 
PB-840 
Pylon Lite 


With decorative base 





26-RS SERIES 
Rapid Start 


AR-6. DELUXE Island Lite 
Rapid Start All lengths, any post center 
Area Lite 


24” wide - 6, tube 





oscar phillips company 


S600 VINE STREET. CINCINNATI. OHIO 











“Are you using Horse and Bugéy Day Lighting?” 











LOOKING BACK on the “Good Old 
Days,” when life was serene and gay and 
the only lites available were candle and 
gas, brings back many nostalgic memories. 
But for the... 


| O10) -Ge-0 5 0 07.0 0 ED Lele) ance) 


Glo-Rite 


Pioneer Station Lighting Fixture Manu- 
facturer approved by most oil companies 
large or small. 


oscar phillips company 


$600 | a. S28 € 2 FT Cin ctinan A 4 © 4 i © 
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OF THE MONTH ! 


Special report from dealers: 


“PRESSURE CAP SALES 
JUMP WITH NEW 

AC COOLING SYSTEM 
TESTER!” 





Here’s a PLUS!.. 


Tester steps up sales of other products related to cooling system! 
If you have any doubts, talk to AC dealers who have bought 
and used the AC Tester! Now, you can quickly and easily 
spot cooling system troubles with this inexpensive tool. What’s 
more, you can prove the need for replacement right in front 
of your customers’ eyes! 

The AC Cooling System Tester quickly pays for itself with the 
extra sales of pressure caps, hoses, hose clamps and radiator 
stop-leak solutions. 


Here’s an important reminder—The big, fall antifreeze season 
*s just around the corner. Be prepared to garner these extra 
profits. Order an ample stock of AC Pressure Caps and an 
AC Cooling System Tester now! 


Available from your regular AC supplier. 


Surveys Show: 4 out of 10 pressure caps should be replaced. 





AC SPARK PLUG KS THE ELECTRONICS DIVISION OF GENERAL MOTORS 


FILLER CAPS 
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_» AC Presents a BIG Fall 


SPECTACULAR NEW 
POINT-OF-SALE PACKAGE 


You've never seen anything like this 
display before! A giant (30” high), 
eye-stopping, half-round, plastic AC 
Spark Plug that mounts on the OUT- 
SIDE of your show window. Accom- 
panied by brilliant Day-Glo win- 
déw posters to sell fall service and 
spark plug change. Ask your regular 
AC supplier how you obtain this 
powerful campaign package! 


[25 
\ uel | 3 "Dw I 

PS, 
AC Spork Plug £24. 
National a we = ‘A 


Advertising 


MAGAZINES AND TELEVISION 
This fall, AC Spark Plugs will be advertised in leading 


consumer magazines having a combined circulation of 
over 38,000,000. 


—— And, millions of TV viewers will be exposed to AC adver- 
tising when they watch the big NBC Sunday afternoon 
spectacular — WIDE WIDE WORLD -— shown on NBC 
BILLBOARDS channels covering 96% of all TV sets. 


Here is an attention-getting fall AC Spark AC SPARK PLUGSROPTHE ELECTRONICS DIVISION OF GENERAL MOTORS 
Plug billboard — 5000 of ’em in major mar- 


keting areas across the country. 
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Spark Plug Program for You! 


“WIN A CHEVROLET 
CORVETTE’’ CONTEST! 


10 Brand-New Corvettes to be 
Given Away to AC Dealers in 
This Big 60-Day Contest 


1956 Corvette 
Illustrated 


You may be one of the 10 lucky AC dealers 
(or dealer employees) who will receive this 
glamorous Christmas present from AC —a 
sleek, beautiful 1957 Chevrolet Corvette. 


Contest will run from September 15 to 
November 15. Your regular AC supplier has 
all the details, including official rules and 
entry blanks. Here are a couple of tips though. 
It’s easy to enter the contest and you can 
enter as often as you wish! 


ASK YOUR AC SUPPLIER 


spark plugs 
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‘AC SELLING SLANTS 


AC’s BIG Fall Oil Filter 


ao AWARDS! 


Win An All-Expense-Paid aed 
Trip For Two To The Bowl 
Game of Your Choice! 


It’s Easy To Win the AC Oil Filter 
60-Day BOWL-ARAMA Contest! | 


Picture yourself aboard a big airliner en route to the Bowl 
Game of your choice to be held this coming New Year’s Day! 
Sounds terrific, doesn’t it? It is. It’s a three-day trip including 
the finest hotel accommodations, meals and reserved seats for 
all the parades and pageantry connected with the Bowl Games. 


The AC BOWL-ARAMA Contest is easy to enter, and dealers 
and their employees can enter as many times as they wish. 


Call your AC supplier TODAY! He has all the details, including 
official rules and entry blanks. Don’t miss this opportunity. 


AC SPARK PLUG SP THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Program for YOU! .... 


The ALL-AMERICAN 
Engine GUARD 
WINDOW DISPLAY 


To Sell Your Brand of OIL 
and AC FILTERS 


Here is a point-of-sale campaign package that is a sure 
sales touchdown! 

Coach Sludgie’s pups—All-American Engine Guards—on 
a multicolored four-dimensional display—to help you sell 
more oil and AC Filters during the big fall “change” 
season. This display is die-cut to hold a can of your featured 
brand of oil and an AC Filter. 


A modern mobile for that “inside the station” traffic is 
also included in the package. 

Call on the All-American Engine Guards—to help make 
this season your biggest—for oil and AC Filters! This 
sales-upping campaign package is available to AC dealers 
free of extra charge. Have your regular AC supplier order 
your campaign package right away. 


OIL 
land Filter foo { FILTERS 





POWERFUL AC FILTER NATIONAL ADVERTISING 


ALL-AMERICAN 
Engine QuUARDS Sludgie’s whole family is on the 
- billboards this fall. Millions of 
motorists will be reminded that 
this is the “change” season as they 
pass the thousands of AC Filter 
billboards in all states! 














The millions of readers of Life and Collier's will 
see that “All-American Engine Guards” means 
your premium oil and AC Filters. 

Yes, the All-American message will be heard 
on WIDE WIDE WORLD, the big Sunday 
NBC-TV spectacular sponsored by AC. 











OIL FILTERS 
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RED JACKET 





“petroleum 
pumping 
equipment 


. 
*NroRt 


The need of many major oil companies 
for a more efficient, more economical 
gasoline pumping system prompted 
Red Jacket to apply its experience 
with over 40,000 submergible pump 
installations to the design of this new 
“Extracta" gasoline pump line. 


We 7 Fld ine 





[petroleum 
pumping 
\ equipment / 
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RED JACKET 


FOR GASOLINE SERVICE STATIONS 


FIRST AND ONLY SUBMERGIBLE 
BOOSTER PUMPS 


COMPLETELY ELIMINATES VAPOR LOCKING! 
PERMITS DISPENSING OF HIGH VAPOR PRESSURE 
GASOLINE IN HOT WEATHER, AT HIGH ALTITUDES 
AND WHERE LONG LINES EXIST. 


%& FOR EXISTING SERVICE STATIONS 


% GASOLINE IS DELIVERED TO EXISTING DIS- 
PENSER INLET AT ZERO PRESSURE — NO MORE 
SUCTION LIFTING 


% AMPLE CAPACITY —SERVES UP TO 6 DIS- 
PENSERS SIMULTANEOUSLY ON THE SAME 
GRADE OF GASOLINE 


% AUTOMATIC "PUMP-OFF" CONTROL. MOTOR 
STOPS WHEN TANK PUMPS DRY. 


% NO EXPENSIVE HAZARDOUS PITS REQUIRED 


Wrtte today! For com- 


plete details, construction and 
operation data, prices and de- 


livery 
Ili 
4 e 





FIRST AND ONLY REMOTE 


GASOLINE PUMPS 


IN ’3 AND '/2 H. P. SIZES THAT ARE EXTRACTIBLE, 
FULLY REMOTE AND SUBMERGIBLE—AT LOW 
COST. 


% SAVE UP TO $600 PER STATION 
% NO EXPENSIVE HAZARDOUS PITS REQUIRED 


% AUTOMATIC “PUMP-OFF" CONTROL. MOTOR 
STOPS WHEN TANK PUMPS DRY. 


NOW! 3 AND 4 DISPENSER REMOTE STATIONS 
ARE ECONOMICAL 


FOR LARGE AND SMALL STATIONS 


REMOTE a PUMP INSTALLATION 


For new stations) 


7 tt; Wits Vitis Witttin 


WILTED. 
_ ae eae a GUY) Y 
4Y 
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PURE PUTS THE “SURE” IN YOUR SELLING! 


b 


When we say, “Be sure with Pure,” we’re 
definitely talking about your business, too. 


We supply you with “SURE?” sellers. Our 
complete line of top-quality products, with 
ever-increasing customer acceptance, in- 
cludes the most powerful gas and oil combi- 
nation, Pure-Premium gasoline and High 
HP Purelube motor oil. Add famous Pure- 
lube greases and TBA and you round out 
a fast-growing line of quality products. 


And we pre-sell your prospects with 
aggressive advertising. We coordinate mer- 


80 


chandising with forceful sales aids. We pro- 
vide valuable training for you and your 
employees. 


Would you like to grow with PURE? Then 
call or write The Pure Oil Company, 35 E. 
Wacker Drive, Chicago 1, III. 


There’s always something new 
and better at Pure Oil dealers’ 


it pays 
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Dealers go ahead... when they go Cooper 


A Cooper sign identifies some of America’s 
most successful independent tire dealers. For 
many, the lean years ended with the signing 
of a Cooper franchise. 


Here at last was freedom from supplier dom- 
ination and control, unfair competition, multi- 
ple dealer distribution. Sales and profits moved 
up. A new sense of security and independence 
came with the realization that a Cooper dealer 
is free to run his business as he chooses. 


You, too, will find Cooper the franchise of 
success. Here are a few of the many reasons 
why dealers go ahead when they go Cooper... 


1. A complete and modern line of passenger and 
truck tires — backed by the skill and experience of one 
of America’s oldest independent tire manufacturers. 
Exclusive sales features make Cooper tires easier to 
sell in both tubeless and conventional types. 


2. Protected dealer and distributor territories, no 
company-owned stores to undersell and take business 
from you. 


3. You deal with top management direct, get top 
management counsel and action direct. 


4. Guaranteed Service — Cooper pays the bill if a 
Cooper passenger tire is accidentally ruined. Cooper 
dealers make their own prompt and liberal adjustments, 
hold customer good will, enjoy more repeat sales. 


5. Consistently higher profit margins when you 
sell Guaranteed Service instead of price. 


6. Conveniently located warehouses to give quick 
delivery. You do not need to tie up extra dollars in 


“reserve stocks. 


7. Local and national advertising support to help 
sell your market, employee education to guarantee 
more “closed” sales. 

8. Planned identification service, colorful, eye- 
catching point-of-sale materials to give the proper 
sales atmosphere, sales programs that consistently 
“bring in the business.” 

9. Fair and friendly relations, no interference in 
your business, no ducking of issues when competitive 
trouble comes. 

10. A team spirit that has helped push Cooper 
dealer sales to a 45-year high. 


Write or phone today for full information 
about a Cooper franchise for your market. No 
obligation, of course. Learn first hand why 
dealers go ahead . . . when they go Cooper. 


Cooper Tire & Rubber Company 
Factories at Findlay, Ohio 


TRUCK TIRES 


PASSENGER TIRES 


Safety Cushion tubeless @ Cushion-Ride tubeless ¢ DeLuxe Hi-T ¢ Mile-Master ¢ Traction-Tread 
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y Your increasing preference for Ardmore Reels is deeply 
| gratifying to us. For we spare no effort to build into these 
better reels the swift, smooth, sure performance today’s high- 
- speed fuel oil service demands. 


Ardmore Fuel Oil Reels are now available with both hy- 


/ 
j draulic and compressed air rewinds, as well as electric re- 
winds, in a complete range of sizes for both side and rear 
cabinets. All models are competitively priced.-Complete cata- 
log on request. Write, wire or phone: 


NORTHBROOK 


ardmore products beeetine 


Division of Amco Corporation CRESTWOOD 2-4410 
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Model NALR 


NEW “Angle-Lume” Rapid Start 


Available in any length 
in increments of 2-feet 





High Intensity 
< Model AIR 


Area Illuminator, Rapid Start 
1000 ma. 4 or 6 lamp fixture, open faced ' t Model AL 


or Plexiglass enclosed. Mounted on age 4 
Model HSP Hinged Pole. ““Angle-Lume” Slimline Fixture 
Available in any length in increments ot 
2-feet. 








Pak Apne oegnenan edb nt eteab inden ante 


Adjustable Mounting 
Brackets on ALL 
Angle Fixtures! 


<= Model NAIR 
NEW Area Illuminator, Rapid Start 


800 ma. 4 or 6 lamp fixture, open | | Model RSF 
faced or Plexiglass enclosed. Mounted q 
on Model HSP Hinged Pole. a Rapid Start Flat 














: Right above: Model CPS Cor- 
Whiteway’s high performance fixture | rugated Support Post. Left, 
utilizing 1000 ma. lamps and ballasts. above: Model TSP, Tapered 

i ‘i Square Post. Available in various 
Distributors : | adjustable mounting heights. 


in ALL 
Principal Cities! 








WRITE, NOW, FOR DEDICATED TO QUALITY AND SERVICE 


FREE CATALOG! 
Dae MANUFACTURING COMPANY 
If you need lighting, you need White- 


way’s new catalog showing the best. 1736 Dreman Ave., Cincinnati 23, Ohio 
WRITE TODAY! 
PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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E-Z AIM 
PLATFORMS 
for use with all approved 
aiming devices 


NEW FILAMENT 
CONSTRUCTION 


means 25% more light 


FOG CAP 


minimizes annoying 
stray light 


IMPROVED LENS 
PATTERN 


distributes light more ef- 
fectively and helps reduce 
stray light 


NEW REFLECTOR 


gives better control of light 


) MOST OF THE CARS ON THE ROAD TODAY 
NEED TWO NEW VISION-AID HEADLAMPS 


That's quite a market . . . totalling well into the millions 
of cars with outdated headlighting! Peek through the 
lens at the headlamp filaments. If you don’t see fog caps, 
they’re old-type lamps and you've got a live prospect for 
a pair of new Tung-Sol Vision-Aid Headlamps. You can 
boost your sales substantially just by a quick and con- 
vincing demonstration of these great headlamps. 

Point out to the customer the more powerful beam 
that gives 80 extra feet of seeing distance. Demonstrate 
the fine glare control features of the fog cap. Once he 


TUNG-SOL IS TH 


realizes the added safety and driving comfort he’s miss- 
ing, he'll switch over to Vision-Aids! 

And don’t forget: when replacing a burnout, sell that 
second Vision-Aid headlamp he balanced lighting! 

For full details, including self-explanatory demonstra- 
tion kit, contact your Tung-Sol supplier. 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Sales Offices: Atlanta, Columbus, Culver City, Dallas, Denver, 
Detroit, Melrose Park (Ill.), Newark, Philadelphia, Seattle. 
Canada: Montreal. 


“ONE-STOP” LIGHTING LINE! 


TUNG-SOL 


AUTO LAMPS 
SIGNAL FLASHERS 
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THE RIGHT 


TRUCK TANK 
for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street * Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 
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“The Betsy Ross’ —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


NaN, Sap HYG. 


SuNSET2000 © FUE 


“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%”. 


“The William Penn” —1,200 gal., 3 compartment stock unit 
mounted on model 6403 Chevrolet. CA 84”. 





“The Quaker Maid’—2,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 


2,500 gal., 5 compartment de luxe unit mounted on model 
U70 Autocar. CA between front tandem axle and cab 120%". 











TO HERE! 
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Geographically, from the source of crude to 

the ultimate selling outlet of the final refinery product 

may be half a world . . . or only a few miles. 10 miles or 

10,000 miles, you can be sure that this finished product has come a 


long, long way. 


The demand for better motor fuels created by the 

continuing improvement of the modern automotive engine 

offers no chance for easy by-passing. Today, the salability of the 
refiner’s end product is only assured through the long 

road of scientific research and its practical application 
engineering-wise to production processes. 


For over 40 years, the research and engineering staffs at Universal 
have been helping refiners along this road by consistently 
developing, and making available to the entire industry, improved 
processes for producing products from petroleum. 


No matter the brand name of the finished product you sell, chances 
are its journey from well to gas tank was helped along by one 

or more UOP processes. Refiners, all around the world, are using these 
developments by men of science to provide their customers with 

the finest products from petroleum, at the lowest possible cost. 


UOP has prepared an interesting booklet on ‘‘How Men of Science 
Help You Sell’’. We'll be glad to send you a copy on request. 


© UNIVERSAL OIL PRODUCTS ComPAnY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 
Forty Years Of Leadership In Petroleum Refining Technology 
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Polyethylene 


One standard SS | fk ay Mi 
pail... - 


Tri-Sure UV 
Nozzle... 


1 
Tri-Sure Spout to fit your prodykt / 





Specify the Tri-Sure* 214” UV Nozzle and dust cap 
to your supplier. Then you may order from us 

any of these Tri-Sure Reversible Assemblies—to 
meet the needs of various products and markets. 
The 214” UV Screw Cap and instruction disc 
assembly are standard for these UV Spouts: 
extended offset, offset, straight spouts and 
polyethylene. Spout caps available for all spouts 
—reducer caps for metal spouts. The ease of 
reversal of the spout by the shipper or his customer 
is proving popular everywhere. 


Give your products the sales advantage of these 
outstanding pail closures—the finest in quality, Spout reverses for 
the most advanced in utility features. Send for easy shipping 
samples now, and information about other . P 
Tri-Sure Closures for drums and pails. pouring... stacking 


*The ‘“‘Tri-Sure’’ Trademark is a mark of reliability backed 
by over 35 years serving industry. 


CLOSURES 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. - NILES, OHIO - LINDEN, N. J. 

Tri-Sure Products Limited, St. Catharines, Ontario, Canada 

Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 

American Flange & Manufacturing Co. Inc., Miowera Road, Villawood, N.S.W., Australia 

B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 

Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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Ahead of the News 





Standard Elbows Standard—lIt looks as if Standard Oil 
Co. (New Jersey) may be heading for a real battle with 
Standard Oil Co. (Indiana). Jersey got a beachhead in Mil- 
waukee last June by purchasing Pate Oil Co., is now re- 
ported to be carrying the fight to Chicago—Indiana’s base of 
operations—by dickering for the “Oklahoma Group” 
service station chain owned jointly by Southside Petroleum 
Co. and its supplier, Globe Oil & Refining Co. The 
Oklahoma Group, consisting of Oklahoma Service Stations, 
Inc., and Oklahoma Oil Products Corp., markets through 75 
stations in and around Chicago, and is said to do about 
5-million gal. a month. 


A Vote for Three Grades—Sales department of a big 
major has recommended a three-grade gasoline system to 
top management. If the suggestion goes through it will 
add strong cards to the multigrade deck, and could swing 
the balance for a number of uncommitted companies. 
Betting now is that some of these marketers will show 
their hands next month, timing their announcements 
simultaneously with the appearance of the ’57 cars. Cost 
is still a big factor. An Eastern major estimates that going 
third-grade—solely in three-grade competitive areas— 
would be a $15-million proposition for marketing alone. 
(For a broader picture of the multigrade scene, turn to 
page 99.) 







FTC Will Test Discount Policy—Federal Trade Com- 
mission is ready to start a test case on its new “tough” 
policy on voluntary discounts. The commission is expected 
to file complaints soon against one or more major com- 
panies that are allegedly offering voluntary discounts to 
help meet their dealers’ competition, rather than their own 
competition. FTC policy requires that a price allowance 
offered one dealer be given to all others in the same com- 
petitive area. Only exception, say industry lawyers, is when 
a supplier is in danger of losing a dealer to a competing 
supplier because of a lower price. (NPN—April, p104) 


Boost for Import Restrictions—Independent oil pro- 
ducers may get plenty of help next year in their drive to 
curtail imports of oil. The Democratic party—traditionally 
on the side of free trade—blasted cheap foreign imports in 
its Chicago platform. This reflects the spread of protec- 
tionist sentiment in the South because of stiff competition 
from Japanese textiles. 






Asphalt Needs Booming—Highway construction in the 
U.S. from 1957 through 1969 will require 13.2-billion gal. 
of petroleum products and 127.6-million tons of asphalt, 
according to estimates made by the Bureau of Public 
Roads. Asphalt needs will nearly double from 1955 to 1960 
and will continue at the fast pace until 1969. To collar 
its share of the road budget, the Asphalt Institute has 
launched a big advertising campaign, and will spend 
$600,000 this year alone. 
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Remind Your Farmers—Jobbers with farm customers 
can do a real service by calling attention to the 2¢ per 
gallon refund on gasoline used for non-highway farm 
purposes. Refund was authorized by 84th Congress, which 
expected 3-million farmers to take advantage of it. To 
date, only half a million have responded. Deadline for 
filing claims is September 30. 


Turbine Fuel Research—Oil companies will be ready 
for gas turbine car engines when they are introduced, 
Detroit sources say. As a result of extensive research, one 
major company has 22 varieties of turbine fuels under tests, 
he says, plus a dozen lubricants. Oil men, he adds, aren’t 
worried about fuels for free piston engines, since these 
have a wide range of fuel tolerance and can easily be 
satisfied by existing combustibles. 


‘Live’ Signs Coming—A Midwest designer and manu- 
facturer of plastic signs reports at least nine major com- 
panies are interested in a new idea for station signs. The 
design features a plastic sign with a moving, rainbow- 
colored border. If market research proves that motion, as 
well as color and shape, makes for easier brand identifica- 
tion, animated signs may receive serious consideration for 
broad use. 


A Stamp of Disapproval?—tThe Federal Trade Com- 
mission’s investigation into the million-dollar trading stamp 
business may be wound up by the end of the year. Wash- 
ington sources report the FTC is looking into nearly every 
phase of stamp trading, including both sellers and buyers 
of stamps. Some formal complaints of violation of the 
Clayton Act or the Federal Trade Commission Act may 
result, but when and against whom is not yet known. 





Consignee Future Bright—That’s what a Southwest 
marketing division executive of one major believes. Some 
commission agents have expressed fear that their days may 
be limited as farm and commercial accounts dwindle 
away. But this executive insists the future is still full of 
hope if they can adapt themselves to today’s marketing pic- 
ture and become sharper merchandisers. Suppliers, he 
argues, need local men to look after properties and rep- 
resent them. “My company feels agents or jobbers are 
best for this job,” he said, “but we have to have top 
representation.” 





LP-Gas Squeeze—Supplies of LP-gas available to mar- 
keters with little or no production of their own have 
tightened up considerably in the past few months and 
promise to get tighter. Supply troubles have developed from 
(1) consolidations and mergers, which have taken supplies 
off the open market, and (2) the move into direct LP- 
gas marketing by big suppliers. 


For More Ahead of the News 
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—F ahead of the news 


Phillips Moving Again?—Pennsylvania and New Jersey 
may be the next areas invaded by Phillips Petroleum Co. 
Though Phillips isn’t talking, it’s reported to be making 
overtures to Pennsylvania jobbers and _ negotiating 
for a large-volume main-highway outlet in Camden, N. J. 
Many suppliers have «already advised jobbers they will 
match any offer made by Phillips. One major company 
marketing official commented: “The move seems logical. 
We've alerted our people and told them to be on the look- 
out for signs of activity by Phillips.” The Oklahoma 
company began its eastern invasion in Florida in 1953 
and had moved north to Maryland by August of this year. 


Help Wanted—Kerr-McGee Oil Industries, Inc., is look- 
ing for a jobber specialist to aid in the training of its 
jobbers. This specialist will aid in tax matters, give ideas 
for incentive programs, suggest better stock reporting meth- 
ods, and show the jobber how to train his employes. 


Grounding a Price Balloon—The 6% general hike in 
rail freight rates may be on its way out so far as LP-gas 
is concerned. The Southwestern Freight Bureau is expected 
to heed pleas for reduction late this month. Intermountain 
territory advance was rescinded on July 10. Nearly one- 
half of 5.8-billion gal. of total product was moved by 
rail in 1955. 


Study Dealer Survey—Results of a survey of Wash- 
ington state service station dealers are being appraised by 
West Coast oil company public relations men. The con- 
fidential check of 1,241 dealers sought information about 
attitudes toward suppliers, the industry in general, and 
government control proposals. Field Research Co. of San 
Francisco conducted the survey for Western Oil and Gas 
Assn. which has not yet decided whether the results will 
be distributed outside its membership. 


Private Branders May Join Hands—Some off-brand 
jobbers in Texas are talking about forming a new associa- 
tion. It’s strictly talk so far, but some of them are wonder- 
ing out loud if the Texas Oil Jobbers Assn. is really in- 
terested in their day-to-day problems. They are sounding 
out associates on starting up a new group. 


Spur Up for Grabs (Maybe)—By this time next year, 
controlling interest in Spur Distributing Company, Nash- 
ville, Tenn., independent, may be up for public sale. The 
U. S. government has held 55.5% of Spur stock through 
14 years of litigation. Shares were seized by government in 
1942 under alien property law. Court of Appeals is ex- 
pected to listen in November to argument of Fritz von 
Opel for return of all or part of bloc of shares seized from 
a Swiss holding company, Uebersee, controlled by von 
Opel. Regardless of outcome, appeal will be made to 
Supreme Court, but Washington sources say Court will 
refuse to hear case if government is upheld in lower court. 
This will end legal battle and liberate stock in $6.7-million 
company for public auction. 
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Easier Loans Coming?—South Carolina Oil Jobbers 
Association is waiting for Small Business Administration 
agreement on prospective station building loan fund. 
Citizens and Southern Bank of South Carolina has agreed 
to put up $100,000 of the million-dollar fund, if SBA 
will furnish the rest. Plans call for the establishment of 
Petroleum Finance Corp., capitalized by 100 shares at 
$1,000 each sold to association members. With this amount 
as collateral, fund would be created to enable jobbers to 
build stations without supplier assistance. 


Progressives in Texas—Texas Petroleum Marketers 
Assn., a group of commission agents in the Lone Star 
state, is on the upswing after a siege of rough internal 
problems. Total membership has been trimmed consider- 
ably, but leaders say membership “of the more progressive- 
minded agents” is climbing again. At one time the group 
included 800-1,000 agents. Now there are some 300-400 
members in good standing. 


Sun Closes Gaps—Sun Oil Co. is acquiring new station 
sites in northern North Carolina. Sun presently markets in 
all eastern seaboard states except the Carolinas. Officials 
won't comment on plans for expanding throughout the 
two-state area, say only that Sun has plans for “complete 
coverage of this part of North Carolina.” The company 
has accepted associate membership in the North Carolina 
Oil Jobbers Association. Sun now operates five stations— 
some of them multi-pump—on Route 29 between Reids- 
ville and Greensboro. Distribution pattern is direct. Supply 
is by over-the-road transport from Norfolk and Richmond. 


Pan-Am Passing On?—Some marketers believe the 
reshuffling of Standard Oil Co. (Indiana) subsidiaries will 
eliminate the Pan-Am Southern brand in two or three years. 
Pan-Am is now operating as a division of American Oil Co., 
and its stations will presumably operate under the Amoco 
banner, once Amoco builds up its acceptance in Pan-Am’s 
southern marketing area. 


ESPA May Rejoin NOJC—Directors of Empire State 
Petroleum Assn. have approved a recommendation calling 
for the group’s return to the National Oil Jobbers Council. 
Association members will vote on the question at annual 
meeting, Oct. 21-24. ESPA resigned from the Council 
because of disagreement over NOJC’s new dues schedule 
and some of the Council’s policies. 


Station Push in San Antonio—Two suppliers promise 
big expansion moves in the San Antonio market in the next 
year or two. Phillips jobber O. F. Davenport plans 27 
additional stations in a two-year period. Phillips will 
supply financial aid in acquiring and building new sites. 
Cosden Petroleum recently signed a pact with a veteran 
distributor, Bear Oil Co. Exchange agreement between 
Cosden and Bear calls for an undisclosed number of new 
stations between San Antonio and Fort Worth. Move 
marks return of Cosden to San Antonio after 12-year 
absence. 
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PETROLEUM INDICATORS 





| STOCKS 


MILLION 
BARRELS 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ a gal.) 
Aug. July Aug. 
1956** 1956 1955 
160 GASOLINE Gasoline 12.04 12.13 11.56 
Kerosine 10.89 10.92 10.40 
Distillate 9.28 9.33 8.91 
120 Residual 5.26 5.26 4.74 
4 principal 
DISTILLATE products 9.53 9.59 9.06 
80 Lube oil 22.79 22.69 17.44 
Crude at 
ce« RESIDUAL __. at well ($ 
ig per bbl.) 2.84 2.84 2.82 


YEAR AGO 
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* Weighted average price, prin- 
cipal markets. 


1955|1956 ** Through Aug. 3. 











MONTHLY PETROLEUM STATISTICS 


Aug. 1956* 
Primary stock (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 


Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 

Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


* Through Aug. 3. 


Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 


Gasoline consumption (million gal.) 
Service station permits (number) 
Passenger cars—domestic shipments (thous.) 


Trucks and buses—domestic shipments (thous.) 


Automotive replacement tire shipments (thous.) 


Replacement battery shipments (thous.) 
Oil burner shipments (thous.) 
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Latest Month 


July 1956 


177,344 
116,852 
29,295 
43,988 
277,898 


8,011 
1,010 
93.9 


3,898 

301 
1,813 
1,106 


7,089 
1,067 


Previous Month 


10,702 
21.84 
4,550 

747 
459 
78 
5,761 
1,331 
51 


Aug. 1955 


151,912 
133,675 
35,292 
45,480 
256,427 


7,580 
765 
90.6 


3,773 

290 
1,621 
1,090 


6,665 
755 
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Gasoline Stocks—Burden or Cushion? 


HILE TOTAL INVENTORIES of the 

large-volume products at U. S. 
refineries this summer (339,426,000 
bbl. on June 29) were about the same 
as for the past two years, the different 
proportions of gasoline and distillate 
fuel oils to the total this summer 
indicate an unbalanced supply-demand 
picture this fall under normal condi- 
tions. A worsening Suez Canal crisis 
could alter the status of these stocks, 
gasoline particularly. 

Gasoline inventories this year were 
53.5% of total stocks. In past years 
they have been less than 50%, except 
in 1954 when they were 50.1% of the 
total. Distillate fuel oil inventories on 
June 29 this year were less than the 
30% of the total that some com- 
panies believe should be in their tanks 
on this date to insure an adequate 
supply of these oils for the needs of 
the coming heating season. Residual 
fuel oil and kerosine inventories June 
29 were lower in proportion to total 
stocks than in previous years. 


Two-Way Stretch 


The disparity in gasoline and dis- 
tillate stocks this summer emphasizes 
the problem for refiners in operating to 
reduce gasoline inventories to what 
they want to carry into the winter, and 
at the same time to build up their 
stocks of products that go into light 
heating oils. In the case of many re- 
finers, unless their yield rates are 
changed, they will go into the winter 
with burdensome stocks of gasoline. 

Total gasoline stocks at U. S. re- 
fineries, July 27, were 177,052,000 
bbl., nearly 13% larger than on July 
29, 1955. They represented nearly 44 
days’ supply, domestic and export, at 
the forecast rate of consumption for 
August and September. Gasoline in- 
ventories on July 29, 1955 were 157,- 


F MILLION BBLS. 


350° Over Half of Refiners’ Inventories Are Gasoline 























1952 


005,000 bbl., 40 days’ supply of 
actual demand last August and Sep- 
tember. 

Refiners’ gasoline inventories at their 
peak build-up, March 31, were 198,- 
698,000 bbl. This was 14,726,000 bbl. 
higher than the 183,972,000 bbl. in 
stocks on March 31, 1955. With- 
drawals this year from March 31 to 
July 27 were around 21,600,000 bbl. 
Reductions over the same period last 
year were almost 27,000,000 bbl. Thus 
stocks July 27 this year were over 
20,000,000 bbl. larger than on July 
29, 1955. 

Analysis of the allocation of gasoline 
inventories by refining districts (see 
table) shows the combined East and 
Gulf Coast districts on July 27 had 
14.6% more barrels in storage than 
on the comparable date a year ago, 
the total being 75,066,000 bbl. The 
35,336,000 bbl. held in the Indiana- 
Illinois-Kentucky district is only 3.5% 


U. S. Refinery Gasoline Stocks 
(000 bbl., API Data) 


July 27 


1956 
Refinery District 


July 29 % 
1955 Change Change 
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1953 1954 1955 1956 


greater than July 29, 1955. The largest 
rate of increase is in the Okla.-Kan.- 
Mo. district, where the 18,476,000 
bbl. in storage July 27 was nearly 
26% larger than July 29 a year ago. 


Distillate 


The status of total distillate fuel 
oil inventories at refineries this sum- 
mer is the opposite of that for gasoline. 
Total U. S. stocks July 27 were 113,- 
600,000 bbl., 2% less than the 115,- 
936,000 bbl. held July 29, 1955. From 
a low point of 60,846,000 bbl. on 
March 31, these stocks have built up 
by 52,574,000 bbl. to their July 27 
level, and this despite the unusually 
cold spring, which greatly cut down 
additions to stocks in April and May. 
In the similar period in 1955, distil- 
late fuel oil stocks built up by about 
56,700,000 bbl. Currently, distillate 
fuel oil stocks are increasing at a 
greater rate than last year. 

API data shows the East Coast re- 
fining district, which supplies the big 
eastern heating oil market, had 37,- 
006,000 bbl. of distillate fuel oil, on 
July 27, 5.6% less than a year ago. 
Inventories in the Gulf Coast district, 
however — 21,569,000 bbl. — were 


East Coast 
Gulf Coast 
Total Coastal ... 
Appalachian 
Ind.-Ill.-Ky. 
Okla.-Kan.-Mo. 
Other Inland 
Total Inland SEP Reape 
Total East of California ........ 
California ‘ 
Total U. S. . 


40,396 
34,670 
75,066 

7,571 
35,366 
18,476 
18,225 
79,638 
154,704 
... 22,348 

. 177,052 


35,151 + 5,245 
30,334 + 4,336 
65,485 + 9,581 

6,589 + 982 
34,176 + 1,190 
14,679 + 3,797 
16,347 + 1,878 
71,791 + 7,847 
137,276 +17,428 
19,729 + 2,619 
157,005 -+20,047 


+14.9 
+14.3 
+14.6 
+14.9 
+ 3.5 
+25.9 
+11.5 
+10.9 
+12.7 
+13.3 
+12.8 


12.2% larger than last year. This dis- 
trict also supplies the eastern heating 
oil market. Combined stocks for the 
two districts, 58,575,000 bbl., were 
2.5% larger than July 29, 1955. The 
interior refining districts held less 
heating oil in storage than last year 
except in Okla-Kan.-Mo., where in- 
ventories of 14,571,000 bbl. are 
12.4% larger than a year ago. w 
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Use this faster way 


to 


EVER-TITE 


97 Locking Cap 
Can be padiocked 


97 Adapter 


No. 97 
Ever-Tite 
Fill Cap 





4" LPT. 


"99" Coupler 
with Sight Gauge 


‘ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No.99 Coupler with full 3” I1.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed—a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” ILD. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 
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To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


ca os Ss 


3” 1.P.T. 2%” L.P.T. 2” 1.7. 


97 Adapters for Ever-Tite 99’ Coupler 
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_ A Revolutionary Improvement in Gasoline... 
‘ Planned to Boost Profits for Sinclair Dealers 
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Something big, happened at Sinclair Research Laboratories not long ago. 
_ Which means that something big will start happening at Sinclair Dealer 
_ Stations in the next few weeks. 


That’s all we can say right now. But — soon the motoring public will 
be bombarded with the biggest advertising campaign in Sinclair’s history. 


Newspaper ads — ad after ad — will announce, then drive home the 
point to your present and potential customers—Sinclair’s new premium 
gasoline does what no other gasoline ever did before. 


Billboards—thousands of them—designed to get drivers to switch to Sinclair. 
Radio — television — point-of-sale, too — Sinclair isn’t missing a bet 
to start a stampede of new customers to every Sinclair Station. 


Get on the receiving end and benefit by all this great 
advertising and sales promotion. Talk it over with a 
Sinclair Representative, or write Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, N. Y. 
Ask about the Sinclair TBA Franchise — featuring 
Goodyear, the greatest name in rubber. 


SINCLAIR 
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EDITORIALLY SPEAKING 





OPW: Symbol and Reminder 


Oil Progress Week has produced two distinct attitudes among its mary 
supporters: enthusiasm and criticism. 

Both are important because OPW is a major undertaking, bringing into focus 
the multiplicity of promotional activities conducted during the year by the industry 
through the Oil Industry Information Committee (OIIC). The objective of the 
total program is to break through widespread indifference and engender in the 
public an understanding of the progressive role oil plays in our economy. This 
year OPW will be observed nationally next month (Oct. 14-20). 






Criticism is found among many oil men who wonder about the results 
of OPW. Because so much money and effort are spent on OPW, this interest is 
natural. An informal NPN report (page 100) shows much constructive thinking 
among friendly critics. Steady loyalty to the idea of promoting the industry to 
the public is demonstrated by most oil company mer who participate in OPW. 
That segment, too, is responsible for most of the critical observations. 

Two other important areas of reaction are (1) the public and (2) the dealers 
and distributors, who can give OPW a tremendous boost because of their contact 
with the public. 













Some distributors are keen OPW supporters, some are indifferent. 
Dealers for the most part are apathetic. The general public seems scarcely 
aware of OPW. 


Some critics ask: Is something wrong with OPW? The answer depends on one’s 
expectations. Admittedly it is difficult to achieve great impact by calling attention 
to a specific week, particularly when it is presented with calculated dignity. Under 
such circumstances, no sensational results should be expected; and gradual pene- 
tration might be regarded as satisfactory performance. 























It can be argued that the impact of OPW itself is not important if OPW 
contributes to a generally favorable impression. That, after all, is the 
ultimate objective. 


Another consideration is that OPW as a week is in competition with 151 other 
weeks for public recognition. All are promotional ventures, though few receive 
the financial support that OPW does. Nevertheless, they are competing for recog- 

. nition. They range from Kraut & Frankfurter Week to Boy Scout Week and OPW. 
In the summer there are few (seven in June, two in July and three in August) and 
only one in December. But the rest of the year they are rampant, and OPW will 
have the company of 23 other promotional weeks in October. Such a plethora 
tends to create confusion or indifference in the public. OPW achieves the 
strongest register in towns and small cities where the personal efforts of company 
employes—invariably marketers—and distributors are effective. In built-up metro- 
politan areas, OPW passes virtually unnoticed. 

NPN encountered suggestions that less emphasis be placed on OPW. The most 
effective medium for achieving favorable public opinion, it was suggested, may 
be the oil companies with strong public relations programs. Not only can they 
win a favorable impression for themselves, they can also help foster a good feeling 

toward the industry. 










OPW symbolizes the industry’s public relations efforts. And this year it 
is a reminder of the great amount of work left before the public relations 
objectives will be realized. 
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How to Plan an Incentive Program 


Don't scatter your shots. Concentrate efforts on 
specific products, especially if one is a weak 
seller—it's the way to balance sales 


Consult your participants. Find out what kind of 


prizes, quotas, 


contests 


they prefer —they'll 


work harder for what they really like 


Get the wives in on the program. If prizes and 
3 promotions appeal to them, they'll encourage your 
salesmen and dealers to go out and sell hard 


THESE ARE THE IDEAS most 
likely to succeed in making a sales 
incentive program pay off. 

You'll hear them mentioned again 
and again if you talk to marketers 
around the country, despite wide dis- 
agreement on how to use incentives. 
They seem to work whether a program 
is for dealers, jobbers, or company 
salesmen—whether prizes are mer- 
chandise, free trips or cash. 

Why Incentives?—Some oil men 
may tell you that however you run 
an incentive plan, it still won’t be 
worth while. But it just ain’t so, say 
a majority of marketers. There are 
few who completely discard incentives. 

“To maintain enthusiasm and build 
competitive spirit, any sound organi- 
zation requires definite help from in- 
centive plans,” says Raymond C. 
Keck, manager of advertising and 
sales promotion for Cities Service Oil 


Incentives: How They Work 


Co. (Pa.) And a West Coast marketer 
believes incentives supply the positive 
approach for company salesmen. A 
man who wins prizes feels he’s doing 
more than expected—it’s better psy- 
chology than setting a sales goal and 
riding him if he falls short. 

Dealers need incentives, too, says 
another major-company Official, be- 
cause “there’s a weak effort at the 
retail level in determining and solicit- 
ing the motorist’s needs, so the dealer 
loses profits. And selling in the service 
station is different from other kinds; 
it creates extra work for the fellow 
who sells, and he may be discouraged 
from trying to sell.” 

The Payoff—Just how profitable is 
an incentive program? It’s hard to 
say, even where it can be cost-ac- 
counted, because it may not be the 
only reason for a sales increase. This 
is most often true when it’s coupled 


with a big advertising and sales pro- 
motion campaign. 

Skeptics say incentives mean noth- 
ing because the results can’t be 
measured. The truth is that they can 
be measured, other things being equal. 
For example, Continental Oil Co. runs 
an annual contest for its salesmen; 
last year the 28 winners alone in- 
creased their sales of gasoline 12-mil- 
lion gal., premium motor oil 132,333 
gal, and TBA $140,384 over the 
same nine months of 1954. Total 
gains for all contestants were of 
course much higher. 

Tidewater Oil Co.’s Western division 
compared sales for the second quarter 
of 1956, when it ran a sales contest, 
with the second quarter of 1955, when 
there was no program. There was a 
2.4% increase in gasoline gallonage, 
a 5.3% increase in motor oil gallon- 
age, and a 32.7% increase in TBA 
dollar sales. And Sinclair Refining Co. 
reported a 7% increase in lube sales 
for the first half of a two-month 
contest aimed at bringing in new 
business. 

To judge such figures, you must 
remember there’s usually a “normal” 
annual increase in sales. American 
Oil Co. suggests a formula that takes 
this into account: in measuring the 
success of a new campaign, subtract 
the average percentage increase for the 
three preceding years from the per- 
centage increase achieved during the 
campaign. 

Marshall Pease, Tidewater’s as- 
sistant division marketing manager, 
suggests another way to evaluate an 





NPN REPORTERS talked to oil marketers across the 
country to get a picture of the industry’s use of sales in- 
centives, learning about a host of incentive plans. These 
four programs are typical of the industry’s many ways of 
rewarding a man for extra sales effort: 

e Conoco’s program for salesmen—Continental Oil Co. 
divides its sales divisions into two groups, so those with 
large volume won’t compete against those with small 
volume. The 28 winners are distributed fairly among the 
divisions; they’re judged by point totals. 

Points are given for percentage increases on a weighted 
basis: four for gasoline gallonage, two for premium motor 
oil gallonage, and one for TBA dollar sales. No more than 
10 points can be won for TBA increases. Salesmen earn 
points on percentage increase in total volume; district 
merchandising managers earn them on average increase per 
station. This equalizes chances for managers with fewer 
stations. 
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Prize is a trip for winners and their wives to Conoco’s 
“President’s Party,” a four-day expense-paid air trip to a 
resort city. Last year’s was held in Houston and Galveston, 
and cost $15,000 plus mailing and promotion expenses. 

e Cities’ dealer contest—Cities Service Oil Co. (Del.), 
which markets in the Midwest, ran a dealer incentive pro- 
gram all last year, with awards made at the end of each 
quarter. Every dealer received one point for each gallon 
of gasoline increase over the same quarter of the previous 
year. If his ratio of premium to regular gasoline improved, 
he got a bonus of 5% of his gasoline points. If his motor 
oil ratio increased, he got another 5% bonus. 

There were additional prizes in each of the company’s 
four regions. Fifty thousand extra points went to the man 
with the greatest percentage increase in gasoline sales, 
premium-regular ratio, and motor oil ratio. The runner-up 
in each division received 30,000 extra points and the third 
man 20,000 extra. 
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To Build Bigger Sales 


incentive program: does it boost the 
sales peak above the previous year’s 
peak and keep the low above the 
previous year’s low mark? 

Here are the basic rules for getting 
the most out of an incentive plan: 


Concentrate your efforts 
on specific products 


You'll get better results that way. 
This doesn’t mean you should neglect 
some products, but rather that one 
program for one product sells more of 
it and makes it easier to assess re- 
sults. “I’d be more willing to credit a 
motor oil sales contest for a sudden 
boost in motor oil sales than I would 
to credit a general contest with an 
over-all sales increase,” says a San 
Francisco sales supervisor. 

This thinking reflects a tendency to 
regard incentives as flexible tools, 
rather than as fixed means to achieve 
the same increases year after year. At 
Cities Service, says manager Keck, 
“We constantly analyze our sales 
figures. Where one product is running 
low, we may use an incentive plan 
to boost it and stimulate business.” 

Using incentives to pep up weak 
sellers can help equalize product 
strength, though you should make sure 
your salesmen don’t concentrate on one 
product at the expense of everything 
else. Gasoline and motor oil incentives 
can be used for balanced selling, too, 
if they’re tied in properly. One sure 
thing: you won’t get balanced sales 
just by offering a prize to the man who 


sells the most, without saying what 
you want sold. 

A good example is one company’s 
experimental program, in which sales- 
men get bonuses for increases over 
the previous year in sales of gasoline, 
motor oil or TBA. (Sales to new sta- 
tions are excluded.) A rise in all three 
brings an extra bonus, but the com- 
pany wouldn’t expect increases in all 
three if it didn’t promote increases in 
each one. 

Even companies that use incentives 
less flexibly, or run the same programs 
every year, base them on specific 
products, usually weighted to give 
each its proper importance. You have 
to, if you want to be fair both to the 
men and to the company. Conoco, for 
instance, weights things so that each 
one per cent increase in gasoline sales 
earns four points; in premium motor 
oil, two points; and in TBA dollar 
sales, one point with a 10-point maxi- 
mum. 


Find out what your 
people really want 


If you use their ideas, you'll get 
them to make a bigger effort to build 
your sales. How far you should go 
toward this end depends partly on how 
decentralized your operations are. But 
even companies that plan everything 
at headquarters have found it pays 
to discover what the field men think. 

Sinclair, for instance, used to run 
its lube sales incentives from the home 
office, until district managers began 


ry GENERAL 


complaining that one area’s meat was 
another’s poison. Some salesmen didn’t 
like the merchandise prizes, others 
thought the rules could be improved. 
Now each manager runs his own con- 
test (all but one are giving free trips 
or cash for prizes) and “the results 
have been terrific,” says sales promo- 
tion manager William R. Kelly. 

When incentive programs take the 
form of contests—as most do—parti- 
cipants must be convinced they’re fair. 
G. L. Ritter of Standard Oil Co. 
(Ohio)’s Cleveland division says, “We 
try to make them as fair as possible 
by getting ideas on the subject from 
everyone concerned. In fact, many of 
our ideas for contests have come from 
dealers and attendants.” 

This idea has been carried to its 
logical conclusion by Carter Oil Co. 
Carter salesmen set their own quotas, 
in consultation with district and di- 
vision supervisors. Those who exceed 
their quotas win extra vacation time 
and cash. This is the program’s first 
year, but Carter officials feel sure that 
having salesmen set their own stand- 
ards will pay off. 


Remember the wives can 
help your push 


That’s what practically every mar- 
keter, large or small, is doing. One 
major-company Official says, “When 
we send incentive announcements to 
the salesmen’s home, we really get 
the wives interested. Each night when 
the husbands come home, the wives 
want to know how things went that 





Point checks were mailed out at the end of each quarter 
by division offices. They were redeemable for merchandise 
prizes at Cappel MacDonald & Co.; prizes ranged from 
sets of water glasses to TV sets, with top awards costing 
as much as 70,000 points. Points could be spent each 
quarter or saved and spent all at once, so long as all checks 
were cashed by February 25, 1956. The company paid 
0.5¢ a point to Cappel MacDonald. 

e A jobber’s fuel oil incentive—One Chicago heating 
oil distributor has a commission incentive for long-time 
company employes. Each eligible salesmen uses his 1949- 
50 heating season gallonage as a base, because it was 
close to normal in degree days. 

The commission is paid on each gallon in excess of the 
base, which is weighted to compensate for the current 
season. If it’s 10% colder than normal, a salesman’s quota 
is base plus 10% before he earns commissions; if its 10% 
warmer than normal, his quota is base less 10%. The 
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commission is 0.375¢ gal. on No. 1 and No. 2 oil, and 
0.125¢ gal. on No. 4, No. 5 and No. 6 oil. 

Participation is voluntary, and only two of the six 
eligible salesmen earned commissions last season. One won 
$1,200 and the other $400. 

e A dealer’s program for attendants—R. V. Behnke, 
Union Oil Co. of California dealer in Alhambra, Calif., 
has a system of monthly sales quotas for his helpers. There’s 
a bonus for achieving each quota, but an attendant must 
make his quotas in lube oil, gear oil and filters before he 
can get a bonus for any sales. Those are what Behnke 
considers basic items. Additional categories are tires and 
tubes, batteries, spark plugs, merchandise and service. The 
quotas total $550; bonuses total $20, with an extra $5 for 
making all eight quotas, and double bonus when an at- 
tendant sells double his quota for any product. These 
bonuses come on top of “better than average” wages, and 
are intended to emphasize sales planning. 
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day. We recognize the importance the 
wife plays in incentive motivation.” 

So does Harry Baldwin, vice presi- 
dent of Arrow Petroleum Co., a 
Chicago private-brander. He recently 
discontinued a “Dealer of the Month” 
cash incentive to start working up a 
new plan that would make the wife 
“the driving force” in making her 
husband a better station operator. 
Probable grand prize is a fur coat for 
the winner’s wife. 

Baldwin’s idea illustrates the best 
way to get a man’s wife behind an in- 
centive program: offer prizes that at- 
tract her. Merchandise contests are 
naturals for this, since discount lists 
include many household appliances 
that have wife-appeal. So are trips to 
places that women have romantic 
longings to see. 

If you do offer something the wives 
may like, be sure you get them in on 
it. Shell Oil Co., sponsoring a nation- 
wide dealer incentive program for the 
first time this year, included a trip 
to New York for some winners—and 
got a barrage of complaints for not 
inviting the winners’ wives along. 
Invitations to the ladies were issued 
very quickly. 


Which prizes make the 
best incentives? 


There’s no one answer. Different 
people want to compete for different 
things; the right answer for you can 
be determined only by finding out 
what your men want. 

Merchandise prizes are most com- 
mon, though some companies—like 
Sinclair—have found they’re not al- 
ways popular. But the general feeling 
is expressed by a Midwest sales pro- 
motion man: “If a man wins some- 
thing like a radio, it’s an object that 
he sees and that his family sees and 
uses daily. Every time they look at it 
they recall how it was won. Cash 
might be blown in for drinks, or spent 
to pay bills.” 

Another Midwest marketer says, 
“We feel a TV set or a shotgun gives 
a guy something that looks like more 
than cash. And the company feels it 
gets more for its money.” It does, 
too, because merchandise prizes are 
bought at a discount; a prize worth 
$500 may cost the company no more 
than $450. 

Merchandise prizes have been built 
up by independent sales promotion 
firms like Cappel MacDonald, of 
Dayton; Ross Coles of Chicago; and 
Merritt Sales Builders, of St. Louis. 
They buy merchandise from manu- 
facturers at large wholesale discount, 
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and sell it to an oil marketer at a price 
slightly below retail. This price often 
includes all costs of creating and ad- 
ministering an incentive program, 
which is taken completely off the 
marketer’s hands, although he may 
also have to pay the costs of printing 
and mailing promotional material. 

The marketer arranges with the in- 
centive company to translate prices 
into point values at 1¢ or 0.5¢ per 
point, and decides how points may be 
earned. It may be 1 point for every 
quart of oil over a base quota, for 
example, or 50 points for every $7 of 
TBA sales. A “check” for points 
earned is issued to the salesman or 
dealer, who “cashes” it with the in- 
centive company for his prize. 

You don’t have to work through 
incentive houses, however. Shell’s San 
Francisco division made its incentive 
points redeemable in merchandise at 
stores in the salesman’s home area. 
That made local merchants happy— 
and was good public relations for 
Shell. 

Travel prizes are increasing rapidly 
in popularity; they offer more glamor 
than most merchandise or cash awards. 
Places like Chicago and New York 
are beginning to be outshone by 
brighter lures: last year, Standard Oil 
Co. (Indiana) sent some winners on a 
10-day tour of Mexico, and one com- 
pany is talking about a grand prize of 
four weeks in Spain 

Cash incentives are in many ways 
the easiest to administer. They’re es- 
pecially appropriate for commission 
incentives, where a man _ competes 
against a quota instead of another 
man. And for smaller operations, like 
certain jobbers’ and dealers’ programs, 
small cash prizes may be the best. 

Training Tie—Oil men differ on 
whether incentives should be confined 
to salesmen or extended to dealers. 
But both sides agree that in any case, 


dealer training is the important thing. 
Sinclair has no incentive plan for 
dealers, says Kelly, because “with 
28,000 dealers the incentives you 
could give wouldn’t amount to much. 
We're spending our money on educat- 
ing the dealer.” 

Other companies assume that when 
a dealer has an incentive to sell more 
he’ll be more receptive to the sales- 
man’s suggestions on how to do it. 
And salesmen themselves are expected 
to win incentives by educating their 
dealers, not by the hard sell. 

Despite the success of the vast 
majority of incentive plans, and the 
fact that nearly every company in the 
industry uses some gimmick to gen- 
erate selling enthusiasm, there’s still 
opposition to the idea. Arthur Haeng- 
gi, assistant general sales manager of 
Cities Service Oil Co. (Del.), says 
that there’s plenty of anti-incentive 
feeling in the industry—outside the 
marketing segment. It’s based on the 
feeling that a supplier shouldn’t have 
to “pay for” gallonage that ought to 
be delivered as a simple matter of 
business. 

Marketers, too, have their doubts. 
Frank Watts of Humble Oil & Re- 
fining Co. says, “Incentive programs 
are a lot like narcotics. You give a 
man a shot to get him to boost his 
business. As soon as the shot wears 
off, he needs another one a little 
bigger than the first. We try instead to 
instill in our people the fact that 
they’re in business. The better they 
run that business, the better off they 
will be.” 

Even Humble, however, has a 
couple of small incentive programs 
to give dealers “a little pat on the 
back.” Marketers might prefer men 
who want to be tops in selling just 
to be tops, but most agree that it 
helps to generate enthusiasm from the 
outside, That means incentives. * 


Watch Out for These Incentive Problems 


e Participants will lose interest if they think a program is unfair or the 
rules are too complicated. And too many handicaps, special weighting, 
or extra rules to insure fairness may just complicate things further. 
e Participants may try to beat the game by pufting off sure sales un- 
til after a program starts. Or a district manager could show favoritism 
and shift a salesman to a better area to help him be a top scorer. 
e.Lags in reporting results dampen enthusiasm. One company says 
sales figures go through so many hands that June results aren't known 
until August. By that time interest is almost dead. 

e The world's best program won't help your sales if the men who run it 
can't build enthusiasm. District managers must be able to fire up ‘sales- 
men; salesmen have to get the dealers going; dealers have to spark 


their attendants. 
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Multi-Grade Picture Gets Cloudy 


@ Marketers say the heat's off now that Shell, 
Sinclair and Socony are sticking with two grades 


@ There are still big decisions ahead, but some 
key companies plan to sit tight for a while and 
see how the high-priced third grades sell 


“WE’RE IN A GOQD POSITION to 
hold off and watch the battle between 
Golden Esso and Super Shell,” says 
the general sales manager for a key 
major. “We’ve lost nothing so far by 
waiting, so we're inclined to drag our 
feet a little longer. We'll probably 
make a decision by the end of the 
year.” 

His reaction is fairly typical of a 
number of majors. Watchful waiting 
is the byword. One of the key ques- 
tions is price. Marketers are wondering 
if Esso Standard Oil Co. can maintain 
the two-cent differential between its 
third grade and the improved premi- 
ums being marketed by Shell Oil Co. 
and Sinclair Refining Co. 

Some marketers believe Esso will 
be forced to drop its price. Esso 
doesn’t think so. “We'll be able to get 
more as long as our product is better,” 
says an Esso official. 

It’s an important question because 
Esso’s decision was made in the belief 
that it would be cheaper to produce 
a third, super grade than to keep up- 
grading its standard premium. If com- 
petition forces Esso to lower its price, 
marketers say, the savings would be 
questionable. 

(Latest Esso sales figures show 
Golden Esso is accounting for 12% 
of sales where it’s available. Esso 
Extra, the middle grade, is at 42%.) 

The New Moves—Like Shell, Sin- 
clair is charging 1¢ more per gal. 
(wholesale) for the new grade. That’s 
2¢ less than Esso’s third grade, but 1¢ 
more than Esso’s middle grade. 

Shell’s new grade, called Super 
Shell with TCP (NPN—Aug, p85), 
is believed to be about 100 octane. 
(Esso’s top grade is rated at more than 
100 octane.) Sinclair’s new product 
was boosted only slightly in octane 
rating. A new additive, “X-chemical,” 
does the job, says Sinclair. 

Shell says its new super premium is 
the “answer to third grade moves,” but 
Sinclair has not closed the door. 

“This may not be the answer to 
third grade,” says a Sinclair official. 


“We look on it as more than a trial, 
but we might still go third grade in 
the future. We do say this is designed 
for the ultra-high compression cars 
we have today. And we are offering 
it at 2¢ a gal. less than third grades 
. . . We consider it a very worthwhile 
interim procedure. We thought of 
both third grade and a higher octane 

. . Next year we may have to move 
our premium up some more. But the 
big thing is we won't be jeopardized by 
the octane rate increase problem.” 

While Shell and Sinclair were an- 
nouncing new premiums, Socony 
Mobil Oil Co. merely announced its 
intention of sticking with two grades. 
Socony said, “The needs of motorists 
are being and can continue to be 
served” by its present two grades. The 
decision was made jointly with Gen- 
eral Petroleum Corp. and Magnolia 
Petroleum Co., Socony affiliates. 

Shell is now marketing its new fuel 
along the Gulf Coast and in Atlantic 
Seaboard states, where Esso is mar- 
keting a third grade. Shell plans to 
sell the product in the Midwest and 
on the West Coast as soon as it can 
be produced by refineries in those 
areas. Company officials estimate that 
will take about six months for the 
Midwest, a year for the West Coast. 
However, competitive moves could 
speed up the timetable. 

Advertising for Super Shell calls it 
the “most powerful gasoline the most 
powerful cars can use.” The company 
plans to add $1 million to its adver- 
tising budget to promote the new fuel. 

Sinclair’s new Power-X with X- 
Chemical goes on sale this month 
throughout the company’s 37-state 
marketing area. Officials say they’re 
planning the “biggest advertising cam- 
paign Sinclair has ever had.” The 
company makes these claims for the 
new premium: 90% less spark plug 
fouling, 70% less power loss from 
pre-ignition, and a drop in car octane 
requirements. 

Why They Did It — Behind the 
moves by Shell, Sinclair and Socony, 
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the jobber loomed large. All three 
companies have more jobber distribu- 
tion than Esso does. Shell, for ex- 
ample, distributes 30% of its gasoline 
through jobbers; the figure is 40% on 
the East and Gulf Coasts. Esso’s job- 
ber distribution is less than 10% of 
the company’s total. 

Shell’s marketing vice president, J. 
G. Jordan, estimates a move to three 
grades would have required Shell job- 
bers to invest $10-million in new 
equipment. “Our jobbers were almost 
unanimously in favor of two grades,” 
he reports. The dealers also favor two 
grades, he says. 

Jordan also disagrees with Esso on 
the over-all economics of two grades 
versus three. A third grade would have 
cost Shell $30-$40-million for market- 
ing alone, he says. What’s more, he 
says he doesn’t know how Esso figures 
it’s cheaper to go three grades. (Esso 
maintained that it would cost the in- 
dustry $1.4-billion less to meet octane 
requirements in 1961, if the third 
grade route were adopted. NPN— 
June, p92.) 

Sinclair says marketing costs for a 
third grade would run about $30- 
million. Two other majors estimate 
the cost at upwards of $25-million. 

Shell’s other reasons are fairly sim- 
ple: (1) two grades are less confusing 
for the dealer; (2) we can give the 
motorist what he wants “at a fair 
price;” and (3) there’s greater flexi- 
bility (“We can move to three grades 
easier than they can move back,” says 
Jordan.) 

Who’s Next?—-While Esso officials 
are disappointed that more companies 
haven’t gone three grades, they haven’t 
given up hope. There are key men in 
major companies that haven’t moved 
yet who believe a three-grade route is 
the soundest and most economical. 

Two Mid-Continent suppliers are 
expected to come out with third grades 
soon. Tidewater Oil Co. will probably 
stick with two grades. Pure Oil also 
says it’s planning to stay with two. 
Others to keep your eye on in the 
next few months include Gulf, Indiana 
Standard, Texaco and Atlantic. 

Sun Moves—Sun Oil Co. has started 
a big advertising campaign promoting 
its five grades in Florida and part of 
southern Georgia. Ads stress “the new 
modern way to buy gasoline . . . choose 
the exact octane strength for your car 
needs . . . pay only for the octane 
your car needs.” Sun’s experiment was 
held up a few months due to minor 
troubles with many of its blending 
pumps. * 
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“I don’t think it’s worth the effort. It doesn’t get 


Oil Progress Week: Boom 


Opinions are sharply split over the industry's 
biggest promotion, an informal survey shows 


IN THE MIDDLE of next month, 
sandwiched between National Letter 
Writing Week and National Pretzel 
Week, comes Oil Progress Week. 

From Oct. 14 to Oct. 20, oil men 
from coast to coast will be showing 
movies, giving parties, making 
speeches, marshalling parades, running 
special advertisements, appearing on 
TV, delivering Magic Barrel presenta- 
tions. Object: to tell the American 
public that “Oil Serves You.” 

Oil Progress Week is eight years 
old. To get a progress report on it, 
NPN sent reporters on a nationwide 
sampling expedition. The idea was to 
talk informally with a solid cross- 
section of people in and out of the 
oil industry. When the returns were in, 
more than 300 persons had been inter- 
viewed—from bank officials to barbers, 
from marketing vice presidents to two- 
pump station operators. 

What does it all add up to? 

The public seems mostly nonplused 
by the whole idea of Oil Progress 
Week. A few are familiar with it, 
most aren’t. The man on the street, 
in general, feels bamboozled by the 
steady flow of special promotional 
weeks, and a little numbed by the 
multitudes of banners and colorful 
display materials seen in most stations 
all year round. In spite of all this, 


the man in the street feels friendly 
toward the industry—with a few strik- 
ing exceptions. 

Dealers, for the most part, are 
on the cool side about OPW. Many 
don’t understand what the week is for: 
they regard it as a sort of incentive 
week for motor oil sales and extra 
selling. Others understand it, but 
just aren’t having any. They’re reluc- 
tant to tie up business to talk “propa- 
ganda.” One dealer shrugs, “I don’t 
think it’s worth the effort. It doesn’t 
get drummed over to the customer, 
and I don’t have time.” 

Most management men are sold on 
OPW as a way to make friends for 
the industry. “It is the best public 
relations program the industry could 
have,” says one man. “If it doesn’t 
work, nothing will.” Large numbers 
of company people are pitching in 
and working to make OPW click, too. 
But off the record, many are dubious 
about certain aspects of the program. 

NPN also talked to officials at the 
Oil Industry Information Committee. 
OPW is OIIC’s baby, and the men 
assigned to watch over the program 
are well aware of many of the off- 
spring’s strengths and weaknesses. On 
this page and the two following, 
however, there may be some angles 
even OIIC men haven't heard. 


OPW: What the public thinks 


Whether or not the public is getting 
the Oil Progress Week message (in- 
dications are that 90% of the time 
it isn’t) NPN’s samplings show the 
average citizen feels friendly to the 
industry—though often passively. 

“I feel okay about the oil industry,” 
says a young industrial engineer in 
Chicago. “How do you feel about the 
printing industry or the food industry? 
They’re necessary parts of the econ- 
omy. I have no gripes about the oil 
industry.” 


But if the average citizen feels 
amiable toward oil, he’s no expert on 
it. He still comes up with the old 
saws: it’s a monopoly, it’s a bunch 
of millionaires with a tax gimmick, 
it’s extorting unreasonable prices out 
of defenseless motorists, it’s too big. 
In short, the average citizen needs to 
catch up on the subjects that Oil Pro- 
gress Week events are designed to tell 
him about. 

But the average citizen hasn’t heard 
of Oil Progress Week. 


or Bust? 


Oil Industry Information committee 
polls show about 13% know about it. 
NPN’s informal sampling jibes with 
that. It also reveals another fact: 
the people who haven’t received the 
OPW message could use it. They 
have some harmful ideas: 

“I feel that the competitive methods 
used by big oil producers are anti- 
American,” says a lawyer. 

“The oil industry is making a tre- 
mendous amount of money on its 
depletion allowance,” says a television 
writer. “I think the Case incident is 
just a clumsy example of what goes 
on all the time. The big oil companies 
seem to get their way most of the time 
in Congress. Why won’t Dulles tell 
what kind of a deal the Iran Con- 
sortium is? Because it’s probably il- 
legal as hell and some oil companies 
are getting rich off it. Of course oil is 
one of the few industries left where a 
guy can get rich if he is lucky. They 
don’t take it all away in taxes, at least.” 

“I don’t know anything about the 
oil industry. All I know is it’s a good 
racket to get. into. They manage to 
beat most of the taxes, almost every- 
thing they make is tax-free. With this 
giveaway of offshore oil and every- 
thing they’re really making money,” 
says a Los Angeles bank teller. 

“One thing gets me is that the price 
of oil and gas keeps going up,” says a 
Denver appliance salesman. 

“If they’re making all that money,” 
says a department store systems ex- 
pert, “why should they have a subsidy 
all these years? We don’t get any sub- 
sidy in the retail business.” 

“I think the anti-trust division 
should take on the oil industry. When 
I read about suits brought by dealers 
who can’t get gasoline because their 
prices are too low I get extremely 
suspicious of the major oil com- 
panies. I think they want the whole 
pie,” says an engineer. 

“The oil industry’s bad for the 
people because it’s too damn big and 
makes too much profit,” says a New 
York novelist. 

“They’ve got the money, and if they 
want to influence legislation you know 
as well as I do that they can. I’m not 
saying they’ve done anything wrong, 


“Tt is the best public relations program the industry 
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drummed over to the customers, and I don’t have time” 


but you can bet they'll never back 
anything that’s good for the consumer 
and bad for the oil industry,” says a 
California newsman. 

These people are probably more 
out-spoken than the average citizen. 
But some are opinion leaders. Even- 
tually, they'll talk to the Brooklyn 
housewife who now thinks “the oil in- 
dustry seems all right, though people 
don’t always say nice things about it,” 
and to the Massachusetts architect 
whose considered opinion now is 
simply that is “here to stay.” 

None of these people has heard of 
Oil Progress Week. Others, who seem 
to recognize the name, think it’s a 
trade magazine. Only a small minority 
has a real idea of what it’s all about. 

Why is this? Partly because it takes 
time to spread the word in a nation of 
167-million. But three other ideas 
stand out in NPN’s survey: 

e Maybe there’s too much em- 
phasis on the service clubs, offers a 
Rotarian in the Deep South. “I don’t 
think the businessmen—that is, most 
of the people in service clubs—need 
to be sold on the industry. I think 
they already appreciate what the in- 
dustry is doing.” 

e It gets lost in the promotional 
shuffle, says a sales agent in Florida. 
“I don’t think I would be impressed 


OPW: Where the dealer 


“Let’s face it,” says a key OIIC 
official. ““We’re never going to have 
more than 10% of the dealers in this 
thing.” 

To find out why, NPN reporters 
talked to dealers from coast to coast. 
The majority had the same objections: 

“It doesn’t do me any good.” 

“T don’t have the time.” 

A surprisingly big group regarded 
OPW strictly as a promotional scheme 
to sell motor oils, and persisted in this 
idea even after explanations had been 
given. Said a Chicago dealer, “As far 
as I’m concerned they’re all OPW. 
I’m interested in selling oil all the 
time, that’s how I make money.” 

A major-company merchandising 
salesman has this to say: “Oil Pro- 
gress Week should be a benefit to me 
and to the industry. But it doesn’t 
seem to get across to the dealer very 
well. All the people in the companies 


could have. If it doesn’t work, nothing will” 


by the banners you say are put up in 
service stations. Every station has a 
lot of banners—tire sales and whatnot. 
I don’t believe the average motorist 
notices a few more banners.” 

e It gets buried under a lot of 
other weeks, suggests an account ex- 
ecutive at an advertising agency. 
“Have you ever heard of National 
Eat More Tapioca Week, after all?” 

Oil may have a long row to hoe 
with the average citizen, and new 
approaches may have to be found. But 
the industry isn’t walking up to the 
plate with two strikes on the score- 
board. It has friends and rooters, too 
—there are plenty of people like the 
West Coast insurance agent who says, 
“My attitude toward the oil industry 
is benevolent. While it’s been in a 
position to take advantage of the 
public, it hasn’t done so. Prices have 
remained reasonable.” And there is 
still a hard core of backers like the 
San Francisco housewife who says, “I 
believe the oil industry has more civic 
consciousness than any other industry. 
I think its educational work has been 
excellent. It follows the lead of Rocke- 
feller, or his sons at least, in spending 
much of its earnings on the public 
good—projects that might never be 
undertaken if an industry had not been 
so financially successful.” 


stands 


are solidly behind the idea, but it 
doesn’t filter down to the dealer, the 
key point of public contact. 

“The place where the process breaks 
down is the salesman. They’re inclined 
to take the line of least resistance, 
and I’m no exception. Instead of 
plugging OPW to the dealers, we are 
inclined to inspect a restroom or a 
lube bay. 

“This is too bad, because where the 
dealer is enthusiastic, OPW does get 
through to the public in a big way. 
The promotion can definitely improve 
the view of the industry in the public 
mind. In former sales territories I’ve 
had a few dealers who got hot on this 
thing and did a great job.” 

According to many men in the 
dealer segment, inadequate prepara- 
tion should take a lot of the blame 
for apathy at the station. 

“Dealers are not consulted to the 
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extent they have any real part in 
formulating plans,” says B. L. Danese, 
president of a Jacksonville, Fla., deal- 
er group. “We have invited the oil 
companies to sit down in advance and 
discuss plans, but our invitations have 
been ignored. We’re told what we’re 
expected to do, and that’s that.” 

“My biggest complaint,” says a 
Denver dealer, “is that there’s not 
enough advance planning. We don’t 
get enough notice and then there’s a 
lot of folders left over.” 

“We need to have a more thorough 
explanation—a real rundown on what 
to do and what the object is,” says a 
dealer in the mid-continent. 

Some dealers shy away from the 
extra merchandising involved in OPW. 
“My supplier sends me stickers,” says 
a Cleveland dealer, “but I don’t put 
them up because it clutters up win- 
dows, and nobody pays any attention 
to those things anyway.” 

Others are disenchanted with OPW 
because it’s “another week.” Says a 
Californian, “If they want the dealer 
to be any help I think they ought to 
make a bigger splash. Every week is 
some sort of special week now. Then 
they ought to give the dealer some- 
thing he can say in a few sentences. 
We don’t have time to give a lecture 
on the history of the oil business in 
the middle of a busy day.” 

And some dealers just don’t think 
it matters. “No one is conscious of the 
oil industry,” says an Ohio operator, 
“just as no one is conscious that he’s 
wearing shoes until he takes them off 
and gets blisters.” 

But the dealer segment has its share 
of constructive critics, too. Many were 
impressed by last year’s OPW presen- 
tation on television, and feel that the 
industry should depend more on TV 
to get its message across. A number 
of retailer associations are making 
plans for their own TV publicity. 

Another angle: “I think the best 
way to tie in with a promotion pro- 
gram like OPW is to stress the local 
angle. Any local promotion stunt— 
like giving away maps of local spots of 
interest or plugging a local institution 
like the ball club—works better for 
me than a program with nationwide 
appeal.” 

And there are dealers who are un- 
reservedly enthusiastic about OPW. 
One such is Signal dealer Don Donner 
of Los Angeles. “I think the dealer 





“We are still spending . . . time and money talking to ourselves” 


(Story begins on page 100) 
is the one who can really do the job 
if he is given the tools,” says Don- 
ner. He'll use a four-part plan in his 
own operation this fall: 

e Put in window decals—on the 
station, trucks, and customers’ trucks; 

e Have some sort of special for 
customers that ties into OPW; 

e Send out mailers telling the OPW 
story along with lube follow-up cards; 

e Be ready to tell the whole story 
of the meaning of OPW. 

“I feel that regardless of differences 
with suppliers, dealers can gain and 


By and large, oil company manage- 
ment has been a tower of strength 
for Oil Progress Week. Contributions 
from all echelons have been solid. 
But privately, not all marketers are 
happy about the way OPW is going. 

“The program does a lot of good,” 
says one active worker. “But we are 
still spending an enormous amount 
of time and money talking to our- 
selves. These kickoff luncheons always 
seem to wind up full of people you 
work with, instead of outsiders. I 
don’t think there was ever any need 
to sell oil management on oil.” 

A big-company man from the mid- 
dle management level raises his eye- 
brows at several aspects of OPW. 

“From the training standpoint,” he 
says, “the program is poorly imple- 
mented in the field. There is poor 
co-operation at the dealer and sales- 
man level, and lethargy about displays 
and promotions. 

“Why? For one thing, much of 
the material that goes out is canned 
stuff that the dealer is not impressed 
by. He figures, ‘Hell with it, I’ve got 
things to do.’ Add to this the short- 
sightedness of most salesmen. Their 
bread and butter is realiy the industry 
as a whole, but they see only the 
division as their bread and butter. 
This dilution at the dealer and sales- 
man level is really the biggest prob- 
lem of OPW. 

“OIIC is at fault, too. There’s 
little co-ordination with majors—for 
instance in the matter of window 
displays and banners. In our case, 
API has sent out 3 x 6 banners for 
islands. But our islands are loaded 
with banners pushing our own big 
promotion, and we’re not going to 
take them down to plug OPW. 

“Again, volumes of mats and news 
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help the industry in OPW,” says Don- 
ner. “You've always got internal prob- 
lems and it doesn’t do any good to 
take them to your customers at the 
island. All they want is a smiling face 
and interest in the job to be done. 

“If dealers don’t take part in OPW 
it’s the companies’ fault,’ Donner 
concludes. “Only a few of them are 
making any effort to get information 
to the dealer or even give much news 
about OPW in their company publica- 
tions. But even so—at least in South- 
ern California—lI think this will be the 
year the dealer gets going. 


ent has to say 


materials go out to company papers. 
But no survey has ever been made to 
determine which papers are offset and 
which letterpress, and no survey to 
find what size mats can be used. Some 
of the material winds up in the waste- 
basket, not because it isn’t good but 
because it isn’t physically adaptable 
to the needs of publications. 

“A while back, I was on an OIIC 
committee. The same problems arose 
then. We need a complete reorganiza- 
tion right down through the sales 
operations of the various companies. 
We need to sit down and take stock 
and find out why OPW is not the 
howling success it might be.” 

A New York assistant manager 
of marketing observes that in certain 
areas, OPW is a howling success. 
“Out in the properties it goes strong,” 
he says. “In the areas where we have 
manufacturing and __ transportation, 
there’s real impact. But so far as 
marketing goes there’s little effect.” 

It’s not easy to evaluate just how 
successful the marketing program has 
been. It seems to look different from 
various angles. “I was state chairman 
of OIIC for one year,” says a jobber. 
“I got the impression that the higher 
echelons in the industry felt they 
were doing a great job in advertising 
OPW, but they didn’t get down to 
the local level in the way they should. 
Plans and copy were prepared by high- 
falutin, high-pressure agencies instead 
of by local agencies with the help of 
local committees. 

But opinions are divided on the 
question of localization. There are 
plenty of marketers who agree with 
the Union Oil Co. of California man 
who says, “Personally I feel they 
would accomplish a lot more if they 


would put the same amount of time 
and effort into a good two-hour 
spectacular on television.” 

There are other slants: 

“It comes too late. Our big season 
is summertime,” says a Midwest 
jobber. 

“The weak will be a lot stronger 
and participation a lot greater when 
all OPW material is free,” says a 
district OIIC representative. “Com- 
panies should bear the costs of banners 
and displays. There’d be a lot more 
enthusiasm among dealers that way.” 

“OPW used to be all right, but 
it seems to be a little less effective 
each year,” says a company executive. 
“One of the weak spots is that the oil 
company people assigned to it should 
be allowed the time and money to do 
a good job. As it is, the president 
tells them to go ahead and participate 
in OPW ‘so long as it doesn’t inter- 
fere with your other duties.” That of 
course isn’t desirable because any 
executive who puts his time into 
OPW on that basis would be indicat- 
ing to the boss that he didn’t have 
enough to do on his regular job.” 

Then there’s the problem of the 
man who’s got the time but can’t get 
excited enough to give it. “I’m vice 
chairman of our group,” says a Cali- 
fornia distributor, “but they meet bi- 
weekly on Friday, and frankly I 
haven’t been able to bring myself 
to give up my Friday golf game.” 

“Almost all oil men feel they are 
too busy,” says an OIIC man in the 
Great Lakes area. “Personally, I feel 
they simply don’t understand the basic 
public relations job as contrasted to a 
publicity program. It’s not an im- 
mediate dollars-and-cents sort of 
thing.” 

Where does all this leave Oil 
Progress Week? “I don’t know,” says 
a West Coast executive. “Getting 
everybody to agree on a public rela- 
tions program is quite a task. How- 
ever, it’s gone on for eight years and 
hasn’t exploded yet, and I don’t think 
it will. It’s a strong, sound program, 
on good ground, and it won’t dis- 
appear. I think the public has better 
understanding of us now than it did 
10 years ago, not always as much 
as we'd like, but still... . 

“Look at the program the other 
way. If there were no OPW—no OIIC 
—where would we have been? I think 
we would have been in a hell of a 
mess. Sometimes we must measure 
progress not by how far you go for- 
ward but by how far you keep from 
going backward.” a 
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New Octane Scale Is Here 


It provides a familiar measure for new super-fuels 


by extending the old anti-knock yardstick—but 


new higher prices may seem strange to motorists 


H OW CAN SOMETHING be better 
than perfect? Motorists, used to 
thinking of 100-octane as a mark of 
perfection, will be asking marketers 
that question as car engine compres- 
sion ratios go higher, and gas@ines 
with 100-plus octane ratings find their 
place in the market. 

The answer, of course, is that 100- 
octane gasoline isn’t “perfect.” The 
100-octane mark was merely the top 
of the old yardstick for measuring the 
anti-knock quality of motor fuel. Now, 
a new yardstick that extends the old 
scale is coming into use. 

Reference Fuels—Both old and new 
yardsticks rate a gasoline’s octane by 
comparing its tendency to knock in a 
laboratory engine with that of a par- 
ticular fuel. The old scale used a 
reference fuel made of iso-octane 
(rated at 100) and normal heptane 
(rated at 0). The octane rating of a 
gasoline was the same as the per- 
centage of iso-octane in the reference 
fuel that gave the same knock per- 
formance in the test engine. 

The new yardstick calls for a ref- 
erence fuel made of a blend of tet- 
raethyl lead in iso-octane. Its highest 
measurement will be 120.3 octane 
number when the reference fuel con- 
tains 6 milliliters of TEL per gallon of 
iso-octane. 

This is the same reference fuel used 
to test the anti-knock quality of avi- 
ation gasoline, which is rated in per- 
formance numbers. These differ from 
the octane numbers that have always 
been used for automobile fuels. Gen- 
eral Motors Research Corp. developed 
a formula for converting performance 
numbers to octane numbers above 100 
that is the basis for the new, virtually 
continuous scale. 

What’s Important—Oil and auto- 
motive men have been wrangling for 
some time over ways to measure 
super-octane fuels, Not everyone is 
happy with the new scale, but the 
chief argument in its favor was put 
forth at the May convention of the 
American Petroleum Institute’s divi- 
sion of refining. 

Then, R. C. Alden of Phillips Pe- 
troleum Co., chairman of the petro- 
leum products committee, said bluntly: 
“The most important feature of any 
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new anti-knock scale is what it will 
mean to the many laymen in the oil 
and automotive industries and to the 
general public—not what it may mean 
to anti-knock testers and engine ex- 
perts.” 

Marketers naturally have the most 
cause to be happy with a scale whose 
terms will be meaningful to motorists. 
The new seale also offers these ad- 
vantages to refiners: it uses a familiar 
reference fuel, and it is almost exactly 
continuous with the old scale. There is 
a break just below 100, but it’s so 
small as to be insignificant. 

Why There’s Trouble—Some re- 
finers are unhappy because it’s much 
more expensive to raise a fuel’s octane 
rating from, say, 102 to 103 on the new 
scale than it is to increase it from, 
say, 93 to 94. This happens because 
there are more performance numbers 
per octane number above 95, and be- 
cause the refining processes used to 
raise gasoline even one performance 
number in the super-premium range 
are slightly more expensive than those 
used to raise the level up to 95 octane. 

Premium and regular grades come 
from the same refinery pool of gaso- 
line, and to raise the rating of pre- 
mium the level of the whole pool must 
be increased. According to L. W. 
Moore of American Oil Co., it costs 
about 3¢ bbl. to raise the pool level 
enough to boost premium from 93 to 
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94 and about 15¢ bbl. to raise pre- 
mium from 102 to 103, for example. 

Some or all of this cost may even- 
tually be passed on to the consumer. 
It’s to the interest of all marketers to 
make motorists understand why super- 
grades may seem disproportionately 
more expensive than ordinary gas- 
olines. 

For instance, there are ways to 
measure the added value to motorists 
of the new high-octane fuels. If octane 
ratings were 96 for premium and 89 
for regular, costing 32¢ and 30¢ re- 
spectively at retail, then 102-octane 
premium and 95-octane regular would 
give slightly more than 3¢ gal. worth 
of added power and efficiency—if the 
car engines could use them. (Seven 
octane numbers is the usual difference 
between premium and _ regular | gas- 
olines, which are assumed to remain 
at a 30%-70% sales ratio.) These 
figures were estimated by B. B. Turner 
of Ethyl Corp. in an API report. 

It’s Approved—The new scale had 
to get approval from a committee of 
the American Society for Testing Ma- 
terials before it could be used by the oil 
and automotive industries. This was 
tentatively given in June; it will take 
a year to publish details and complete 
formalities to make the scale official, 
but the industries are free to use it 
now. 

A committee officer reported that 
while the decision to approve the new 
scale wasn’t unanimous, it did have 
“the support of a large majority of 
manufacturers and consumers of mo- 
tor fuels.” And even those who 
weren't entirely in favor of the new 
scale preferred its adoption to further 
indecision. 

That’s only natural, since gasolines 
with 100-plus octane ratings are on 
the doorstep right now a 
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For oil marketers, these will be 





MORE V-8 ENGINES 


Power plants will be about 84% V-8's in the 1957 


models, against a figure of 76% this year. Only 
fleet sales keep 6's in the picture 








HIGHER COMPRESSION 


Weighted average for compression ratios will climb 
from 8.45:1 this year to a high of 9.14:1. About 
9% of the new cars will hit 10:1 — or top it 
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PREMIUM NEEDS 


Car makers will recommend premium gasoline for 
58% of next year’s models. But improved regulars 
may curb part of the boom in premium sales 





FEWER LUBE FITTINGS 


Chassis lubrication market in for another beating. 
Average number of lube points on ’57 cars will be 
9.04, against this year’s average of 15.6 


How the 57 Cars Will Affect You: 


HE EIGHT BIG CHANGES above will 
mean a lot to oilmen over the 
next year or two. 

Starting in November, when the first 
of the ’57 cars starts rolling off De- 
troit production lines, they'll spell 
good business for gasoline marketers, 
especially in premium-grade sales. The 
outlook is not so good for lube oil and 
automatic transmission fluids. In TBA, 
it looks like a year of sharp change. 
New tire sizes and coming trends in 
accessory equipment point to compli- 
cated inventory and service problems. 
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These predictions are based on ad- 
vance technical data on 1957 model 
cars—data obtained directly from car 
manufacturers. Here, in detail, is what 
it means: 

Engines and Fuels — Stepped-up 
production of V-8’s indicates that at 
least seven six-cylinder models of 1956 
will be dropped from the 1957 lineup. 
One maker who is dropping two 6’s 
will make only one available, and that 


By HOLGER RIDDER 
NPN Automotive Editor 


will have manual shift. The move 
caters to the fleet-sales market, but 
leaves the maker with a low-price, eco- 
nomical car for those who want it. 

One line is expected to turn up with 
a fuel-injection system (NPN—Aug., 
p85), but by and large the V-8 will 
monopolize the power-plant scene. 
About 84% of the new models will 
have V-8’s under the hood, against 
76% this year. 

If the compression-ratio outlook for 
1957 is any clue, the upward surge of 
octanes will continue. For the last 
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the major changes in the new cars: 
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LOWER ‘A-T’ 


REFILLS 


Automatic transmission refill capacities will drop 
from the current 10.8-qt average to 9.3 qt. Two 
models will be down to the six-quart range 











SHRINKING CRANKCASES 


Refill capacity in crankcases will drop, too, but 
not so sharply. New models will average about 
4.8 qt, compared to 4.9 qt this year 





SMALLER TIRE SIZES 


Big TBA news is the switch from 15-inch to 14-inch 
tires by 83% of 1957 cars. One small line stays 
with 13-inch size, others stand pat with 15's 














ADDED ATTRACTIONS 


Air conditioning will arrive in a rush, posing 
new service problems. Seatbelts hold on. Other 
twists: transistor radios, out-of-car speakers 


A Special Preview from Detroit 


model will be without. About 40% of 
the filters will be in the gasoline tank, 
20% in the fuel tank and carburetor, 
and 27% in the fuel tank and fuel 
pump. The rest will be divided be- 
tween the carburetor and fuel pump. 


three years, no engines with compres- 
sion ratios lower than 7:1 have been 
produced; next year, anything lower 
than 8:1 will be a rarity (about 1% of 
production). Weighted average, based 
on estimated total production, will be 
9.14:1. And it’s a good bet that the 
58 cars will push the 10:1 average. 
About 9% of next year’s engines will 
probably reach or pass that point, 
while 63% of production will be in the 
8:1 to 9:1 category. 

Auto makers will recommend pre- 
mium fuel for about 58% of the 1957 


models; in 1956 it was 40%. Steadily 
improving regulars could alter this pic- 
ture over the space of a year, however. 
Ethyl Corp.’s July survey shows the 
national average for regular at 90.1 
research octane. That kind of fuel can 
handle engines in the 8.5:1 class, and 
ratings for regular can be expected to 
continue going up. On the other end 
of the scale, new super premiums of 
100 octane or more should satisfy the 
most powerful of the ’57 engines. 
Over 99% of the cars will come 
equipped with fuel filters—only one 
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Gasoline tank capacities won't 
change much, but more models will 
switch to a gasoline fill pipe in the 
center of the rear of the car. This 
year 21% were serviced this way; 
next year it will be 37%. Fill pipes in 
the left rear fender are also popular. 
This year 52% were there; next year 
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“. . . the °57 models supply further evidence that 
production-line cars and dream cars are coming 
closer together... 


99 


(Story begins on page 104) 
it will be 62%. 

Lubrication—A few new cars will 
have more lube fittings than last year, 
but the majority report is grim: the 
average will fall from 15.6 in 1956 
to 9.04 in 1957, as several models 
drop eight or nine fittings per car. One 
company toyed with the idea of 
eliminating all fittings, wound up keep- 
ing eight. For this company, if not 
others, the car without fittings may be- 
come a reality in 1958. 

Use of push-button lubrication will 
take another sharp upturn. Lincoln 
is presently equipping more than half 
its factory production with the Multi- 
Luber, first introduced in 1955. Mer- 
cury is at the 16% figure, and both 
lines report a steadily increasing rate. 
The climb is slow but sure. 

With one exception, air springs ap- 
parently won’t make the grade this 
year. But they may appear in special 
models later in the season, and look 
like a sure thing for large-volume pro- 
duction in 1958. Meanwhile, one of 
the Big Three will use a torsion-bar 
ball-joint suspension in  front—an 
adaptation of the torsion-bar suspen- 
sion first introduced by Packard. 

Automatic transmission refill capac- 
ities will take a big dive next year— 
from 10.8 qt to 9.3 gt. The old ten- 
quart range gives way, in a couple of 
cases, to six-quart capacity. Crank- 
case capacities will drop too, but not 
so much—from 4.9 qt to 4.8 qt. 

The automatic transmission fill pipe 
will be reached from the right in 90% 
of the new cars. Motor oil fill pipes 
will be on the right in 33% of the cars, 
on the left in 26%, and accessible 
from either side on the rest. 

Initial factory-fill capacity of rear 
axles appears to be up slightly—to 
about 4.8 points. This will be offset 
by the trend toward eliminating drain 
plugs or recommending that rear-axle 
lube be changed only when major re- 
pairs are being made. 

About 68% of the new models will 
have hydraulic valve lifters. That’s a 
gain of about 8% over this year. 

Oil filters will be standard on about 
72%. That’s also up about 8%. Ap- 
proximately 65% will have full-flow 
filters as standard, while the rest will 
be the bypass type. 

TBA and Services—The big noise 
in the TBA field comes from the 
changeover to 14-inch tires by about 
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83% of the new models. One line will 
stick with 13-inch tires, the rest with 
the conventional 15-inch. There will 
also be a trend to lower pressure. Most 
recommended pressures will be in the 
22 psi range, and none will be over 
24 psi. 

Most popular tire sizes will continue 
to be the 7.60 x 15, 7.10 x 15 and 8.00 
x 15. In the 14-inch tire, about 60% 
of the new models will be shod that 
way. The coming cars will carry 14- 
inch tires ranging from 7.50 x 14 up to 
9.50 x 14. 

An important service change will 
come with adoption of disposable pa- 
per air filters by about 44% of the 
new models. About 38% will hold 
with the oil bath variety. About 8% 
will have oil-wetted filters, and the rest 
will have the dry type. 

In the radiator, average 1957 cool- 
ing capacity will be 18.8 qt, against 
20.03 this year. That means a slight 
dip in antifreeze market potential. 

The spark plug market will stay on 
the rise, in keeping with the swing to 
V-8’s. About 73% of new models will 
use the 14 mm size; the rest will go 
with the newer 18 mm. AIl cars will 
have 12-volt electrical systems, as they 
did this year. 

Batteries will stay about where they 
were last year: 54% serviced from the 
right, 41% from the left, and the 
others from various spots. Some late 
special-model introductions may have 
batteries in the trunk. One reason for 
this shift is increased under-hood tem- 
peratures caused by air conditioning 
systems. 

Windshield wipers on the new cars 
will be about 83% vacuum-operated 
a drop from 91% in 1956. Electric 
wipers will be standard on more than 
16% of the cars and optional on 27%. 
Windshield washers are moving up as 
standard equipment, from about 2% 
in 1956 to 7% next year. Most cars 
offer them as optional equipment, and 
some states have enacted laws requir- 
ing washers installed on all new cars 
as of the first of next year. Manufac- 
turers may still list them as extra cost 
items but every car is expected to have 
them. 

Power brakes will be standard on 
about 10% of the new cars, up from 
7% last year. Popular demand for this 
option is apparently growing fast, and 
a much higher percentage actually 
shows up in the market. The same goes 


for power steering; 9% of next year’s 
production will have it as standard, but 
option purchases will probably run 
three times that. 

Dual exhaust systems are also mak- 
ing headway. Next year 18% of the 
new cars will have them, against 14% 
this year. Once again, customer de- 
mand should outstrip this figure con- 
siderably. 

A few models will have two head- 
lights per fender, but the number will 
be limited until that type of light is 
legalized in all states. 

Styling—The °57 models will supply 
further evidence that production-line 
cars and dream cars are coming closer 
together. The over-all effect will be 
lower, more rakish. Some models will 
drop five inches in height, others will 
be lengthened up to 14 inches. 

Possibly the most important new 
trend in accessories is air conditioning. 
Auto industry men predict that four 
out of five cars will have it within five 
years. But many are saying that service 
stations and garages are inadequate to 
diagnose and service air conditioning 
systems, and they see a problem build- 
ing up in that direction. It’s something 
for marketers to start thinking about. 

Transistor radios will make an 
across-the-board appearance in one 
Big Three maker’s lines. One model 
will have outside speakers mounted in 
the radiator grille for picnic listening. 
Chrysler’s “Highway Hi-Fi” will be 
back again. 

Seatbelts will be back, too, but their 
novelty seems to have worn off. Latest 
figures show about 7% sales at the 
factory, and safety men say their sur- 
veys show that a disappointingly low 
number of motorists use the belts after 
their newness fades. 

The °57 Pitch—With the optional 
equipment and accessory picture the 
way it is, it looks as if the Detroiters 
will have plenty of ammunition in the 
battle to sell more cars. Actually, the 
big push this year will be on economy 
of operation and the so-called safety 
of being able to pass every other driver 
on the road. But if sales slip or com- 
petition dictates, the auto people also 
may start talking horsepower—and 
horses will be up this year. That goes 
for every model, so the race could be 
a hot one. = 


Want More Information .. . 


on ‘57 model statistics? It's available 
in specially compiled tables showing 
eight-year trends in engine types, com- 
pression ratios, premium needs and 
chassis lubrication. You can have it 
by writing: 

Editor, National Petroleum News, 
330 W. 42nd St., New York 36, N. Y. 
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want a live wire operation ? 


Live-wire operators can be ham-strung by formulas 
they can’t use. It can be your trouble — right now. No 
such restrictions when your supplier is Ashland Oil 

& Refining Company. Reason? Ashland Oil 

knows how to work with live-wire independents. 

We supply a better gasoline —for better sales ——and a 
better group of petroleum products. We do not supply 
restrictions. Result: you can be the live-wire 


operator you always hoped to be! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
0., 1402 Federal Reserve Bank Bldg. — CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0., Standard Bldg. — DETROIT, 
MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 — FREEDOM, PA.— 
LOUISVILLE, KY., 1202 S. Third St. — NASHVILLE, TENN., 5 E. Main — PADUCAH KY. — PITTSBURGH, PA., 711 Park Bidg. 


The Independent Brand for Independents 
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@ Cabinet Committee on Small Busi- 
ness has recommended a one-third tax 
cut and other federal help for small 
business. President Eisenhower prom- 
ised “prompt and favorable con- 
sideration” of the proposals. At the 
same time, a special Democratic Party 
study committee issued a _ report 
charging “the big business team of the 
Administration is squeezing small in- 
dependent concerns out of business.” 


SIGNIFICANCE: Washington circles are 
worried about the rise in small busi- 
ness failures over the past few years, 
and the effect it could have at the 
polls. For oil jobbers, the proposals 
would mean a lower corporate tax, an 
accelerated depreciation formula, and 
an option permitting firms with less 
than ten shareholders to be taxed as 
partnerships. If proposals are enacted 
and have desired effect, some majors 
might find it economical to expand 
jobber operations (NPN—Aug., p 92). 


@ American Motors reveals it has de- 
veloped an air-cooled, 200-lb, V-4 
engine. The 62 hp unit has a com- 
pression ratio of 7.5:1 and can operate 
on regular grade gasoline. It can also 
be made as a 2, 6, or 8 cylinder en- 
gine, either V-type or horizontally 
opposed. 


SIGNIFICANCE: Detroit experts specu- 
late that the U. S. market is ready for 
the introduction of a popular small 
car. They point out that Volkswagen 
expects to sell 60,000 or more cars here 
this year—roughly 1% of the market. 
Small cars may be one answer to 
small companies’ sagging sales. 


@ American Petroleum Institute’s divi- 
sion of transportation has compiled 
sample figures on in-transit tank ve- 
hicle accidents. They show an ex- 
tremely small, almost negligible num- 
ber of cargo spills and fires. They also 
indicate that trucks average one ac- 
cident for every 58.6-million revenue 
gallon miles; semi-trailers under 4,200- 
gal. capacity run about 168.5-million 
rgm per accident; and semi-trailers 
over 4,200-gal. average about 300.2- 
million rgm per accident. (Revenue 
gallon miles are found by multiplying 
gallonage by half the average round- 
trip mileage per load.) 


SIGNIFICANCE: “Use of tank truck 
equipment of larger capacity sub- 
stantially reduces the chance of acci- 
dents in relation to the work per- 
formed.” says API. 
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@ All but two major companies re- 
ported higher net incomes for the first 
six months of 1956 compared to the 
first half of 1955. Many companies set 
half-year records. Gulf Oil Corp. led 
the parade with a 50% increase, fol- 
lowed by Imperial Oil, Ltd. with 
39% and Standard Oil Co. (Ohio) 
with 32%. Cities Service Co.’s income 
went up 20% despite a three-month 
refinery strike. Only Union Oil Co. 
of California and Richfield Oil Corp. 
(California) showed lower profits this 
year than last. 


SIGNIFICANCE: First-half reports in- 
dicate that 1956 is likely to set new 
profit records all around when final 
results come in. 





Who’s the latest major... 


to climb aboard the dealer conference 
bandwagon? See page |10 





@ The South Carolina Oil Jobbers As- 
sociation voted unanimously to in- 
crease its dues rates about 60% to 
expand activities. The new rate is 8¢ 
per 1,000 gal. of product handled. 
Minimum dues will be $3 per month. 
Maximum will be $25. 


SIGNIFICANCE: Move will more than 
double the dues of most members 
and will boost annual revenue from 
$5,000 to $15,000. The association is 
planning to launch a membership 
drive to raise its total from 80 to 150 
members. One goal is a_ full-time 
executive secretarial staff under W. L. 
Heinz, who has served as secretary- 
treasurer on part time basis. Through 
the campaign, the association hopes 
to strengthen its position locally and 
nationally. 


@ Legislation to upset “good faith” 
defense in price discrimination cases 
has died in Congress. Bill was tied to 
pre-merger notification measure spon- 
sored by Sen. O’Mahoney (D-Wyo.) 
but failed to reach Senate floor be- 
fore adjournment. 


SIGNIFICANCE: The bill is dead, but 
not forgotten. Sen. Kefauver (D-Tenn.) 
says he is “certain it will be one of 
the first bills to be introduced in the 
next session.” Industry split developed 
rapidly after House passed measure, 
with NOJC opposing bill and NCPR 
supporting it. Same alignment of 
groups is expected if bill is revived 
next year. 


@ The Internal Revenue Service has 
ruled that jobbers can get tax refunds 
on gasoline they blend with kerosine 
for farm tractor fuel. 


SIGNIFICANCE: The government’s giv- 
ing a break to jobbers with farm cus- 
tomers. It’s not known how many will 
be affected by the ruling, but the 
original request for it came from 
South Carolina, where the blending 
procedure is common. No tax is paid 
when a jobber buys special motor 
fuels already blended by the supplier 
if they’re intended for farm use. 


@ A Detroit suburb, Riverview, has 
become the twenty-third Michigan 
community to adopt an ordinance 
restricting construction of service sta- 
tions. 


SIGNIFICANCE: Growing number of 
local ordinances in Michigan and 
other states points up the success of 
National Congress of Petroleum Re- 
tailers in campaign to control service 
station growth. John Nerlinger, sec- 
retary of NCPR, says his group is not 
interested in preventing station build- 
ing, but is opposed to what he calls 
overbuilding. 


@ Esso Standard Oil Co. has created 
a new reseller division within its 
marketing department, to handle the 
company’s jobber operations. 


SIGNIFICANCE: Esso’s taking steps to 
keep jobbers happy. J. A. Miller, 
general manager of marketing, says, 
“This part of the petroleum industry 
is so important it must be given more 
emphasis than it has received in the 
past.” 


@ American Oil Co., a subsidiary of 
Standard Oil Co. (Indiana), has re- 
tained Industrial Surveys, Inc., to con- 
duct a study of independent Los 
Angeles gasoline retail marketers. The 
study will be used to evaluate the 
possibility of marketing Amoco 
branded lube oils through independent 
retailers in the L. A. basin. 


SIGNIFICANCE: Already selling lube 
oils in the San Francisco Bay area, 
Amoco has been looking into possi- 
bilities of retailing through self-serves 
in L. A. This would require a new 
high degree of co-operation among 
self-serves, and could even be a door- 
opener for eventual entry of Amoco 
gasoline. 
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Bennett 


A 


ELECTRIC CONSUMER PUMP 


Now, for the first time, a consumer type gasoline 
pump with greater dial visibility and fueling ease. 


Register 


NEW 
NEW 


... featuring the convenience of 
“Multi-Level” Fueling Design 
where new extra pump height 
coupled with the “tilted” dial 
area assures perfect readability, 
regardless of vehicle size or ele- 
vation of vehicle fuel tank. No 
more stooping or bending... 
makes every fueling operation 
easier. Marketers can realize 
big returns on low initial invest- 
ment — stimulates larger bulk 
deliveries with fewer stops. 


Lighted 


Horizontal 


NEw 
WE 


Dial Face* 


“*Multi-Level”’ 
Tilted Dial 
Area 


51” Overall 
Height 


@ Direct drive rotary vane 
pump and motor eliminates 
gears, belts or pulleys 


e Adjustable compression type 
coupling eliminates alignment 
problems 


@® Heavy gauge steel housing 
over rugged welded chassis 


e Easy accessibility for inspec- 
tion and service 


Write today for full details, 


Mut cant discount ReNNeft Chally 


*¥ Optional 
At 


Extra Cost 


Se Woop Company 


Bennett Pump Division - Muskegon, ee 





September, 1956 > 


NATIONAL PETROLEUM NEWS 





Well-trained leaders are one of the keys to 


Making the Conference Method Work 


Here are some ideas that came out of a Texaco dealer session ral 


TRAINING in The Texas Co. worked 
up a full head of steam this month. 
Into the battle for dealer improvement, 
Texaco launched an energetic and ex- 
pensive dealer program based on the 
conference method. Before the pro- 
gram reaches its climax in November, 
Texaco expects to spend $50,000 on 
materials alone, and to reach 50,000 
dealers and assistants in 3,500 separate 
conferences. 

What’s more, Texaco’s bombastic 
sales promotion manager, J. M. (Jack) 
Gregory (see profile on page 226) con- 
fidently predicts a 25% increase in 
non-gasoline sales at retail outlets. If 
the prediction comes true, Texaco will 
pour out more than $250,000 in the 
next four years for dealer conferences. 

The conferences are basically 
planned bull sessions, built around 
topics such as neighborhood soliciting, 
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selling in the lube bay, and merchandis- 
ing in the salesroom. They give dealers 
a chance to “sound off” about pet 
peeves, and salesmen a chance to get 
sales messages across informally. 

Texaco sees three primary advan- 
tages in the dealer conference method: 

e It ensures attention and active 
dealer interest. 

e It uncovers negative attitudes as 
they are being formed. 

e It removes many obstacles to the 
“sale” of ideas. 

Motivating dealers to learn new 
techniques and methods has always 
been a bugaboo for major companies. 
Dismal attendance and _indiscreet 
yawns have often discouraged sales- 
men from planning dealer meetings. 
In the time-tested round table con- 
ference formula, Texaco thinks it may 
have the happy key to motivation and 


thus to new techniques and more sales. 

Reactions to the Texaco leap vary 
among marketers. Sinclair started 
dealer conferences about a year ago, 
is completely sold on the idea. (See 
NPN—May,. p98). 

Shell Oil Co.’s field divisions have 
been developing local dealer confer- 
ences to attack station problems. And 
a Shell Oil Co. of Canada official 
notes, “our lessees in Toronto and 
Montreal are gathering in small groups 
with their respective sales representa- 
tives to hold conference-type meetings 
that have a double purpose. 

“The purpose is to discuss the prob- 
lems that every service station man 
meets; and to find means of solving 
a 

About a year ago Socony Mobil 
introduced the conference idea to 

(Continued on page 112) 
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MANAGEMENT 


“Let's talk about your stations, What are the obstacles “The dealer is often too busy to take the time to close 
to selling?”—Salesman Jim Barthelow a hard sale”—Dealer Henry Grubbe 


hae 


“The $64,000 question: What can we do to cash in “People come into the station in a buying mood. You've 
on selling opportunities?”—Salesman Bob Mutch got to uncover their needs”—Dealer Bert Koenig 


“Some pressure is needed to close a sale. Price and time “If you oversell, you'll drive customers away. Concen- 
are obstacles to be overcome”—Dealer Bob Jacoby trate on one item at a time” —Dealer John Rothschild 
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(Story begins on page 110) 

dealer training on the West Coast. In 
the past six months, according to 
Socony, use of the conference has 
spread to other marketing areas. So- 
cony Officials say frankly they are 
enthusiastic about the possibilities of 
the method, but will keep the pro- 
gram on a district level for the time 
being. 


Mixed Emotions 


Esso Standard Oil has used the 
conference method for a number of 
years with mixed success. Esso train- 
ing men emphasize an important point: 
success of the conference depends on 
the quality of the leader. One executive 
said flatly, ‘a prime modern sales 
requirement is the ability to run a good 
conference.” But good men are hard 
to come by, training people complain, 
and are soon moved up the Esso 
ladder out of reach of dealer training. 

At least two other companies are 
cool to conferences. One, in the throes 
of developing a new practical training 
program, says the conference method 
will be used in the future, but only as 
a limited aid to demonstrations, lec- 
tures, and practical work. The other 
says it has no use at all for dealer 
meetings of any kind—conference, 
demonstration, or lecture. There is 
no substitute, the company claims, 
for on-the-job training. 

Training the Trainers—Most majors 
agree that without a topnotch leader, 
a conference can fall flat on its round- 
table nose. To solve the problem of 
leadership, Texaco conducted con- 
ference meetings for 700 salesmen 
around the country. In training the 
trainers, Texaco examined salesman 
reaction to the idea, reported an over- 
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“Your customers depend on you. You’ve got to convince them you have an 
interest in their cars.” Fred Frick, superintendent of sales training, New York 
district, talks with dealers Rothschild and Jacoby. 


whelming response. Gregory looks for 
salesman enthusiasm to carry the pro- 
gram over the top and set attendance 
records for Texaco dealer meetings. 

The conference method got its real 
start in Texaco in the management 
development program. Faced with the 
problem of jumping young, relatively 
inexperienced salesmen to zone man- 
agers, Gregory huddled with the 
Indiana University Business School 
faculty. Dr. John F. Mee and his staff 
came up with the conference idea as 
the way to uniform training of old 
hands and green horns together. Set 
up in 1952, it has run on a continuing 
basis since then. Gregory calls the 
management development program the 
most successful training job ever 
undertaken by Texaco. 

Encouraged by that victory, Gregory 
called in Joseph Rothman, prize-win- 
ning Texaco film consultant. After a 
careful study, Rothman reported vis- 
ual aid materials were excellent, but 
methods of presentation lagged far 
behind. Lessons taught in dealer meet- 
ings were never applied to station 
operation. In 48,000 miles of travel, 
Rothman complained, no Texaco 
dealer had tried to sell him anything 
but makeup oil and gasoline. 


Brainstorms and Revisions 


Rothman and Gregory sketched out 
a dealer conference program and brain- 
stormed it on a group of dealers in 
the Long Beach, Calif. Response was 
good; the program was re-written and 
tested on a pilot group in the Dallas- 
Fort Worth area. Re-written once 
more, a third test was made on an 
above-average dealer group (gallon- 
age: 29,500 per month) in Dallas. 

The kinks were smoothed out. Tex- 


aco stretched its giant legs full stride. 
Gregory laid out a schedule of nearly 
30 conferences a day for a four-month 
period. Rothman produced a film to 
be shown at the end of each confer- 
ence session. Mee flew east to christen 
the program in a widely ballyhooed 
address to the Sales Executive Club in 
New York. 

Conferences began immediately. In 
the pictures on the preceding pages, 
dealers in the northern New Jersey 
district met in Teaneck to kick around 
ideas for selling on the driveway. It 
was a widely varied group. One dealer 
had been in business only three weeks. 
Another had an average monthly gal- 
lonage of 150,000. One of the salesmen 
was a former Navy jet pilot who re- 
laxed by flying his own plane out of 
nearby Teterboro Airport. 

Uniformly Neat—Dealers and sales- 
men wore Texaco station uniforms— 
an attempt to up-grade the prestige of 
the familiar olive-green clothing. Con- 
versation around the V-shaped table 
was informal; first names were used. 
Texaco officials who were there to 
observe kept in the shadows. 

Discussion followed a close parallel 
to the practice sessions run by sales- 
men. Dealers surprised themselves, and 
salesmen too, by casually describing 
merchandising techniques that the sales 
promotion department had _ taken 
months to formulate. As the lights 
winked out for the final film, officials 
had a sense of satisfaction. 

The real test, of course, will come 
in the months following when sales 
figures come into Gregory’s New York 
office. But increased sales are not the 
only gain Texaco is looking for. Greg- 
ory and Rothman hope for an increase 
in dealer prestige that will eventually 
attract station operators of higher 
caliber. 

New Ad Campaign — Texaco is 
running a new advertising campaign 
built on the theme “Mr. Service.” It 
will emphasize the dealer as an im- 
portant man in his local community. 
Eventually, Gregory says, the con- 
ferences could grow into monthly af- 
fairs with social as well as business 
aspects. The dealer may be able to 
relax and feel he’s an important cog 
in the Texaco marketing wheel. 

“We can’t force anything down the 
dealer’s throat,” says Gregory. “He 
must learn voluntarily.” Dr. Mee says 
the conferences will be successful 
only if the dealer is made to feel he’s 
got something for himself. 

As figures on driveway selling begin 
to come in, Gregory adds, “Nothing 
would make one of our salesmen 
happier than to work his head off for 
a successful dealer.” e 
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money can't buy... tut Conor 


REAR VIEW SHOWS HOW everything is arranged 
for fast, easy service. Complete with 90 GPM pump. 
Piped to pump in or out through your hose reel. 
Compact meter has auto stop and ticket printer. 
150 ft. of 1% inch hose. Remote controls to oper- 
ate clutch, throttle and rear power take-off. 


Columbian 3-Point Support 
Rides Better — Protects Tank 
o] Only Columbian has this safer-driving, better bal- 
anced, tank-saving feature. The tank rides on a 
single pivot at front, anchored at the rear on each 
side. Load stays balanced and tank shell is pro- 
tected from road shocks and twisting strains. 





CONVENTIONAL cradle COLUMBIAN truck 
mounted, strapped down tank maintains an 
tank must follow every even keel on 

twist of chassis frame. any kind of road 








FUELOADER 
Fuel Oil Truck Tank 








COLUMBIAN STEEL TANK CO. 


P. O. Box 4048-1 Kansas City, Mo. 


STEEL-— Master-crafted by Columbian... First for Lasting Strength 







1 Seotng 


ELLISVILLE MO 
LOCA 30000 





MASTER-CRAFTED BY 


OLUMBIAN 


SINCE 1893 











Profits in fuel oil delivery depend to a large extent on 
the number of deliveries you can make in a day with every 
unit. No matter what you spend for a tank—you can’t get 
more efficient, convenient arrangement for speedy servic- 
ing than the COLUMBIAN FUELOADER gives you at low 
investment. Here is a good-looking, precision engineered 
truck tank. And it’s designed and equipped to cut three to 
five minutes off every delivery. One way streets and nar- 
row alleys are no problem—the rear-platform mounting 
gives you unobstructed access from either side to all servic- 
ing equipment...including electric drive hose reel and 
meter inside flip-up door cabinet. 














Master-Crafted Columbian Fueloaders with 3 compart- 
ments in either 1800 or 2000 gallon capacity are available 
for immediate delivery. Columbian is also designing and 
delivering custom-built units in 2500 to 4000 gallon 
capacities 














NOTE: These Columbian Features: Semi-rectangular, smooth skin 
shell « full length stee!} sills, integral mounting + vertical, deep-dished 
single partitions front and rear heads « full length, drained flashing 
« safety steel run boards, both sides + streamlined trim skirting 
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Here it is . . . the POWER to move merchandise, 
to influence people, to train employees! 
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Scene from Quaker State production ‘‘WHERE IN THE WORLD" Scene from D-X Sunray production ‘STATE OF THE UNION" 





a iia CALVIN MOTION PICTURES GET THE JOB DONE IN 


SALES PROMOTION 
= PUBLIC RELATIONS. 
= PERSONNEL TRAINING 


Scene from SPRING HOLIDAY’ production sponsored by the above 
companies 


Wer done ik (04 thus ..we condo it (ov YOU I 
+ ALVIN MOTION fIicTuRES 


are produced by THE CALVIN COMPANY-—1105 Truman Road ~— Kansas City, Missouri 
FOR FULL INFORMATIONS CALL HArrison 1-1234—KANSAS CITY 


> 
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Conoco’'s program gives field men more authority 
for decision-making. The payoff comes in: 


® Flexible operations, better customer service 
@ On-the-job management training and development 
@ Easier market expansion. That's why . . . 


YOU HEAR the term “decentraliza- 
tion” a great deal in the offices of 
Continental Oil Co. these days. Latest 
decentralizing step was the creation 
of 37 new districts in the company’s 
27-state marketing territory, “to im- 
prove service to Conoco dealers, 
agents, jobbers and their customers” 
(NPN—lJuly, p193). 

Decentralization for Conoco means 
that in each of the company’s six 
regions, there’s a general manager who 
runs his area almost as though it were 
a separate subsidiary. He’s responsible 
for making operating decisions and 
must make his region show a profit in 
each segment—marketing, transporta- 
tion, refining, production. And the 
marketing managers on regional, di- 
visional and district levels also have 
decision-making authority in their 
work, 

Decentralization isn’t new. Other oil 
companies have decentralized in one 
form or another. While the idea is 
adopted more often by big companies, 
many of its principles will work just as 
well in smaller firms, including jobber- 
ships. You can delegate responsibility 
and authority even though you may 
not need geographical decentralization. 

Conoco adopted the method because 
it wanted to hold its own in the face 
of keen competition, and to expand. 
Since the company began delegating 
more authority to the field, it has more 
than held its own: 

e Gallonage is up from 1.7-billion 
in 1949 to 2.5-billion in 1955. 

e $65-million worth of new proper- 
ties have been acquired, including the 
building or rebuilding of nearly 1,200 
service stations. 

e The “Inland Empire” of the Pa- 
cific Northwest has been added to 
Continental territory, and growth has 
been intensified in the company’s pre- 
1950 market area. 


Old Style: Stifling 

Things were different before L. F. 
McCollum took over as president of 
Conoco in 1947. Headquarters was 
making every major decision and most 


of the minor ones. Field men had little 
or no responsibility, and less authority 
to decide anything. 

McCollum and his associates de- 
cided that Conoco had reached a stage 
where it would stifle itself if headquar- 
ters personnel had to carry the burden 
of unlimited decision-making as well 
as their normal planning and policy 
functions. The old centralized system 
was also providing customers with in- 
efficient service, and killing needed 
initiative in company employes. 

Under the old plan, there were less 
than a dozen divisions in the whole 
Continental marketing territory. They 
served mostly to funnel problems up 
to higher levels. 

For instance, if a jobber had a price 
problem, he could get no immediate 
decision on whether the company 
would help him meet it or how soon 
he could act. The field men had no au- 
thority to decide, and the problem 
would wind up on the desk of market- 
ing vice president Harry J. Kennedy. 
Meanwhile, the frustrated jobber 
would be waiting for “‘a decision from 
headquarters.” 

With things the way they were, 
Conoco people welcomed decentraliza- 
tion. Without it, Kennedy says today, 
“We realized we would kill ourselves 
trying to keep up with all operations, 
even if we didn’t grow any more.” 

Some decentralization was begun 
right after McCollum took over, but 
a big company’s operations can’t be 
changed overnight. “There was a tre- 
mendous amount of paper work and 
planning involved,” Kennedy says. 
“We had to spell out what we wanted 
to do, then spell out exactly the author- 
ity and responsibility for men at head- 
quarters and in the field.” 

Conoco called in the management 
consulting firm of George Fry & Asso- 
ciates to help with the planning, and 
by 1950 the company was ready to do 
some serious decentralizing. 


Now: Who Decides What 
Giving the six regional general man- 
agers broad authority for decisions is 
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management —F¥ 
Decentralization: Hypo for Management 


one way Conoco makes sure head- 
quarters can stick to policy-making. 
Giving a general manager responsibil- 
ity for all departments in his region is 
also part of the company’s executive 
training system: he gets to know all 
segments of the industry, and becomes 
a better candidate for a headquarters 
job. 

Every region doesn’t necessarily in- 
clude all departments; one might have 
no production, for instance. But the 
system is flexible, so a new department 
can be included if necessary. 

Each region does have a marketing 
manager reporting to the regional gen- 
eral manager. The marketing man is 
responsible for spending marketing 
funds where they will do the most 
good. He also must decide what to do 
about price wars, when to use the 
company’s plan foi financing jobbers, 
and other marketing questions. 

The regions in turn are divided into 
three or four divisions, depending on 
size, each with its own division mar- 
keting manager. Since July, the divi- 
sions have been further divided into 
districts. District managers make some 
decisions—for instance, they can hire 
salesmen themselves, so long as they 
stay within certain salary ranges. 

Other problems go to the division 
men, while still tougher ones must 
go to the regional marketing manager. 
The dividing line is usually the degree 
of expense involved, though there’s no 
hard and fast rule. 

If an investment must be made, the 
matter must go at least as far as the 
regional marketing chief. Usually the 
lower the return on the investment. 
the higher the authority needed for ap- 
proval. Setting up a new jobber, for 
instance, or persuading one to switch 
to Conoco from a competitor, might 
have to go to the regional general man- 
ager or even higher, depending on the 
expected return. 

When it comes to setting up budgets, 
the men down the line are consulted 
before requests for funds go to the 
next higher level. The general man- 
agers, of course, go to headquarters 
for their funds, but they allocate the 
money to the regional departments 
themselves, and the regional marketing 
manager in turn divides the funds up 
among his divisions. 

The same consultation up and down 
the line applies in daily operations. It 
can even affect policy-making (this is 
the prerogative of headquarters, but 

(Continued on page 116) 
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(Continued from page 115) 

general managers make policy recom- 
mendations and quite often sit in on 
policy-making meetings). And decen- 
tralization makes it easier for regional 
general managers to get ideas from 
their subordinates. 

Conoco doesn’t have general man- 
agers at the division level. It would 
call for many more qualified men, and 
there are divisions that lack some de- 
partments. In addition, division offices 
are not all under one roof in one city, 
as the regional offices are. 


They Still Asked ‘Papa’ 


The theory was one thing. It was 
tougher putting decentralization into 
practice, says Kennedy. “We found it 
difficult to adapt ourselves to this new 
line of thinking. . . . Men in the field 
acted as if they were eager to take on 
the responsibilities we laid down for 
them. They were happy to have the 
power for making decisions right on 
the spot. 

“But years of operating in another 
fashion had left its mark on all of us. 
Men down the line still had a tendency 
to take their problems to ‘papa’ for an 
answer. And ‘papa’ still had a tendency 
to make their decisions for them.” 

For example, the original decen- 
tralization plan had three to five assis- 
tant division managers (called ADMs 
at Continental) under each division 
marketing manager. Though respon- 
sible for different geographical sec- 
tions within the division, the ADMs 
maintained their offices in the same 
city and building as the divisional 
manager. 

“It was easy,” says Kennedy, “for 
them to step into the next office and 
ask ‘papa’ what he thought about such 
and such. And it was awfully easy for 
‘papa’ to ask them what they were do- 
ing and offer his advice.” If an ADM 
had come up with what he thought 
was the best answer to a problem, and 
the division manager had a different 
idea, the ADM would tend to discard 
his own idea. 

“This wasn’t what we were seeking,” 
Kennedy points out. “We wanted each 
man to think on his own and act on 
his own. That’s one reason we set up 
the 37 new districts recently. We put 
a former ADM in charge of each of 
these districts and moved him away 
from the division. Now he has to 
make his own decisions.” 

Conoco also had to eliminate a 
second snag in its marketing decen- 
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tralization, says Kennedy. “Some men 
were having to spend too much time 
on decision-making on administrative 
activities, and not enough on the main 
job of marketing—selling. This was be- 
cause some were understaffed in the 
beginning,” he says. 

Bringing marketing staffs up to 
strength has included adding various 
specialists, like controllers and sales 
promotion men, at the regional level. 
This was done to help the regional 
marketing manager operate as much 
as possible like the department head of 
a separate company. 


Learning by Doing 

Decentralization has not only helped 
Conoco expand, but has also helped 
build up employe morale. Morale 
can’t be measured in terms of growth 
or dollars and cents, but without it, 
personnel experts say, there won’t be 
much growth to measure. There’s as 
much competition for good employes 
as there is for good customers. 

The chief way decentralization 
builds morale is by encouraging Con- 
oco men at all levels to take the in- 
itative, to think on their feet. They 
know it is up to them to make their 
own decisions within specified limits. 
They know that whatever decisions 
they make, they’re expected to make 
some mistakes in the process—and to 
learn and grow by doing so. 

That’s what builds men, Kennedy 
says. “They can’t run to ‘papa.’ They 
have to make up their own minds.” 

Another Conoco official says, the 
marketing man who becomes regional 
general manager “will have to make 
decisions on marketing, production, 
manufacturing and all other operations 
. . » He can’t just think of selling. We 
feel this produces oil men. It is man- 
agement development in action.” 


‘World of Difference’ 


Decentralization has also done a lot 
to improve Conoco’s service to its 
jobbers and commission agents. Agent 
C. D. Brown of Shreveport, for ex- 
ample, says the new system “has meant 
a world of difference to me in my 
operations. 

“In the past, it would take so long 
for me to get a decision out of the 
company on some particular deal 
that quite often I'd lose out on the 
deal. Now, on most day-to-day prob- 
lems, I can get an answer within 24 
hours. Even on major matters, we find 
out quickly now. 
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“I recently had an old station on a 
lot where the lease was expiring. At 
the last minute, a competitor offered 
the property owner twice as much 
money as we had appraised the prop- 
erty for. I had to go to Continental to 
see whether or not the company would 
meet this competitor’s offer. 

“Meantime, the competitor was put- 
ting pressure on, the property owner. 
He had to take or turn down the offer 
within a week. I presented the matter 
to Conoco, and had approval to lease 
the property at the higher rate before 
the competitor’s deadline ran out. 

“Before decentralization, it would 
have taken weeks to get such an an- 
swer,” Brown says, “and I would have 
one less station in Shreveport today.” 

Leslie Neal, new to the Conoco 
family but an old-time Texas jobber, 
says he’s “amazed” that even on ma- 
jor problems, “you get answers within 
a matter of days, not weeks. How 
they can process a problem so fast and 
get an answer back, even on such 
things as expansion, is beyond me.” 

And there’s something else Neal 
likes about the new Conoco setup. 
“They make you feel like a good doc- 
tor makes his patients feel,” he says. 
“When you go to a Continental man 
with a problem, he makes you feel 
like your problem is the only thing in 
the world that matters to him. This is a 
wonderful experience for a jobber.” 


The Headquarters View 


Company headquarters is naturally 
pleased with these reactions. They in- 
dicate Conoco is succeeding in its 
efforts to get decisions made down the 
line. 

It still takes a lot of effort. “It’s hu- 
man nature for a man, faced with a 
new and difficult problem, to seek ad- 
vice from others,” says Kennedy. “But 
if it is his job to come up with an 
answer, we discourage him from seek- 
ing too much advice from his super- 
iors.” 

Now few of the day-to-day problems 
reach the marketing higher-ups in 
Houston. They can concentrate now 
on planning, policy-making and 
budgeting. This includes procedure 
planning on things like sales promotion 
programs, where some _ uniformity 
throughout the company is needed and 
headquarters specialists can outline 
operations that are administered by the 
field managers. 

“We try to be a service organization 
for those in the field,” Kennedy says. 
“We feel it is our job to plan ahead and 
tell them what we want done. It is 
up to them to act on and carry out 
those plans.” ad 
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Twin installation of Models 0114%A-GL and 014%A-GR mounted on rack 
under tank on truck of James W. Tolbert, Waukesha, Pure Oil jobber. 


GORMAN-RUPP CENTRIFUGAL PUMPS THAT PRIME FOR 
Faster Deliveries! Surer Performance! 


WAUKESHA DEALER’S TRUCK DUAL-EQUIPPED WITH PTO UNITS - 
Dual 59% PTO drives both units 
Time is of the essence in delivery of petroleum products. One from 1956 Chevrolet truck engine. 
extra truck trip per day can mean a large difference in profits. 
And equipment breakdowns can prove costly. 

That is why so many are turning to Gorman-Rupp Centrifugal 
Pumps That Prime. These small, light weight pumps get the 
petroleum products delivered with top speed . . .and without loss 
of pay load caused by excess dead weight. Sturdily built, their 
design is simple. Owners are impressed with their trouble-free 
dependability. Sure, positive priming. Safer—no check valve. 





Ask your Gorman-Rupp Distributor for a demonstration. 
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NTS AND TERMINALS 


New Jersey jobber’s new loading set-up keeps drivers on the ground. That’s.. . 


How Bottom Loading Cuts Down Risk 


C LAMBERING' Over 


catwalks is 

a thing of the past for Norton 
Oil Co., drivers. A new bottom-load- 
ing system keeps them on the ground. 

“They belong there because it’s 
safer,” says Bill Norton, top man in 
the Phillipsburg, N.J., fuel oil dis- 
tributorship. Norton, who used to 
drive an oil truck himself, knows 
from experience that catwalks can be 
dangerous, especially in bad weather. 
He got a jarring reminder a couple 
of years ago, when two drivers slipped 
and fell from catwalks. Both men were 
out more than two months in the 
peak of the season—one with a broken 
leg and several fractured ribs, the 
other with serious head injuries. It 
cost Norton Oil over $2,000 to make 
up the difference between their in- 
surance benefits and their weekly 
wages. 

Now bottom loading has erased 
Norton’s accident worries. But it’s 
brought other big advantages, too: 

e Loading is faster. Because drivers 
don’t have to open and close man- 
holes on the trucks, Norton estimates, 
loading times have been speeded up 
50%. That’s not all: when Norton 
converted from top to bottom fill, 
the designers installed new pumps 
that nearly doubled the rate of the 
old ones. The gpm rate is now 460- 
500 through a 3-in. line; 600 gpm is 
possible through a 4-in. line. 


e Operations are cleaner. Bottom 
loading has ended overflows, spills, 
and loading-arm drips that smear 
truck sides. Norton admits he’s “clean- 
crazy’—after 10 years in the retail 
oil business, he knows how much the 
appearance of his trucks and men 
mean in holding present customers 
and attracting new ones. “Nobody 
wants to do business with a sloppy 
outfit,” says Norton. “With top filling, 
we had our share of spills. You can’t 
help yourself, because the men get 
careless at times.” 

e Payload is bigger. “Take away 
the catwalks and you can have a 
wider tank to boost your payload,” 
Norton says. His new bottom-loading 
truck carries 4,000 gal.; Norton figures 
that’s 1,000 gal. more than he’d get in 
a truck of the same length that had 
catwalks. 

Why the Switch 

Norton was ripe for a change in 
his loading set-up. His unroofed, one- 
position top-fill rack was put in six 
years ago when annual volume was 
400,000. Now volume is 2.7-million 
gal. Time was wasted as his trucks 
lined up to load during the busy 
season. And with peddlers also hauling 
product from his plant, the tie-ups got 
pretty bad on occasions. 

Norton admits that his top-fill rack 
could have been upgraded. He could 
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have added one or two more positions. 
Higher-capacity pumps would have 
upped his loading rate. But Norton 
decided faster pumps would cause 
foaming, and time would have to be 
spent in “topping off.” Deep-loading 
arms would have ended foaming, 
Norton adds, but there would still be 
the danger of spills and drips. 

“And no matter what I did to the 
old loading rack, my drivers would 
still have to use catwalks,” he says. 

Norton was “searching for some- 
thing new, progressive, of advanced 
design, something that would take care 
of my needs for years to come.” He 
talked over his problem with John 
Savage, bulk plant designer-engineer, 
formerly senior automotive engineer 
with Shell Oil Co. While with Shell, 
Savage worked on early bottom-load- 
ing experiments, and was familiar 
with Shell’s test job at its Ft. Wayne. 
Ind., plant that was installed in 1952. 
He knew what Norton wanted and 
thought bottom loading would fill the 
bill. 

As soon as Savage outlined a bot- 
tom-loading plant to Norton, the latter 
was sold. “All I had to hear was that 
it would take my men off the cat- 
walks and I was for it,” he says. 


How the System Works 


The new set-up, according to de- 
signer Savage, is the only bottom- 
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Norton Oil’s ground-level bottom-loading rack retains temporary space for regular arm 


loading plant in the state and perhaps 
the only distributor-operated plant of 
its kind in the country. Here’s how it 
was planned: 

More Loading Spots—Looking 
ahead, Norton decided that three bot- 
tom-loading spots would meet his 
requirements. There would be no more 
tie-ups in waiting to load, and the 
traffic flow pattern would be smooth- 
ed out. 

For the present, Norton has only 
one bottom-loading spot working. A 
second has a conventional loading 


arm for filling three unconverted 
trucks and to load peddlers’ trucks. 
Once the Norton Oil fleet is equipped 
for bottom loading, the conventional 
arm goes. It was installed with easy 
conversion in mind— all Norton has 
to do is to disconnect the pipe from 
the meter to the arm, and hook on a 
hose with a self-sealing coupling. The 
arm itself can be removed later. Nor- 
ton says peddlers will have to go else- 
where to fill up. 

The third spot is “blanked off,” 
ready for future use. To put it into 


operation, Norton has to run a few 
feet of pipe from the “tee,” put in a 
meter, and add the loading hose. 

Since the bottom-loading plant has 
been in action, Norton has come up 
with a new idea. Up to now he has 
been using hose, But with product in 
the hose, (it’s more than 10 feet 
long) it’s heavy to handle. Norton 
wants Savage to design a counter- 
balanced swing-joint pipe connection 
to make hooking up easier. 

Automatic Loading — Trucks are 
loaded without the driver having to 
worry about overflow through the vent 
in the top of the tank. From a cali- 
brated glass gage at the loading spot, 
the driver finds out how many inches 
of product he has in his tank. A chart 
in the side compartment of the truck 
translates inches into gallons. Then 
by pre-setting the automatic shut-off 
meter and pressing the “start” button, 
he adds enough to give him a full load. 
As an added safety feature, the two- 
stage pump slows down as the last 40 
gal. are pumped, to signal the driver 
that the operation is about completed. 
Then the meter shuts off, the driver 
stops the pump, closes the foot valve, 
unhooks his line and drives back to 
his route. 

With some bottom-loading experi- 
ence behind him now, Norton says the 
gage is not absolutely necessary every 
time a truck loads, as long as the 
driver keeps accurate records of de- 
liveries and subtracts that total from 
the original load. 

Layout and Equipment — Norton’s 


Bottom Loading: What's Happening in the Industry 





The idea of bottom loading isn’t 
new. Experiments with various ways 
of doing it have been going on since 
the early 1930’s. But bottom load- 
ing’s acceptance by the oil industry 
generally is still to come. One mar- 
keter puts it at least 10 years away. 

Tokheim Corp., with a bottom- 
loading system on the market for 
three years, admits there’s no rush to 
swing over to the new way. But it 
adds: “There’s no lack of interest, 
either. Majors are proceeding cau- 
tiously, as they do with anything 
that is new, to learn more about it.” 

In going slowly, several majors— 
Standard of Indiana, Standard of 
Ohio, Shell, Socony Mobil among 
them—generally put in one bottom- 
loading spot and convert one or two 
gasoline trucks at one or two plants. 
But soon another major will take a 
bigger step by installing two such 
spots on an island. 

The big roadblock to wider use of 
bottom loading is that it calls for a 
complete redesign of loading facil- 


ities at existing plants and terminals, 
of which there are more than 29,000 
in the country (NPN Factsook, 
1956, p114). To convert a significant 
number would require big invest- 
ments, plus the conversion of trucks. 

“We looked into bottom loading 
five years ago and came up with a 
figure to convert all of our plants,” 
sayS One major. “But we wouldn't 
be able to recover our investment by 
economies in the time we wanted to.” 

Another major wonders if bottom 
loading wouldn’t mean duplicating 
loading facilities, instead of elimi- 
nating top-fill method altogether. 
Here’s why: “Even if we went to 
bottom loading, a good deal of prod- 
uct at many locations is hauled by 
common carriers. And you still have 
your resellers’ trucks to fill.” The 
problem here is to get these two 
parties interested in bottom loading 
The company adds: “If the big 
trucking outfits swing over, oil com- 
panies will follow.” 

“We are more concerned with 


possible lawsuits for contamination 
of product than anything else,” says 
another company. “A lot of product 
moves in common carriers who haul 
gasoline one day and oil the next. 
We know of no sure way to deter- 
mine from the ground if compart- 
ments are clean or free of other 
product. We still look into the man- 
holes to check. And as long as we 
are up there, why shouldn’t we con- 
tinue to fill through the top?” 

And Sun Oil Co. says: “We like 
our own way better.” At one time 
Sun called it bottom loading, but it 
has changed the name to down-draft 
loading. This involves loading 
through the top of the tank, but 
product, instead of splashing to the 
bottom goes through a manifold 
piping arrangement in the tank to 
fill all compartments at the same 
time from the bottom. That system, 
plus tight connections, cuts down 
evaporation loss and equals savings 
Sun could get from bottom loading 
without converting its equipment. @ 
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loading spots are located on one side of 
a three-lane concrete drive, with un- 
loading done on the other side. Both 
input and output are metered. Prod- 
uct is pumped from transports through 
a 4-in. line by an Ingersoll-Rand 
Model 3RVNP-15 pump into a Brodie 
K20 air eliminator, and then into a 
250,000-gal. tank. In loading product 
goes through a 6-in. line on both sides 
of an Ingersoll-Rand 3RVL-15 pump 
to the loading spots. At the bottom- 
loading spot, product goes through a 
4-in. Brodie D3 strainer, a 4-in. Brodie 
B82 meter rated at 550 gpm with a 
10% overload to hit over 600 gpm, 
into the 3-in. hose, and onto the truck. 
At the conventional arm, Norton uses 
a 3-in. Brodie D3 strainer, a 3-in. 
Brodie B72D meter rated at 350 gpm, 
and a 3-in. Wheaton Brass 680 loading 
assembly. If something happens to his 
loading pump, he can switch over to 
his unloading pump. 

Cost and Payout—With pump capa- 
cities unchanged, says Norton, bottom 
loading would have cost him no more 
than top fill. Because of the faster 
pumps, however, the first bottom-load- 
ing spot was $1,000 higher than top 
filling. When other spots are added, the 
figure will be smaller. 

(Many major-company operations 
men look on bottom loading as a way 
of halving construction costs, by cut- 
ting out roofs, hand railings, adjust- 
able platforms. Since Norton’s one- 
position rack didn’t have such fea- 
tures, the picture was different.) 

Truck conversion will cost $250- 
$300 per vehicle. At first Norton 
planned to convert his three other 
trucks (a 1,500, a 2,000 and a 2,500). 
Now he wants to replace the three- 
compartment 1,500-gai. job with a 
single-compartment 2,500-gal. truck 
to give him a_single-compartment 
fleet. The three-compartment truck 
would probably have cost more to 
change because the two bulkheads 
would have had to be changed into 
surge plates. 

Conversion, says Norton, includes 
four steps: 

e Adding a connection with self- 
sealing coupling for loading through 
the tank bottom; 

e Installing an emergency or foot 
valve in the line between the connec- 
tion and the tank; 

e Putting a vent in the top of the 
tank; 

e Linking the opening and closing 
of the vent to the opening and closing 
of the emergency valve with an iron 
rod, and having it work either pneu- 
matically or hydraulically (Norton 
uses the hydraulic system). With the 


bulk plants and terminals—+44 


emergency valve closed—its normal 
position after loading is completed— 
product will remain in the tank and 
won't flow out the vent if the truck 
should overturn. 

“Tl get a payout in less than one 
heating season,” Norton observes. The 
biggest return, the way he looks at it, 
is peace of mind in knowing that his 
men won't fall off any more trucks. 
Faster loading and bigger capacities 
will not only save time but also open 
the way to handling more business 
with his present fleet. 

Norton figures on saving $4-$6 a 
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day in running his new 4,000-gal. 
truck. It replaces a 2,500-gal. job and 
can haul more product in two trips 
than the other one could in three. That 
will save one to one and a half hours 
a day, at $2.35 per hour, by cutting 
down on non-productive driver time 
plus a saving in truck operating costs. 
The new truck will cover the same 
area as the old one (Easton, Pa., across 
the Delaware River from Phillips- 
burg). Bridge tolls are $1 each way, 
and with one less trip to make with 
the new truck, Norton will save $2 a 
day in tolls. 
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Skelly Rides Crest of Keotane Wave 









Premium sales swell 
as advertising claims 
‘6.1 cents extra value’ 


we took a sharp look 
this month at Skelly Oil Co.’s 
promotion of premium grade gasoline. 
In the first two months of a new ad- 
vertising campaign, Skelly raised its 
premium sales 53.02%. Ratios of 
premium to regular jumped from 19- 
81 (1955) to 29-71 (1956). Latest 
indications were that the climb was 
continuing, although at a much slower 
pace. 

Skelly markets in the traditionally 
low-octane farm and rural area of the 
Midwest. The campaign was geared 
to “Keotane,” a gum solvent added to 
its premium fuel. A big point in the 
Skelly promotion: the claim that 
Keotane added “6.1¢ extra value per 
gallon at no extra cost per gallon.” 

Keotane, according to Skelly de- 
velopment engineers, is a petrochem- 
ical, soluble in gasoline. It removes 
carbon and lead deposits in the car- 
buretor and upper cylinder by dis- 
solving the sticky gum residue they 
build on. 


Eleven Years Ago 

Skelly first produced Keotane ex- 
perimentally in 1945. Four years ago, 
serious research was undertaken to 
find out what the compound ‘could and 
could not do for octane-hungry en- 
gines. After tests by Skelly and the 
Southwest Research Institute, the facts 
about Keotane were released to mar- 
keting officials in January of this year. 

By mid-April, a high-powered whirl- 
wind campaign was launched. Two- 
page spreads (left) in Midwest metro- 
politan newspapers flashed the name 
Keotane and the claim of extra value 
in bold black letters. The rest of the 
ad was loaded with small-print copy 
telling, as Skelly men put it, “the 
Keotane story.” 

Previous Skelly campaigns had of- 
fered 10% more mileage or 10 gal. of 
gasoline free. But Skelly and _ its 
agency, Bruce B. Brewer, were dis- 
illusioned with what they called “the 
usual clichés of gasoline advertising.” 
An account executive groaned, “What 
else can you claim?” The copy-laden 
ads seemed to be a new approach. 

Reader creditability, according to 
executives, ran “astonishingly high” 
in the Koetane series. An informal 
agency survey showed 49% recalled 
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the Skelly name and ad theme. Next 
best brand ran at 9%, some as low as 
2%. , 

The budget for the campaign topped 
previous expenditures by 25%. Out 
of the total, 35% went to radio, 30% 
to newspapers, 20% to TV. No out- 
door advertising was used. “The 
Keotane story” was too involved for 
billboards. 


A Penny Saved 


To back up media, Skelly developed 
colorful point-of-sale materials. Sta- 
tions were lavishly spattered with 
Keotane banners. A nine-foot banjo- 
sign placard showed six pennies drop- 
ping into a purse (picture at left). 
Pump toppers and driveway leaflets 
were added to the Skelly parade. For 
the first time in the company’s history, 
the supply of point-of-sale materials 
was exhausted by dealer orders. 

Just before the general announce- 
ment, Skelly held 93 sales meetings 
throughout its marketing area. At- 
tendance, according to sales promo- 
tion officials, ran close to 10,000, in- 
cluding 3,000 representatives of auto- 
mobile agencies specially invited “to 
see what Keotane can do for autos.” 

Sales to date have exceeded the 
40% increase optimistically hoped for 
by advertising officials. On the basis 
of the success, requests from news- 
papers have flowed into the Brewer 
Agency asking permission to tell the 
Skelly story in promotional ads. 


Campaign Cost More 


Skelly says patent rights on Keotane 
have been applied for. The company 
plans to license the formula to other 
marketers, and says several inquiries 
have already been received. Sales pro- 
motion men say they hope to get the 
green light to expand the marketing 
area, but then add they must first 
“fill in the gaps” in present marketing 
operations. 

Some competitors take a slightly 
more jaundiced view of Keotane. It is 
similar, they claim, to other fuel in- 
gredients like Texaco’s Petrox, Esso’s 
Vitane, and Standard Oil Co. of Cali- 
fornia’s “detergent” gasoline. One mar- 
keter snorted, “If we were to come 
out with similar claims of extra value, 
I’m sure we'd get a big hike too. But 
it might bring repercussions that would 
hurt us in the long pull.” 

Skelly officials insist the company 
will maintain a 40% to 50% increase 
over last year’s premium figure—an 
increase that they think will even hold 
up later this year when the advertising 
campaign slows down. Other mar- 
keters say that will be time enough for 
a second look. LJ 


Cy MERCHANDISING 


Who Builds Roads? 


Standard of Indiana 
tells public: ‘You do’ 


MOTORISTS in Standard of Indiana’s 
marketing area should be among the 
best informed in the country on tax 
matters. The company is currently 
bombarding its customers with a cam- 
paign to tell them how much of each 
gasoline dollar goes for taxes, where it 
goes, and what it is used for. 

Leading the Standard campaign, 
quarter and half page advertisements 
have been running since last month in 
142 midwestern newspapers with a 
combined circulation of 13,360,000. 
Ads are built on the theme: “Who 
builds the roads in your state?” Stan- 
dard’s answer is “You—the motoring 
public—with the taxes you pay on 
gasoline.” The ads, according to news- 
paper advertising manager Robert 
Dunn, have met with good response, 
particularly from dealers. 

Dealers have been given folders to 
hand out to driveway customers. The 
folders describe the station operator 
as “your friendly tax collector,” and 
give a breakdown of gasoline taxes 
into state and federal revenues. This 
month Standard is sending out a leaflet 
to all credit card holders. It plays on 
the theme “you build the roads” and 
breaks down the tax structure even 
further, including local take. 

The campaign falls in line with a 
suggestion made by American Petrol- 
eum Industries Committee chairman 
Robert H. Scholl. In a letter sent last 
summer to marketing vice-presidents, 
Scholl suggested a concerted public re- 
lations and education drive on the 
tax theme. Calling attention to the 1¢ 
increase in federal gasoline taxes 
which became effective on July 1, he 
urged majors to make use of all media 
to bring the tax story to the motoring 
public. 

“No dealer or supplier ought to be 
blamed for higher gasoline prices 
which result directly from increased 
taxes,” argued John H. Bivins, APIC 
director. Standard’s driveway folders 
point out that gasoline—ex taxes— 
costs about the same now as it did back 
in the early 1920s. This is true, the 
folder continues, even though the dol- 
lar is worth less today and gasoline is 
far superior. 

The Standard tax ads, which have 
been alternated weekly with regular 
product advertising, have had a tough 
job cut out for them in the Midwest. 
Companies there have traditionally 
underplayed the tax theme in point-of- 
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sale promotional materials. In the East, 
tax announcements are part of most 
pump computer faces, and in many 
cases a card displayed on the pump 
which shows a breakdown of the tax 
bill. In Standard’s area, few pumps car- 
ried a mention of the tax, and showed 
only the total price. At best, dealers 
would display the small APIC-recom- 
mended decal which said “price in- 
cludes 7¢ tax on each gallon of gaso- 
line.” But even this was ineffective, 
since it was difficult to read from the 
inside of the car. 

To make the decal easier to read, 
APIC has plans for a larger size. Al- 
terations are in order anyway, says 
APIC, to include the federal tax in- 
crease. APIC officials say they are 
pleased with the Standard campaign, 
wish more companies would take up 
the cudgel. With the tax theme a 
natural subject for exploitation during 
Oil Progress Week, look for increasing 
efforts to have the tax breakdown 
flashed before the public eye. 


Hard S(m)ell Campaign 


AROMATICS, as any oil man knows, 
raise octane rating. But a different 
kind of aromatic is raising sales for 
Union Oil Co. of California. Union 
dealers are giving driveway customers 
small vials of high quality, nationally 
advertised perfume, in a pilot promo- 
tion in Arizona. 

The promotion, angled at attracting 
the distaff trade, is backed by radio 
and newspaper advertising. Copy 
draws on Union’s traditional theme— 
“the finest’—and tells the ladies “a 
present for you because you appreciate 
the finest.” (Perfume advertising, it is 
said, is nearly as sweet smelling as the 
product itself. The Union ads, partly 
written by perfume copywriters, are 
no exception.) 

The project is jointly sponsored by 
Union and the parfumiers. Eight dif- 
ferent kinds of perfume are available 
to dealers, all neatly attached to a 
folder bearing the dealer’s name. Cost 
to the dealer is no more than for an 
ordinary mailing piece. Market re- 
search by Union indicates a higher de- 
gree of public acceptance than for any 
other similar promotion the company 
has run. 

The program may be expanded to 
other marketing territories, but the 
limited availability of the perfumes 
will probably keep Union from smell- 
ing up the entire West Coast. a 





For the quickest route to more 
tire sales, turn to page 136 
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EXCLUSIVE SELOIL FEATURES MEAN FASTER, 
EASIER, CLEANER OIL SERVICE ON DRIVEWAY 





You sell more oil with Seloil . .. because it makes 
motor oil easy to see and easy to sell. . . the service 
necessary with each oil sale is faster and easier. A 
Seloil Cabinet also helps you keep a cleaner station. 
See your oil company representative or write direct- 
ly to factory. 


MODERN METAL PRODUCTS CO. 


Box 1798 «+ Greensboro, N. C. 


Ample stock of all grades on display at all 
times. Motor oil is convenient to sell. 


Stay-put sliding door remains flush with side 
of cabinet. Does not swing out. Gives quick 
access to can disposal chute. Empty cans 
drained before falling into removable con- 
tainer below. 


One lock controls entire cabinet; including 
sliding door and overnight covers. Closing 
and opening takes less time. Maintenance is 
reduced. 


Can spouts in this compartment always easy 
to reach, ready for use. Kept clean and dry. 


Permanent, built-in container stores oil 
drained from empty cans. Empties from pet- 
cock in bottom. 


No side clearance necessary to remove 
empty can container. Lower section on one 
display side lifts out for easy access. 


Prolong engine lite 
Change it requieriy 
| 


Prolong engine lite | as ee es 


a 
ARE 
[apemtetemn 


Model 56, $78.00 Model 72, $86.00 
F. O. B. Greensboro, N.C. 
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Drest-o-lite 
hi-level 


No finer battery is built today! 





Car owners are already 
sold on this tried and 
proved premium battery 


The most gruelling tests ever made have 
conclusively proved that Prest-O-Lite Hi- 
Level is a true premium battery, second 
to none in the field. Actually, 100 stock 
batteries of this type were installed in 17 
different makes of cars and driven two 
million miles throughout the United States 
and Canada. Not a single battery failed! 


In addition to this clear-cut demonstration 
of rugged performance in all kinds of 
climate and over every type of terrain, 
periodic inspection of these batteries proved 
that Hi-Level Prest-O-Lite needs water 
only three times a year.* 

You can count on customer acceptance 
that will add to your profits and prestige 
when you recommend Prest-O-Lite Hi- 


Level . . . available wet or dry charged! 


*In normal car use 


Today it’s 


hi-level prest-o-lite pays you more dollars on every sale! 





Let’s talk facts: Whether you sell an ordinary 
battery or a Prest-O-Lite Hi-Level, the time and 
cost of labor for installation is the same. The big 
difference lies in the actual profit you pocket. 
Compare the two typical sales below. 


When you sell an ordinary battery— 


It costs you 


Your profit 


When you sell a hi-level prest-o-lite— 


You get 
It costs you 


Your profit 


That's 48% more cash profit for you! 





Prest-O-Lite fair guarantee protects your profit! 


Every battery dealer knows that long guarantees often guaranteed for 48 or 60 months. Instead, they carry a 
mean short profits. But here’s how Prest-O-Lite pro- reasonable guarantee of 36 months. The two typical 
tects your margin. The tests described on the opposite transactions below show how you benefit by the 
page show that these premium batteries could be Prest-O-Lite fair guarantee policy: 


First Deater sold his customer a premium battery, guaranteed 
for 48 months. After 30 months of service it failed, and dealer sold 
him a new battery of the same make. Here’s how the dealer made out 


Customer paid dealer $.58 per month for 30 months of service. ‘ $17.4 
Dealer returns old battery to jobber ’ 


Total received by dealer. 17.4 
Dealer's net cost............ vane 15.66 


Dealer's gross profit... $1.74 


Second Dealer sold his customer a Prest-O-Lite Hi-Level 
Battery, guaranteed for 36 months. After 30 months of service, the 
dealer sold him a new battery of the same make with this result 


Customer paid dealer $.78 per month for 30 months of service. . $23 
Dealer receives for old battery 

Total received by dealer....... P 25.15 
Dealer's net cost wer ; 

Dealer's gross profit ~ . ‘ $7.55 


That’s 334% more gross profit! 


for hi-quality and hi-protfit! 


Dry Charged (Also availabie Wet charged)—and see how attractively priced ) 





‘ 


More and more dealers and motorists are asking for the Dry 
Charged Hi-level. Motorists appreciate that a dry charged battery 
is factory-fresh and full of power when it’s installed. This feature, 
plus the assurance that Prest-O-Lite Hi-Level needs water only 
three times a year*, gives every car owner greater confidence in 
his battery buy. Dealers have no problem of over-aging with 
the dry charged type, for the batteries cannot lose power or eat 
up profits on the shelf; nor do they require trickle-charging or 
re-charging. “Activite’” is added only when the battery is 


installed in the car. 


New low-selling prices 
promise greater volume 
for the dealer 


Notice these new low starting prices 
on Prest-O-Lite Hi-Level . . . made 
possible by greater demand and vol- 
ume production. Now for the first 
time, you can offer a real premium 
battery at a price everyone can afford. 
Think of it... only $21.95 for a 
premium battery that fits most 6-volt 
systems! Prest-O-Lite Hi-Level is a 
battery that competes price-wise with 
ordinary batteries and yet has been 
proved by the 2-million-mile test to 
be the finest battery money can buy! 


*Iin normal car use 


Get full details from your prest-o-lite supplier! 











find This Man 
~Fast- 


, OE a ae” 


.. WITH 


WS Tews 


Porcelain Enameled Service Stations 


Good station operators are easier to find...easier to sign up...when you back up 
your products with the efficiency and sales appeal of LUSTERLITE Porcelain 
Enameled Service Stations. 
Alert lessees know that gleaming LUSTERLITE buildings— 

e Increase sales with improved appearance, inside and out. 


e Improve efficiency with better use of space...all plumbing, heating 
and electrical facilities are enclosed within the walls. No interior posts 
or columns to interfere with shelving and equipment layout. 


e Cut maintenance costs with surfaces that never need painting 
—can be kept bright and new by occasional washing in off-peak hours. 


e Make hiring easier, by attracting (and keeping) better employees. 


Find out about the service stations that help solve your operator problem — and 
build sales volume fast. Get the facts about executing your designs in LUSTERLITE. 


CHICAGO VITREOUS CORPORATION - CICERO 50, ILLINOIS 





~ WOSTERUE 


PORCELAIN ENAMELED SERVICE STATIONS 








PN MORNE GRR NRL BES lS NNR RL RIN RNOR ANON Re ARB 





The painstaking, scrupulously precise use of quality control makes U.S. Peerless® 
the quality separator preferred by perfection-minded engineers. You will find 
these microporous rubber separators on the Lincoln Continental Mark II, 

and in submarines of the United States Navy —as well as in many other automotive 
and industrial applications where dependability must be absolute. Build up your 
battery business and protect the goodwill of your trade by making sure the batteries 
you stock are equipped with U.S. Peerless Separators. Electrical Wire & 

Cable Dept., United States Rubber, Rockefeller Center, New York 20, N. Y. 


Electrical Wire & Cable Department 


United States Rubber 
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Canco’s sensational new 


NON-DRIP_ CAN 


now available for Auto Specialties e 





INCLUDING BRAKE FLUID, POLISH, WAX, 
CLEANERS, LUBRICATING ADDITIVES, 
RUST INHIBITOR, AND MANY OTHERS! 





POURS FREELY! 
WON'T DRIP! 


CLINCHED NOZZLE! 
FULL DECORATION 
—ON TOP! 
—ON SIDES! 


Use it to give new sales life to an old product... 
or to get a new one off with a big head start! 


It’s another “‘first’? from Canco—a can with a com- 
pletely dripless nozzle. It pours freely, instantly, yet it 
won’t drip a drop when the can is righted. But that’s 
not all! 


This new can takes full decoration all the way around 
and on the top, thanks to Canco’s special side-seam and 
top construction. It’s quick, easy, and economical to 
fill . . . it’s lighter, handier, unbreakable, too. In short, 
it’s packed with features that you, your dealers, and 
your customers will like. 


If you manufacture or distribute one 


of the specialties listed above or one | 
‘@) like it, find out now how this new | 


Non-Drip Can will help broaden 
| 18th Annual Forum 


@) 
Ayp 


your market, increase your sales. Sept. 10-12, 1956 


Contact your nearby Canco repre- Hotel Statler 
: ¢ | Cleveland, Ohio 





sentative today. 


Pie > 


AMERICAN CAN COMPANY @iitie ED is 


NEW YORK + CHICAGO + SAN FRANCISCO 
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FERNDALE 


& 


™ ANTIOCH TEL 
Ban 


MINNEAPOLIS 


EAST CHICAGO 


WOOD RIVER 


SALT LAKE CITY 


TORRANCE 


KANSAS CITY 


~ hell 
TOLEDO fe 


CHAMBERS WORKS 
TEL PLANT 


sisnnee 


at 


Du Pont’s expanded production and 
delivery program moves 


West Coast TEL plant to go on stream by year’s end .. . special tanker 
will transport TEL by sea for first time ... new Du Pont storage and delivery 
terminal nears completion at Beaumont, Texas. 


The Du Pont Petroleum Chemicals 
1956 expansion program is nearing 
completion. It will meet increasing re- 
quirements, insuring ample TEL sup- 
plies and fast delivery service to refin- 
ers in all parts of the country. 


On the West Coast 


Du Pont’s new TEL plant at Antioch, 
California, the most modern in the 
world, is now well over 50% com- 
plete. It is expected to go on stream 
by the end of 1956. Readily accessible 
to water, truck, and rail transporta- 
tion, this means larger supplies and 


Sales Offices: 


CHICAGO 3—-8 So 
CLEVELAND 14 
HOUSTON 2—705 Bank of Commerce Bidg. ... 
LOS ANGELES 17—612 So. Flower St. .... 
NEW YORK 20—1270 Ave. of the Americas 


Michigan Ave 


1321 National City Bank Bidg. 


faster deliveries for West Coast refin- 
eries. 
Gulf Coast 

A tanker-supplied storage and delivery 
terminal is nearing completion at 
Beaumont, Texas. TEL will be trans- 
ported from Du Pont’s Chambers 
Works at Carney’s Point, N. J., to 
Beaumont in a specially built tanker. 
This will be the first time TEL has 
ever been shipped in bulk by sea. 

Upon inauguration of this service, 


Gulf Coast and mid-continent refin- 
eries will have additional assurance 
of ample TEL supplies. 


Nationally 
Refiners all over the country can bene- 
fit by Du Pont’s increased TEL supply 
facilities including the many existing 
storage points throughout the nation. 


RES U.s. Pat Ore 
Better Things for Better Living 
+ «+» through Chemistry 


Petroleum Chemicals 


E.1. DU PONT DE NEMOURS & COMPANY (INC.) ¢ Petroleum Chemicals Division © Wilmington 98, Delaware 


RAndolph 6-8630 
MAin 1-6460 
CApitol 5-1151 
MAdison 5-1691 
COlumbus 5-2342 


PHILADELPHIA 2—3 Penn Center Plaza 

PITTSBURGH 22—Room 751, 1 Gateway Center 
SAN FRANCISCO 4—Room 626, 111 Sutter St. ......... EXbrook 2-6230 
SEATTLE 3—Room 215, 4003 Aurora Ave. ............... MElrose 6977 
TULSA 1—P. O. Box 730, 1811 South Baltimore Ave. ..... LUther 5-5578 


LOcust 8-3531 
ATlantic 1-2933 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 
? 
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Shedding new light on your service picture 


with the Eco ISLANDER......... 


By day, by night your station looks better, your air and water 
service goes faster and easier, your customers are more satis- 
fied when you service and sell with the Eco Islander’. And 
better still— you are fully equipped to meet today’s alert 
competition... 

You need never again watch traffic pass you by because of old 
fashioned air-water service. 


Write today for 
information about the 
Eco Islander... see 
how one may make your 
service problems fade 
away while your 

profits climb. 


7 JOHN 
Woop 


4 


JouN Wood COMPANY. sennett pump bivision - hice tii 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock °* Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * SaltLake * Seattle * St. Paul * San Francisco 


IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood international Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER” 





Where 


25,000,000 motorists 


will see an ultramodern Cities Service 


Research Laboratory! 


Vos here on the New Jersey Turnpike at 
Cranbury, New Jersey, will stand the new Cities 
Service Product Development Research Labora- 
tory ... impressing the millions who pass with 
the ultramodern facilities that assure Cities 
Service quality. 

And from this new laboratory, with its ad- 
vanced equipment to study nuclear energy and 
radioactive tracer techniques, will come a steady 
stream of new and improved products... prod- 
ucts destined to put more “firsts” beside the 
name Cities Service. 

Yet important as it is, this great research lab- 
oratory is just one part of a giant expansion 





program now under way in exploration, produc- 
tion, refining, and marketing. The fact is, 
there’s nowhere that Cities Service isn’t ex- 
panding! 

No wonder sales of Cities Service products 
are increasing at three times the rate of the 
industry! No wonder so many dealers and dis- 
tributors are switching to Cities Service! 

And you? It would certainly be worth investi- 
gating what the Cities Service expansion pro- 
gram could mean for you. Might turn out to be 
the most profitable thing you ever looked into. 
Write: Cities Service Oil Company, Sixty Wall 
Tower, New York 5, N. Y. 


2 Great Products of 
Cities Service Research! 








Used together, Cities Service 5-D 
Gasolene and Motor Oil boost power 
and mileage up to 20%... and 
they’re doing the same for Cities 
Service sales! 
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Merchandiser George Cook’s first tip: always have a sale on 


BAT WIRE. SUTTTT FEU FTC E TERETE EERE We WE OEE, a F MEE, Te Fe SS 


Then help the dealer plan—and pay for—his advertising 


Helping Your Dealers Sell More Tires 


First you get them to go for volume, then you 
chip in on promotion. That's how George Cook 


helped his dealers hike tire business 28%-132% 


TEADY TIRE SALES, and plenty of 

newspaper space to advertise them 
—that’s the formula Tidewater mer- 
chandiser George Cook uses to boost 
TBA business for the 25-30 lessee 
dealers in his Plainfield, N.J., ter- 
ritory. 

Cook’s activities are part of a new 
Tidewater merchandising program 
organized last year. His job: to spend 
as much time as necessary working 
with interested, co-operative dealers to 
upgrade all phases of station business. 

Performances by the 15-odd dealers 
who work closely with Cook demon- 
strate the soundness of his methods. 
TBA ratios for those who have gone 
after more TBA sales range from 
$20 to $30 per thousand gallons of 
gasoline, based on dealer-cost prices. 
The top man has a ratio of $51. 
Dealers who have gone in for Cook’s 
co-operative ad program (Tidewater 
pays half) have increased tire business 
between 28% and 132%. 

And that’s not all. Cook’s dealers 
have also sold 300,000 gal. more 
gasoline this year than last—a mark 
that’s better than the industry average, 
according to the company. 

Always Have a Sale—Cook is en- 
thusiastic about tire sales because he’s 
convinced that volume selling is the 
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key to a good TBA business, 

Selling tires takes a special brand 
of merchandising, Cook tells his 
dealers. Tires are different from other 
TBA products, he says, because when 
the motorist thinks about them he 
thinks in very definite terms of price. 
Dealers, on the other hand, are in- 
clined to be stubborn about tire prices, 
Cook thinks; they want to hold out 
for the full margin between list price 
and their cost. 

“I tell them to forget about list 
price when it comes to tires,” says 
Cook. “Sometimes I think there 
shouldn’t be any list prices for tires, 
I tell them to keep in mind their cost, 
and then figure how much they can 
add to their cost and still move tires. 
I ask a dealer which he would rather 
do: sell six tires this week at a profit 
of $3 apiece, making $18; or hold 
out for a full $9, let’s say, and perhaps 
wait a month to sell one tire.” 

Advertise Your Wares—In Plain- 
field and nearby points there are 
weekly newspapers with advertising 
rates within the reach of a single deal- 
er, Or in some cases a group of dealers. 
Cook has induced several Tidewater 
dealers to buy large space to adver- 
tise Tidewater’s line of Federal tires. 

Cook literally sells them the adver- 


tising. He gets layout sheets from the 
local papers. On these he writes 
headlines and copy, and pencils in 
tire illustrations. First he takes his 
layouts to the newspaper for sugges- 
tions and then to the dealers to get 
final approval. 

Ads always offer popular tire sizes 
at special prices. or at discounts 
ranging from 20% to 50%. A special 
offer this summer featured a Tide- 
water premium in the form of 
an electric-battery lantern with a pair 
of premium tires. In one typical ad, 
six of Cook’s dealers joined in a full 
page of space for the lantern offer the 
week before Fourth of July. 

Cost to each of the six dealers was 
$23.50 each. When the newspaper 
called attention to the fact that pay- 
day for a large local industry occurred 
shortly after July Fourth, Cook in- 
duced the group of dealers to run the 
same full page a second time. 

There’s no reason why his dealers 
have to be afraid of special prices ad- 
vertised by rubber companies, big tire 
dealers, accessory stores and others, 
in Cook’s opinion. “We can meet the 
prices offered by competition,” he 
says. “We have done it, and we’ve even 
done better.” 


The Method in It 


If a dealer puts a tire on display 
with a $26 price tag on it, it will 
only gather dust, Cook says. He com- 
pares this self-defeating practice with 
a special offer adopted by a group of 
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Show station men how lube follow-up wins regular customers 


his dealers. At his suggestion they ad- 
vertised a second-line 6.70-15 tire at 
a price that gave the dealer a little 
better than $2 profit per tire. 

They used this offer to induce 
people to come in and ask about tires. 
“I tell them they don’t have to sell 
that tire to everybody,” says Cook. 

“When the customer comes in ask- 
ing for that $14.49 special,” Cook 
tells the dealer, “show it to him, tell 
him it’s a good 80-level tire and it’s 
guaranteed. If that’s what he really 
wants, sell it to him. But give him a 
chance to look at the tire that costs 
$6 more. Let him lift it and notice 
the difference in weight. Flex the side- 
wall so that he can see there’s more 
rubber in the better tire. 

“Get out the tread gage. Show him 
where the lower price tire has a %2” 
tread, while the better one has 142” 
Suggest to him that if he would prefer 
a little more safety, perhaps he would 
prefer to pay for a better tire.” 

Merchants in other lines make wide 
use of price advertising, Cook points 
out to his dealers. He tells them the 
$14.49 tire is no different than the 
$99 television set at the appliance 
dealer’s store, or the $49 mower at 
the hardware dealer’s place. 

“It’s a price leader to bring in the 
people who are interested in buying 
tires. If you have to sell the tire with 
the $2 profit, take the $2 as a start. 
Take the customer’s old tires and have 
them recapped. That will give you $3 
to $4 more profit. 

“It’s better to take less and sell tires 
in volume. That way you have a 
chance to talk to more customers, 
make friends and get their other busi- 


TIRES—BATTERIES—ACCESSORIES 


ness: gasoline, motor oil, lubrication, 
batteries and the rest of the TBA 
line.” 


More Ways Than One 





Tire advertising like this is only 
one part of a good tire selling pro- 
gram, although it does get people in- 
terested in tires. In fact, the page ad 
with the lantern offer brought an un- 
usual sale to one dealer. A man came 
on foot to his station, said he wanted 
to buy two of those tires advertised 
with the free lantern. When the dealer 
pulled out a pair of the tires, the man 
paid for them and walked out with a 
tire over each shoulder and the lan- 
tern in his hand. 

Keep ’Em Coming—While those 
easy sales gladden the heart of any 
merchant, Cook believes in steady 
customers. He tries to get his dealers 
to go in for lubrication follow-up as 
the best means to keep customers com- 
ing back. The car on the lift offers the 
best opportunity not only for tires, 
but for oil changes and TBA as well. 

Because dealers so often say they 
have no time to mail reminder cards 
to lube customers, Cook has launched 
an informal addressing and mailing 
service. Any dealer who doesn’t want 
to mail his own cards just gives his 
lube job tickets to Cook. Cook hands 
them over to a high school student 
who addresses and mails reminder 
cards after a month interval. 

The service is inexpensive. Dealers 
each pay the girl $2 a month and 
furnish the reminder cards. Cook’s 
dealers this year bought 4,800 printed 
reminder post cards from Tidewater, 
as compared with 700 a year ago. 
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... and how credit cards and budget plans make it easy to pay 


Once a dealer accepts the idea of 
going for tire volume, with prices he 
doesn’t have to justify, he is more ac- 
tive in looking for tire prospects at 
the pump island and the air hose. Here 
again Cook reminds dealers to be sure 
they always have a tire sale going on. 
Dealers now refer to “our tire sale” 
early in every tire sales talk. 

How to Tell Them—Here’s the way 
dealer Fred Renz goes about it. Renz 
says it’s easy to spot a bad tire. Either 
the tread will be worn way down, or 
it will show signs of uneven wear, or 
there will be a cut or gouge. He calls 
attention to the bad tire and says to 
the owner, “I see your right front tire 
is worn (or cut). We’re having a sale 
on tires right now, and I think I can 
take care of that for you.” 

Then, Renz explains, “after we get 
around to talking price, if he seems 
to hesitate over the price, I tell him he 
doesn’t need to pay for it all at once. 
I explain that with a Tidewater credit 
card there is no down payment re- 
quired, and he can have as much as 
six months to pay the bill.” 

Tidewater’s budget plan is the final 
link, Cook believes. It gives the deal- 
ers, besides attractive tire prices, a 
low down-payment and easy terms to 
tempt the most reluctant buyer. While 
the budget plan is for credit card hold- 
ers only, dealers don’t hesitate to sign 
up a credit card application for any 
prospect who doesn’t have a Tidewater 
card. Several of the dealers will go a 
step further. If they know the customer 
and think he is the kind who is eligible 
for a credit card, they'll offer to carry 
him on open account while the credit 
card application is going through. @ 
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New Globe-Union 


— Ory-charged 
















Cute Gee 
® lower shipping cost 
® easier handling 
® handier stocking 
® safer activation 


® faster delivery 


All this in a self-selling package! 


New ease of handling and stocking — that’s what spot inventory control...makes it easy to set u - i 
a] Y - 









Globe dry-charged battery program extras offer you! _ traffic-stopping floor or window displays. Each carton 
These investment-protecting benefits are wrapped up__is complete in itself — contains battery... light- 
in a single eye-catching, self-selling display carton weight, disposable electrolyte bottles...and a safety- 
that stacks easily... provides fast, accurate, on-the- insuring handling sleeve. 


Fast, low cost delivery! Thirteen* of 16 Globe battery plants are equipped for dry- 
charged battery production... are strategically located so that fast, low-cost shipments can be 
provided for all markets. 





| 

=f 
Yi || BS | Battery plants at: *HOUSTON, TEXAS *MEMPHIS, TENN. “ATLANTA, GA. *DALLAS, TEXAS *MEDFORD, MASS, MILWAUKEE, 
nec aa ws. *MINERAL RIDGE, OHIO *PHILADELPHIA, PA. *EMPORIA, KANSAS *REIDSVILLE, N.C. *SAN JOSE, CALIF. *LOUISVILLE, 
*HASTINGS-ON-HUDSON, N. Y. — LOS ANGELES, CALIF. — OREGON CITY, OREGON — AJAX, (ONTARIO) CANADA 


Gross-UNION Inc. 


MILWAUKEE 1, WISCONSIN 
If it’s Petroleum-powered there's a (TTA INL right from the start! 








SPLIT.SECOND STARTING 





Safe, convenient, 
| easy activation 


Seamless plastic bottles are 
_ easy to hold, pour without splashing 
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PLAX 


. 
Servite I9@A? ave highly enthusiastic about Globe’s use 


of these super-light Plax plastic bottles. Seamless and unbreak- 
















able, they’re easy to grip in one hand. Spout guides electrolyte 
accurately into the battery in an even, splashless stream. What’s 
more, Plax containers’ light weight saves substantial sums on 
shipping charges. 





Like Globe, you may find that light, unbreakable Plax plastic 
bottles will make your produ ind sa! tise — more 
dynamic to merchandise. In additicn to pelyethylene, Plax also 
blow-molds bottles of many other plastic materials, including 

. i Db 
butyrate, vinyl and nylon. For compieie details on plastic bottle 


packaging — call or write Plax. 

















Disposable — After “fast, easy 
control” filling — merely rinse out 
bottle, slit, crumple and toss it in 
rubbish can. 


Tough, rugged — Hundreds of impact tests 
prove Plax bottles’ great strength minimizes 
chance for breakage or leakage. Bottles are 














warm to the touch...easy to grip...won't slip. 


PLAX corporation 


P.O. BOX 1019, HARTFORD, CONNECTICUT 
IN CANADA: PLAX CANADA, LTD., MONTREAL AND TORONTO 
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What Anti Trade Diversion Laws Mean 


Action in Michigan puts the spotlight on a law 
that can really help oil marketers. Here’s why 
a new regulatory trend may be in the making 


F Lpvesgeny STATE has made it illegal 
for a business firm to buy any- 
thing not handled in the normal course 
of business, for 
resale to its em- 
ployes. Michigan 
now has an Anti 
Trade Diversion 
law. 

One of the 
aims of the law 
is to stop motor- 
ists buying such 
things as tires, 
antifreeze, or a 
battery through 
their employers 
at wholesale prices. Many in Michi- 
gan—and elsewhere—have been do- 
ing that. And then, often as not, 
bringing their cut-rate purchases into 
some service station, expecting free 
installation. 

Service station men hope the new 
law will clamp down on most of those 
inside deals. They’ve long resented be- 
ing put on the spot when a steady gas- 
oline customer comes around on the 
first day of winter with a gallon or two 
of antifreeze he bought “through the 
company.” Surely, the customer thinks, 
good old Joe Dealer won’t mind pour- 
ing it in the radiator for me. Only 
takes a few minutes, and don’t I buy 
all my gasoline and oil here? What's 
a service station for, anyway, if it 
isn’t to take care of automobiles? 

He’ll want priority, also, if the 
station is jammed with the inevitable 
rush on the first cold day. And that’s 
the day he’ll invariably pick to come 
in, too. 

Same thing with tires, and to a 
lesser extent, batteries—and some of 
the other items in the accessory line. 

You can see why a dealer finds it 
tough to fight back. How can you tell 
a customer whose good will you value 
that you’re losing money unless you 
collect, for your services, nearly all 
of what the customer hoped to save 
on his purchase? Who can explain in 
a few well-chosen words how much 
of the dealer’s gross profit goes to 
keep the station open, staffed, stocked 
and equipped, ready to serve the car 
owner whenever he needs it? 

It’s obviously futile even to try. 


By F. C. Sturtevant 
TBA Editor 
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You're talking to a man who is feeling 
very gratified about his bargain. You’re 
a heel if you try to spoil it for him. 
That attitude is one reason why dealers 
need the help of a law to protect 
them. They can’t possibly meet that 
kind of competition. And the volume 
of goods moving from employer to 
employe tends to grow steadily larger. 

What’s Wrong With It?—Econo- 
mists often insist that we ought to en- 
courage any method of distribution 
that results in lower costs. Labor un- 
ions also see no reason why large em- 
ployers shouldn’t mobilize their large 
purchasing power and spread endless 
bargains around among the employes. 

One group speaks from the stand- 
point of abstract theory, the other 
from self-interest. Neither understands 
the true value of the small retailer 
in our intricate way of life. Nor is 
the average consumer aware of how 
much he gains from the ever-present 
legion of well-informed, solvent re- 
tailers. 

One reason consumers don’t see 
how much the retailer does for them 
is because nobody tells them. Another 
is because it is often said that the chief 
function of a retailer is to make it 
convenient for the consumer to buy. 
Convenience is a word that seems to 
have some mental association with 
luxury. What’s a little inconvenience if 
it means saving some money? 

The Point That’s Missed—The story 
that never seems to get into words is 
the fact that convenience and extrava- 
gance don’t mean the same thing at 
all. Convenience has dollars and cents 
value. Most obvious but least import- 
ant is the saving in time and distance 
you have to travel to buy some needed 
item. What you don’t always realize 
is that you are a better buyer when 
there is plenty of opportunity to study, 
discuss, compare and select. 

But these factors don’t weigh so 
heavily with the motorist who needs 
gasoline, TBA and other services. He 
doesn’t spend much time deciding 
what to buy for his car. For him the 
convenience of location and hours of 
operation provided by service stations 
is all-important. 

It should be. The automobile is 
nothing but a heap of metal if it isn’t 
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going somewhere. Service stations are 
vital in keeping automobiles on the 
move. You can’t get a flat tire fixed 
at the company purchasing depart- 
ment where you bought the tire. The 
purchasing agent who provided that 
antifreeze bargain isn’t going to come 
out with a hydrometer to test your 
cooling system. 

Do Oil Men Agree?—Apparently 
the oil industry thinks we need Anti 
Trade Diversion laws. Among the 
leaders in getting the Michigan bill 
passed was the Retail Gasoline Deal- 
ers Assn. They were supported by 
other retailers, such as jewelers, furni- 
ture dealers and hardware merchants 
and druggists. But what is significant, 
they were joined by the oil jobber 
group, the Michigan Petroleum Assn., 
and by the American Petroleum In- 
dustries Committee. 

The three petroleum groups haven’t 
always pulled on the same oar. Their 
unanimous support of this bill proves 
that industry leaders have come to 
believe the dealer really isn’t getting 
a fair shake as things line up today. 
They are taking this stand even if it 
means more government regulation of 
business. 

In fact, if you look, you can see 
some other evidence that oil com- 
panies are ready to accept regulatory 
laws that protect dealers. In recent 
months most of the major companies 
selling in New Jersey have sought 
the help of the state Fair Trade law 
to bring an end to the otherwise end- 
less price wars there. This in spite of 
the many arguments by oil leaders 
condemning regulation of prices by 
law. 

Fair Trade and Anti Trade Diver- 
sion may be both part of a new point 
of view coming to the front. If that 
is sO, you may see a gradual spread 
in the application of both new and 
existing laws that provide help for 
the small retailer. © 


What's New in TBA... 





More antifreeze push 

. . will be provided again this season 
by a Dow Chemical Co. television 
program. For the second year Dow 
will sponsor “Football Scoreboard” 
using sportscaster Russ Hodges with 
his football results, comments and 
predictions. Commercials will urge a 
three-point program: “One, take your 
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car to your regular service man; two, 
give him time to carefully check and 
clean your cooling system; three, have 
him install his company’s brand of 
ethylene glycol all-winter antifreeze.” 


New flashlight 


. . . that glows in the dark has been 
introduced by Olin Mathieson. It is 
made in four designs: gold, blue and 
silver, black and gold, red and gold. 
Called the “Night Pilot,” it’s designed 
to retail at $1.59. Olin makes an in- 
troductory offer of 12 for the price 
of 10, giving the dealer a 39.5% 
profit. 


Have a heart - : 
get your anti-freeze early! 


Early antifreeze sales 


.. . for dealers will be promoted this 
season by an Olin Mathieson advertis- 
ing campaign. Besides a program in 
national magazines, there will be a 2- 
color window poster, 28 x 20 in., 
showing a service man struggling with 
a frozen radiator. The same theme will 
also be used in an envelope enclosure 
suitable for dealer imprint and distri- 
bution. The two point-of-sale pieces 
carry no brand or manufacturer 
identification. 


Air brake hose 


. . . for heavy-duty fleet use is now 
being produced by Thermoid. It is 
claimed to resist oil, grease, heat and 
sunlight. Smooth cover and bore per- 
mit easy application of standard air 
brake couplings. Flexible neoprene 
inner tube withstands bending and 
vibration. 


Ventilated seat cushions 


. .. have been added to the Atlas TBA 
line, and are presently being sold by 
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Esso Standard Oil Co. They are of- 
fered in one size to fit all cars, and in 
three colors, and are packed in a self- 
display carton. Also added to the line 
is an Atlas wedge cushion with a 
carrying strap. 


New white wall rubber 


. . . developed by Du Pont is said to 
resist cracking or turning yellow. The 
better weathering ability is said to be 
the result of combining a_ small 
amount of the Du Pont synthetic 


rubber, Hypalon, with a_ standard 
white wall compound. Armstrong 
Rubber Co. is using the new material 
in white wall tires. 


Wiper blades in pairs 

... iS a new packaging idea introduced 
in the Atlas TBA line. Two blades 
are banded together in a sleeve bearing 
this reminder: “Always Replace Both 
Blades for Safe Vision.” This is the 
suggested sales pitch for the dual re- 
placement: both blades on a new car 





JOYC 


H-MASTER 


frame lifts 


give accessibility 


to greater profits! 


All under-car parts requiring mainte- 


mance are readily accessible . . 


. faster 


service ... bigger profits! 


Relaxed wheel suspensions for better 
lubrication, exposed wheels for efficient 
tire and brake work . . . faster service 
... bigger profits! 


Proper working height, smooth floor add 
to comfort and efficiency of service 


men... faster service . . 


. bigger profits! 


Write today for Bulletin No. 134-HL 
... four models to choose from! 


THE JOYCE-CRIDLAND COMPANY 
U. S. A.: DAYTON 3, OHIO 


CANADA: Midland Foundry & Machine Co., Lid., Midland, Ontario 
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are identical at the start. In service, 
each gets the same amount of flexing, 
and is exposed to the same degree of 
heat and cold. Thus, it’s a mistake to 
replace only the blade on the driver’s 
side. 


Oil filter inventory 

. and sales aid is provided by the 
new Wix-O-Matic cabinet and cart- 
ridge selector dial. The Wix Corp., 
Gastonia, N.C., says the cabinet can 
be floor- or wall-mounted, and pro- 


vides service stations with a complete 
filter service center. The dial selector 
quickly locates the right cartridge for 
every car and includes a guide to re- 
commended installation charges. 


Wet battery tops 


. are a common sight on cars with 
12-volt systems. Exide suggests all 
service personnel, used to filling the 
larger cells on 6-volt batteries, need 
to be cautioned against over-filling the 
smaller 12-volt cells. Since the space 
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All styles of steel pails 
and drums —Sizes 1-1/2=2-2'-3 
3) -4=5=6-6)/2-10-12 gallons 


Available with all types 
Nozzles and Pouring Spouts 


Vulcan makes the finest open head steel 
pails and closed head drums in the above 
sizes... Every pail thoroughly tested... 
All meet rigid 1.C.C. specifications. 


Hi-Bake Linings Assure Protection 
Vulean chemists will work with you to 
develop a Hi-Bake protective interior lining 
to meet your specifications and packaging 
problems... Your assurance of “positive 
product protection."’ Complete facilities 
available to design and lithograph your 
Brand Name on any size or style container. 


If we don’t have what you want—we'll 
design it! 

Call or write today for samples and 
more information. 


OVER 40 YEARS CONTAINER EXPERIENCE 


VULCAN 


CONTAINERS 


INC. 


Bellwood, Illinois (Chicago Suburb) Phone: Linden 4-5000 
In Toronto, Canada—Vulcan Containers Limited. 
Representatives in all Principal Cities 
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above the electrolyte in a 12-volt cell 
is much smaller than in a 6-volt cell, 
even a little overfilling will cause the 
electrolyte to flood up through the 
vents as the electrolyte expands. 


Spark plug specifications 


... on Auto-Lite Standard, Transport, 
Resistor, Small Engine, Shielded and 
Marine plugs are covered in a new 
24-page catalog now available from 
the Electric Auto-Lite Co., Toledo 1, 
Ohio. Information on the new Auto- 
Lite Resistor Spark Plug with Power 
Tip is also included. 


Glycol antifreeze 


. . will be installed in all 1957 Dodge 
cars shipped to cold weather areas 
during the coming season. It is possible 
that other car manufacturers may 
soon adopt the same practice. 


Toy displays 

. are normally no concern of TBA 
men in the oil industry, but Billups 
Petroleum Corp., New Orleans, sells 
toys at its stations along with some 
300 other items of merchandise. The 
Billups people have developed a 
brightly striped, 3-decker driveway 
display rack for toys. The rack stands 
as high as the pumps and is about the 
size and shape of a small pump island. 
They believe the display pulls motor- 
ists into their stations. 


Farm equipment parts 


of 1946 to 1956 vintage are 
covered in the new 32-page catalog 
S-32E, published by the Electric Auto- 
Lite Co. Information is arranged in 
related groups of distributors and 
coils; generators and regulators; start- 
ing motors and switches. 


Personnel... 





William T. Kel- 
ler is the new 
head of the TBA 
department at 
Tidewater Oil 
Co., Eastern divi- 
sion. He succeeds 
William M. 
Grass, who has 
been made retail 
sales supervisor 
for the New 
York division. 
Keller came to Tidewater from the 
United States Rubber Co., where he 
was merchandising manager for pre- 
mium tires. He was with General Tire 
& Rubber Co. for many years. 


Keller 


PETROLEUM NEWS °* September, 1956 





Irvin J. Fox heads the new mer- 
chandising and market development 
department of Warner-Patterson Co., 
Chicago. The department will work 
with oil companies on the promotion 
of Warner’s line of radiator chemicals. 
For the past 12 years Fox has been 
with B. F. Goodrich Co., Akron, as 
buyer and merchandising manager of 
automotive and hardware products. 
Previously he was a buyer of automo- 
tive and hardware for Butler Bros., 
Chicago. 


Cuthbertson 


John W. Me- 
Govern has been 
elected executive 
vice president of 
United States 
Rubber Co., ef- 
tective Sept. 1. 
He succeeds H. 
Gordon Smith, 
who will retire 
Aug. 31, but will 
continue as a 
member of the 
board of directors. McGovern joined 
U. S. Rubber in 1920 as an ac- 
countant in Boston. He filled a series 
of supervisory posts in engineering 
and manufacturing, and became gen- 
eral manager of the tire division in 
1943. 

Howard N. Hawkes, vice president, 
has been elected a member of the 
board of directors and a member of 
the executive committee of U. S. Rub- 
ber. He has been with the company 
since 1912, starting as a salesman of 
solid and pneumatic tires in New York 
City. He was named vice president 
and general manager of the tire divi- 
sion in 1951. 

G. Raymond Cuthbertson has been 
elected a vice president and named to 
succeed Hawkes as general manager 
of U. S. Rubber’s tire division. Cuth- 
bertson came to U. S. Rubber in 1936 
as a research chemist. He has since 
been assistant director of tire de- 
velopment in Detroit, factory manager 
in Los Angeles, and production man- 
ager for the tire division. He was made 
assistant general manager of the tire 
division in January, 1956. 2] 


McGovern 
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All Extruded 
Aluminum 














Wo Le” ‘4 


A 
Extrugo-Lite 


Made of T-6 extruded aluminum, Extrudo-lite has many 
features including its flexibility of size, as well as diver- 
sification of use. Extrudo-lite can multiply to any length 
and may be used flat or angularly. Standard use is in 
multiples of 4-6-8-12-16. Three finishes are available — 
natural aluminum, baked enamel and porcelain enamel. 


*Registered U.S. Patent Office 


MAGNI FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor floodlights and accessories. 





INLUCITE 21 


STAYS 


ON THE JOB 


INLUCITE 21, International’s multi- 
purpose lithium-base grease, stays 
put where ordinary greases wash 
away. That’s why service stations, 
fleet operators, and farmers find 
INLUCITE 21 unexcelled for all 
applications subject to extreme 
temperatures, moisture, speed and 
heavy loads. They profit, too, by 
EXTRA savings in reduced inven- 
tory, less “down” time, simplified 
servicing and elimination of errors 
due to using the wrong grease. 


we ireeenn ns —_— ‘, won't melt out 


For details, write 


INTERNATIONAL LUBRICANT CORP. ES 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants * AVIATION e¢ INDUSTRIAL ¢ AUTOMOTIVE ¢ MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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@ Heating oil distributors can use their receivables 
as security for loans that make it possible to buy at 
a discount, go after new business without waiting 


@ A Boston finance company has used this system 
to help New England jobbers build sales; now other 
lenders are ready to finance fuel oil men 


“HOW CAN I finance expansion?” 

That’s the $64,000 (or more) ques- 
tion for many heating oil jobbers, who 
often despair of an answer. The solu- 
tion may be a system well known in 
the business world but seldom used in 
oil jobbing—accounts receivable fi- 
nancing. 

With this kind of borrowing, the 
distributor can often: 

e Earn extra profits by taking ad- 
vantage of his supplier’s discount for 
cash payment. This will usually be 
greater than the cost of the loan. 

e Go after new business, using the 
borrowed money as working capital. 
There’s no waiting until the end of 
the summer for all receivables to be 
paid off. 

As a rule, gasoline jobbers can’t 
make use of receivables financing be- 
cause their service station business is 
on a cash basis. It could work, how- 
ever, for a gasoline jobber with plenty 
of commercial accounts or a lot of 
farm credit business—so long as his 
customers paid their bills within 30 
or 60 days. 


How It Works 

The mechanics of receivables fi- 
nancing are fairly simple, according to 
Lexington Corp., a Boston finance 
company that specializes in fuel oil ac- 
counts. 

A new client begins by assigning 
part or all of his accounts receivable 
to Lexington, which then lends him 
80% of the face value of the accounts 
assigned. (The amount may vary, but 
it’s usually 80% for a sound oil job- 
ber.) He uses the advance to pay off 
his supplier, putting himself in a posi- 
tion to earn the cash discount on his 
next purchase—usually 1%. 

As the jobber makes daily deliveries, 
he assigns his credit sales to Lexing- 
ton, and can draw up to 80% of the 
total assigned whenever he needs the 
money. He turns customer payments 
over to Lexington as they come in, 
thus reducing his loan balance; if he’s 
on an 80% basis, the finance company 


gives him back 20% of the amount 
of each payment turned over. The 
jobber has up to 60 days to collect 
on any one credit sale, and his cus- 
tomers are not notified that their ac- 
counts have been assigned. 

The less the client borrows, or the 
smaller his loan balance each day, 
the less he pays Lexington for the use 
of its money. Its charges are based 
only on the daily loan balance, not 
on the face value of assigned receiva- 
bles. 

One of Lexington’s clients, for ex- 
ample, had an average daily loan bal- 
ance of $50,000 during his busiest 
month (on loans that ran from a low 
of $27,000 to a high of $80,000). At 
Lexington’s usual rate of 45th of 1% 
per day, his cost for the month was 
$600. But he was able to pay cash for 
his $100,000-worth of purchases, earn- 
ing a discount of $1,000. 

Lexington estimates that this jobber’s 
loans would cost him about $3,500 
over a year, while he would earn 
$5,600 in discounts—a sizable profit. 
But the finance company bases its 
estimate on the assumption that the 
jobber’s sales volume would remain at 
the previous year’s level. Lexington 
actually expects his volume to expand 
because he “has no money worries to 
prevent him from getting new busi- 
ness and buying right” in a low mar- 
ket. 


Ease the Growing Pains 
Lexington officials take pains to 
point out that they’re not in business 
to provide a crutch for ailing com- 
panies. Treasurer David A. Robinson 
says, “Commercial finance companies 
are needed most during periods of ex- 
panding business . . . They are in the 
business of assuming a greater risk 
during the period of a company’s 
growth.” That’s why they provide spe- 
cial services — credit-checking their 
clients’ customers, providing financial 
guidance and encouraging better credit 
controls, ordering outside audits, do- 
ing the greater clerical work necessary 
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How to Finance Growth on Credit Sales 


for a large number of small accounts. 

Because of these services and the 
added risks, charges are higher than 
ordinary bank rates. One Boston dis- 
tributor even describes Lexington’s 
charges as “usurious,” pointing out 
that sth of 1% per day is the equiva- 
lent of nearly 15% per year. But 
Robinson emphasizes that the loan 
more than pays for itself—and that 
the charges usually come to 1% of 
gross sales or less, which he feels is 
a small price to pay for untying work- 
ing capital. 

Lexington does not pretend to do 
a bank’s job. Robinson is proud of 
former Lexington clients who have 
been able to retain profits and have 
grown to the point where their banks 
will give them unsecured lines of 
credit. They’re the rule rather than 
the exception, he says; it usually takes 
a client three and a half to five years 
to reach that point. 

Jobbers should investigate alterna- 
tive methods before going to a com- 
mercial finance company, Robinson 
says. He points out that the man with 
the young or growing business is likely 
to find three reasons why a bank won't 
lend him the money he needs: 

e His capital may be insufficient 
for his present volume of sales, let 
alone projected increases. 

e His capacity to handle the prob- 
lems of his present volume may not 
prove he can handle a larger volume 
with more and bigger problems. 

e His requirements may be larger 
than the bank’s capacity to lend, either 
as a matter of policy or in terms of 
percentage of its own capital. (Robin- 
son says 75% of American banks do 
not make loans to any one person or 
firm in excess of $15,000.) And if he 
can get a bank loan, it may still hurt: 
he’s likely to have to vay it back at 
regular intervals just when his accounts 
receivable are growing and his need 
for money is greatest. 

Taking in a partner isn’t likely to 
make a jobber happy, either, says 
Robinson. “There’s no surety that the 
amount of money the new partner may 
have to invest will be sufficient . . . 
and the profits or salary, or both, that 
would have to be paid to the partner 
can mean a pretty terrific rate to pay 
for the money used.” 


‘Out of the Woods’ 


Several fuel oil distributors have 
testified to the effectiveness of receiv- 
ables financing. One New Hampshire 
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=) fuel oil 


‘Independent marketers of gasoline, fuel oil and 
other oil products are not receiving their proper 


share of help from financial sources .. . 


jobber says that with Lexington’s help, 
“We have been able to build our busi- 
ness from 500,000 gal. per year to 
2,500,000 gal. per year . . : When we 
started in business in 1944, our work- 
ing capital was so limited that the 
banks informed us we had no right to 
be in business and would loan us no 
money ... We are out of the woods 
now, thanks to Lexington.” 

A Massachusetts distributor saw 
his sales increase from $265,000 in 
1949 to $413,000 in 1954, while 
using receivables financing. In the 
same period, his working capital went 
up from $16,425 to $65,205, and his 
net worth from $26,613 to $76,145. 

Another Bay State heating oil man 
says, “I was able to discount all of 
my fuel oil bills . . . this item alone 
more than offset in each calendar year 
the amount paid to Lexington Corp. 
It also enabled me to increase my fuel 
oil business much faster than I could 
have without this help. It enabled me 
in many instances to purchase fuel oil 
equipment at prices considerably be- 
low the prevailing market, the terms of 
which were usually cash. In addition, 
I knew I had as much as $20,000 avail- 
able to me simply by going to the 
telephone. This relieved me of much 
of the pressure that the ordinary busi- 
nessman must have in striving to keep 
an adequate cash balance in the bank.” 

In this jobber’s mind, these factors 
far outweigh the disadvantages of 
higher interest rates and added office 
work to make the reports Lexington 
requires. He adds, “I realize that any 
businessman who cannot obtain ade- 
quate capital through normal sources 
of borrowing must expect to pay some 
premium for borrowed money, due to 
the obviously greater risk. The clerical 
work involved was readily absorbed 
by our office staff without the addition 
of extra help.” 


Suppliers: Mixed Views 

Major oil companies whose cus- 
tomers use accounts receivable financ- 
ing are quick to point out the negative 
as well as the positive side of the sys- 
tem. A couple of suppliers shy away 
from it, though they point out that 
jobbers are independent businessmen, 
free to arrange their own financing. 

One major-company credit manager 
(whose Boston-area jobbers haven't 
used Lexington) says, “The charge 
for such service is, in my opinion, 
somewhat exorbitant The rate 
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includes the cost of the risk factor, 
which could well be reduced after the 
financing company had some satis- 
factory experience with the jobber.” 

But he goes on to add, “There is no 
question that there is a need for these 
so-called factors to satisfy that part 
of the jobbers’ financing requirements 
which could not, under any circum- 
stances, be met by the supplier. Some 
of our jobbers . . . could not have 
obtained their rate of growth and earn- 
ings without such aid.” 

C. M. Mathewson, Boston credit 
manager of Cities Service Oil Co., be- 
lieves that “to earn cash discounts 
alone is not enough, and the borrower 
must be careful to see that expansion 
does not necessitate a further invest- 
ment in capital assets in order to serv- 
ice the increased volume. Funds ob- 
tained from this type of financing 
should be used for working capital 
and never tied up in capital assets.” 

Esso Standard Oil Co.’s New Eng- 
land credit department is a_ strong 
booster for receivables financing, 
which manager U. V. Davis says 
“seems to have worked out very well 
for both the jobber, and Esso as sup- 
plier.” He adds, “We very often sug- 
gest to our jobbers that they finance 
through an outfit comparable to the 
Lexington Corp. [because] most of the 
jobbers are in a position to expand 
their heating oil business beyond their 
ability to furnish the necessary work- 
ing capital.” 


From Sales to Finance 


Mitchell S. Lurio, president of 
Lexington, put in nearly 20 years as 
sales manager for a heating oil distri- 
butor, starting in the early 1920s—a 
great growth period for fuel oil sales. 
As he learned how to handle distribu- 
tors’ problems, he became particularly 
interested in their difficulties in financ- 
ing businesses with such a high sea- 
sonal factor. His chance to do some- 
thing about it came when he was able 
to start his own business in 1940. 
Lexington has been doing something 
about fuel oil financing ever since. 

To Lurio’s knowledge of oil job- 
bing, the company has added Robin- 
son’s five years’ experience with a 
major supplier, and assistant treasurer 
Leon Comeau’s five years with a large 
independent. This has been its big 
advantage and the reason why Lexing- 
ton, so far as it knows, has been the 
only finance company specializing in 


fuel oil accounts. Robinson believes 
other finance institutions have stayed 
away because they don’t understand 
the heating oil business and shy off 
from handling large numbers of small 
receivables created by unrated home 
owners. 

It’s true that little has been done 
in the field outside of New England. 
Lending institutions frequently say 
that the fuel oil business isn’t suited 
to receivables financing, and banks 
generally are interested only in large 
receivables. 

In some regions like the Pacific 
Northwest, most fuel oil distributors 
have been in business a long time and 
can obtain suitable bank loans, while 
there seem to be relatively few new 
heating oil jobbers there. In other 
areas, fuel oil jobbers have been either 
suspicious of the high rates, or unin- 
formed about the possibilities of re- 
ceivables financing—just as many fin- 
ance companies and banks have been 
unaware of the oil jobbing business 
(see NPN—July, p148). 

Recently, however, finance com: 
panies have begun to wake up to the 
fact that “independent marketers of 
gasoline, fuel oil and other oil prod- 
ucts are not receiving their proper 
share of help from financial sources.” 
That’s the comment of A. van Biema, 
vice president of Amsterdam Over- 
seas Corp., New York City. 

Van Biema has worked with Cities 
Service to inform its distributors of 
the possibilities of receivables financ- 
ing (the company devoted an issue of 
its distributor publication to an inter- 
view with him). He says Amsterdam 
is ready to finance jobbers wherever 
state laws permit. A large finance com- 
pany can do this, he explains, because 
its resources and contacts, the U. S. 
mails and banks’ wire services enable 
it to service a client across the con- 
tinent almost as quickly as it can serve 
an account in the same city by tele- 
phone. 

Lexington, however, maintains that 
receivables operations should be done 
by a company close to the client, be- 
cause such operations depend on fre- 
quent, even daily contact between 
borrower and lender. That’s why the 
company recently began withdrawing 
from the New York area and concen- 
trating on its Boston home ground. 
Van Biema agrees that some jobbers 
may prefer a finance company closer 
to home. He points out that the Na- 
tional Commercial Finance Confer- 
ence (the finance companies’ trade as- 
sociation, headquartered in New 
York) will help any oil jobber find a 
commercial finance outfit near him 
that will be willing to serve him. 
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AL-207 
LUBE PUMP 


Performance of this new 
Pump is so outstanding, 
ARO backs the AL-207 
Air Motor with an ex- 
clusive 3 Year Warranty! 
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THE ARO 
“10,000 LUBE JOB’’ WARRANTY 


The Aro Equipment Corporation 
warrants the AL-207 Air Motor to 
be free from defects in workmanship 
and material for 10,000 lube jobs or 
for a period of thirty-six months, 
whichever occurs first, from date of 
purchase. 


We warrant the remainder of our 
lubricating equipment, including 
hose, against defects in workman- 
ship and material for a period of 
twelve months from date of purchase. 
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This is the Lube Pump that does such a remarkable 
job—in extreme heat or frigid cold. It’s one of 
many trend-setting features in the great new Aro- 
lube line that’s sweeping ahead in popularity every- 
where! See your Automotive Wholesaler now for 
full details. 


CELIVERY = 02 / MIN 


(ammateres’. THE ARO EQUIPMENT CORPORATION 
} Bryan and Cleveland, Ohio 
Aro of California, 3141 S. Grand Ave, Los Angeles 7 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 
Flow Tests Prove ARO Superiority! ® 
The AL-207 Pump clearly outper- . 
page og oy ye “eo 
ing delivery by and three 
competitors! A standard restrictor LUBE EQUIPMENT 
for NLGI flow test was used, with 4 : 
multi-purpose grease at controlled Also ... Air Tools . . . Aircraft 


temperature. Products . . . Grease Fittings 


PRESSURE PS. 


September, 1956 * NATIONAL PETROLEUM NEWS 





a] fuel oil 


Boiler Vacuuming Goes Out the Window 


When one distributor switched from portable 
to truck-mounted cleaners, it paid dividends 
in new ‘eye appeal’ and faster operations 


| eae YEARS AGO an upstate New 
York heating oil distributor had 
a really unhappy customer. 

The bag of a portable boiler vacuum 
cleaner slipped its moorings in the 
basement of a newly decorated, newly 
furnished house. Dirt and smudge 
from the bag covered everything up- 
stairs. 

It cost more than $1,400 to clean 
up the place. Although Main Bros. 
Oil Co. of Delmar had insurance 
coverage, it was far from satisfied. 
“There must be a better way to do the 
job,” company brass thought. There 
was: today, after experiments that 
cost $5,000, Main Bros.’ bag worries 
are Over. 


Better Mousetrap 


Main Bros. now uses three large 
industrial-type vacuum cleaners that 
stay out of the house. They are 
mounted in specially-built burner serv- 
ice truck bodies. At first, Main Bros. 
wasn’t concerned if the bags slipped 
loose or burned out—if there was any 
trouble, the dirt was not in the house. 

But the company doesn’t use bags 
any more. Its newest vacuum has a 
metal storage bin and the other two 
models have been converted to empty 
into cans. 

With the cleaners in trucks, every- 
thing a mechanic needs on a clean-out 
job goes through the basement win- 
dow. No more messy-looking portable 
vacuum cleaners, cleaner hose and 
nozzles, electric cord, scrapers and 
wire brushes pass through interiors. 

No danger that a mechanic will 
bump into doors or furniture while 
carrying his equipment, leaving dirt 
and smudge marks. When this hap- 
pens, housewives are quick to let oil 
companies know about it. 

And with the vacuum cleaner out- 
side the house, the job inside is done 
with much less noise. 


How They Found It 


Main Bros.’ first crack at doing a 
better job came in 1953 and cost 
$1,200. “We bought our first large 
industrial-type cleaner for $500,” says 
Chet Hawley, Main Bros. general 
manager, “and then spent another 
$700 to have a steel trailer body made 
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to house it.” The trailer was necessary, 
Hawley says, because the sedan de- 
livery-type service truck the company 
used couldn’t hold the larger cleaner 
and all the spare burner parts and 
accessories that must be carried. 

The idea was to hitch the trailer 
behind a Jeep, haul it to a house, un- 
hook it and roll it across the lawn 
to the window nearest the boiler and 
then go to work. 

“It took us six weeks to find out 
this approach wouldn’t do,” Hawley 
says. Homeowners objected when the 
trailer was hauled across the lawn. 

New Body Design — Main Bros. 
knew it could get around that objec- 
tion by putting the cleaner in a truck. 
That meant redesigning service truck 
bodies, a job it worked out with a 
local truck-body builder, and then put- 
ting the body on a second-hand three- 
quarter ton truck chassis. 

The body that Main Bros. got was 
a closed, boxy-looking affair that had 
(1) space in the front for the cleaner 
and doors on each side of the body 
to service the cleaner, (2) room be- 
hind the cleaner’s compartment to 
carry warm-air furnace filters that are 
reached through double doors at the 
rear, and (3) compartments built in- 
to the sides of the truck to carry the 
normal inventory of spare burner 
parts and accessories. 

When the next clean-up season 
rolled around, Main Bros. found its 
idea worked well. The only hitch was 
that the cleaner’s 1-hp motor, the most 
powerful one available at that time, 
seemed to lose some of its suction 
when more than 25 ft of hose was used. 

Convinced that it was on the right 
track, Main Bros. looked around for 
a more powerful vacuum cleaner. It 
found one last year in a cleaner 
(Model 721 that cost $600) made by 
Invincible Vacuum Cleaner Manufac- 
turing Co., Dover, Ohio. It had a 1.5- 
hp motor, spun at 6,200 rpm, and 
could move 200 cu ft of air per minute 
through 25 ft of 1.5-in. hose. 





‘Operation Big Dump’ 


How Shell of Canada's drive for big 
ger drops is paying off... page 155 


NATIONAL 


This year Main Bros. bought a 
newer Invincible cleaner (Model 450 
that cost $717 with accessories). It 
has the same motor as the other model 
but it can move 235 cu ft of air per 
minute through 25 ft of 1.5-in. hose 
and can do a good job with 100 ft of 
2-in. hose added on. 

That’s because it has double the 
dirt storage capacity of the original 
Model 721. Suction power of a 
vacuum cleaner, says Hawley, drops 
as the dirt storage place fills up, but 
if that capacity is large enough, the 
suction will not be affected too much. 

And to pep up its two older clean- 
ers, Main Bros. got rid of the bags 
they used and piped the cleaners to 
empty into large cans. This not only 
boosted their cleaning power but it 
also meant they could be used longer 
(on 10-12 jobs instead of 3-4) before 
the cans had to be emptied. 


Here’s the Payoff 


Main Bros., according to Clarence 
Taylor, burner service manager, is 
not after a dollars-and-cents saving in 
switching to the larger, truck-mounted 
cleaners, even though they knock off 
about 10-15 minutes from a vacuum- 
ing job. 

“What we are after,” Hawley adds, 
is ‘eye appeal’ that really means clean- 
er service. Oil men say that oil heat 
is clean but try to convince a home- 
owner of that when a bag breaks and 
dust and dirt spill all over the place. 
When such a thing happens, home- 
owners begin to think of gas heat. In 
our way of cleaning boilers we are 
trying to meet the gas claim of clean 
heat and clean service. And it fol- 
lows the truck-and-hose idea of de- 
livering oil.” 

Main Bros. still has three portable 
cleaners but their days are numbered. 
Over the next three years, each will 
be replaced with new equipment. That. 
according to Hawley, will mean an- 
other $5,000 outlay, including the 
vacuum cleaners, truck bodies and 
second-hand truck chassis. 

Two thirds of Main Bros.’ 3,000- 
plus accounts are signed up for burner 
service or clean-out work. But with a 
better way of doing the job than its 
local competitors, Hawley thinks Main 
Bros. should pick up new business in 
burner and boiler cleaning contracts. 
“And once they see how we can 
clean out a boiler, they may want us 
to take over their supply agreements,” 
he says. « 
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CHECK THESE BIG 
ADVANTAGES --- 
WALL RACK or FLOOR CABINET 


and ‘ 


9 | Fe 


In: 


MINIMUM, CONTROLLED INVENTORY 
GUARANTEED SALE 
CARTRIDGE ARRANGEMENT GUIDE 


DIAL-O-MATI 


This great, new, time-saving Cartridge Selector 
and Interchange Guide, in handy dial form, spot- 
lights the right Cartridge for every car — 
QUICK! FREE to WIX-O-MATIC Dealers 


DIAL-O-MATIC CARTRIDGE SELECTOR 


RECOMMENDED CARTRIDGE 
INSTALLATION CHARGE GUIDE 


@ DEALER FRANCHISE CERTIFICATE 
@ SERVICE & SELLING AIDS 
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WIX-O-MATIC is not a Cartridge 
Assortment—not simply a Display. It 
is a complete Program that sets up a 
money-making Filter Service Center 
for you with all the facilities and 
know-how you need to make BIG 
PROFITS Quick! 


IT? 


OIL FILTERS 


WIX-O-MATIC keeps your stock 
always in order, clean and salable— 
takes the work out of checking stock 
and ordering fill-ins. It puts the right 
Cartridge for every car at your finger- 
tips—makes your service fast and 
Profitable! 


YOU CAN ENJOY ALL THESE ADVANTAGES 
FREE ° ASK FOR THE WHOLE STORY NOW! 


® 
° IN 36/ 


CARTRIDGES 


WIX CORPORATION e GASTONIA e N. C, 
In Canada: Wix Accessories Corp. Ltd., Toronto 
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What's a chemist got to do with tank cars? 


wie 

Liquid level—vapor action—types of linings—temper- 
ature factors—the presence of impurities . . . these are a 
few of the considerations which the chemist must eval- 
uate. It’s the chemist’s job to see that bulk liquids are 
shipped in the cars equipped to carry his products. The 
knowledge gained from years of hauling liquids in bulk 
enables General American to meet the chemist’s exacting 
requirements—to assure that corrosion of the cars will 
be minimized and product contamination prevented. 


GENERAL SERVICE CARS 


ALUMINUM CARS 


This skill and experience is part of every GATX lease 
. a lease that provides shippers with the most de- 
pendable service available for bulk liquid transportation. 
When you lease cars from General American, you avoid 
the need for capital investment as well as operating, 
servicing and maintenance problems. 
If you’d like additional information concerning the 
advantages of a GATX lease, call or write your nearby 
General American District Office. 


It Pays to Plan With General American 


PRESSURE CARS INSULATED CARS 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South LaSalle Street * Chicago 90, Illinois 


Service Offices In Principal Cities 
Service Plants Throughout The Country 
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Plain enamel service stations 
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Avoncraft porcelain enamel service stations, porcelain inside-and-out—pre- 
fabricated and ready to erect on your site—ARE HERE TO STAY! Above 


are pictured some of the already erected service stations built by Avoncraft. 





Mayor oil companies all over the nation have joined the swing to porcelain 
enamel—to the ‘“‘package’’ unit that can be purchased in quantities of 1 or 
1000—to a station that can be erected quickly and inexpensively to bring 
in profits sooner. They are not only beautiful and serviceable—but durable 
through the years ahead. Before you decide—you owe it to your economical 


future to check with Avoncraft before you buy! 


ectural products 


A DIVISION OF AVONDALE MARINE WAYRRRINC. @ P.O. BOX 1030, NEW ORLEANS 





@ to suppliers of 
petroleum marketing 
equipment 


Four important facts about modern hose couplings 
...for better service (and bigger profits!) 


The excellent quality of modern hose makes re-attachable couplings an 
impractical investment. Hose lasts so long that by the time it needs replacing, 
you find couplings are usually damaged and need to be replaced, too. 


All the hidden 
expenses involved 
in reconditioning re-attachable 
couplings—time, paper work, 
packing, shipping —make these 
couplings much more expensive 
to use than modern, permanently 
attached couplings. 
Modern, permanently 
attached couplings are 
machine attached by specially 
trained workmen. This means 
you get a coupling with 
a perfect fit, always—with 
no possible damage to hose. 
This modern 
machine attachment 
is fast, economical and provides 
a leak-proof full-flow diameter 
inside the coupling. Hours of 
flexing won’t weaken the 
grip of a permanently 
attached coupling. 


remember: Scovill is the name 


in modern permanently attached hose couplings 


For complete specifications on gasoline pump hose SCOVI LL 


couplings, write to Scovill Manufacturing Co., 
Merchandising Division, 81 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 570-H 








lf you’re asking about 
the WHITE 9000... 


hi the Greatest! 

















TEXAS CONSOLIDATED TRANSPORT CO., Houston 
has wonderful report on White 9000 operation: , ° 
Fuel economy with bigger tankers... improved 4 DRIVERS everywhere like the White 9000 because of the way 


schedule time... higher mileages per year... it handles... its wonderful power... and its arm chair comfort. 
bigger payloads. 


There are important advantages, too, in payload, fuel eco- 
nomy and faster schedules that mean extra earning power 
for operators everywhere. 


Why not investigate America’s most profitable highway 
tractor without delay? 


THE WHITE MOTOR COMPANY 


© 
— Cleveland 1, Ohio 
poenen) 
FOR MORE THAN 55 YEARS THE GREATEST NAME IN TRUCKS 
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Here are just a few of the reasons for the 
Tremendous acceptance accorded.... 


Newly designed 
pole adapter 
allows infinite 

adjustment 
between pole 
centers 


Extruded 
aluminum channel 
with heliare 
welded 

cross braces 


Acrylic resin 
plastic enclosures 
with new 
sine-wave form 
for optimum 
diffusion 





@ the fixture that utilizes 


light instead of merely 
transmitting it! 


the fixture that gives you 
more of everything... 
more usable light 
more beauty 
more strength and rigidity 


the first Guardian fixture 
specifically designed to use 
the extra output of the 
new RS lamps 


Get the whole story on this latest 
“first” by Guardian (Series 2000RS, 


) individual or continuous) ... write 
~ for bulletin A26, today! 
pe 


GUARDIAN /{ fit company 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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TRANSPORTATION 


Conversion to bigger tankage never stops in Shell of Canada’s territory. That’s because Shell knows . . . 


How Operation Big Dump’ Curbs Costs 


is AN ERA when marketers’ costs are 
rising, it’s possible to hold the line 
—or even reverse the cost spiral—by 
delivering larger quantities of gasoline 
less often. 

For five years, Shell Oil Co. of 
Canada has been rebuilding its distri- 
bution system around bigger dumps. 
And the company has gotten results: 

e Per-gallon cost of gasoline de- 
livered has dropped 10%; 

e The number of bulk plants has 
been cut in half; 

e Units in the company’s truck 
fleet have been reduced 21%. 

Shell’s “operation big dump” has 
had three side effects. Hours of tank 
truck operation have more than 
doubled—from 8 to 20. Average tank 
truck capacity has risen 50%, from 
1,800 gal. to 2,600 gal. Average gal- 
lons hauled per mile has risen 60%, 
from 50 to 80 gal. 

Looking back, Shell men recall that 
ten years ago they often put in 1,500 
gal. of total underground storage at 
stations. Now, if the law permits, they 
aim for a minimum of 10,000 gal. In 
one metropolitan area, 2,500 gal. was 
the average station storage. Now the 
average stands around 7,000 gal. 

In the beginning Shell men threw 


out individual 500-gal. tanks and re- 
placed them with the 2,000-gal. size. 
Today, if they can, they want to in- 
stall 5,000-gal. tanks, and they leave 
no tanks in the ground that are less 
than 2,000-gal. capacity. 


Setting It Up 

In 1949, when the preliminaries 
started on the long-range conversion 
program, Shell began to buy 3,000- 
gal. tank trucks; by 1950 they were 
switching to 4,000-gal. units; and in 
1951 the present 5,000-gal. trucks be- 
gan to come in. 

Shell hasn’t calculated any system- 
wide figures on the average size of 
dumps today, but a rough estimate 
puts the average at around 2,200-2,400 
gal. In one city where the company 
was not blocked by local restrictions, 
the average dump is now 3,100 gal. 

In Toronto, where tankage restric- 
tions were only lifted last year, plant 
manager Eric Simmons reports his de- 
livery cost per gallon in the first 
quarter of this year ran 13.3% less 
than last year. 

How To Start—Shell officials— A. 
L. Wilson, vice president, and Harold 
L. Hinchcliffe, manager of marketing 
operations—agree it takes trucks, 
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tanks and training to get anywhere 
with larger station dumps. 

“Many of the people involved in 
products distribution,” explains Hinch- 
cliffe, grew up under the old cus- 
tom of loading the trucks in the morn- 
ing, then sending them out to fill deal- 
er calls for gasoline as received. Often 
no systematic effort was made to line 
up stops.” 

So Shell began teaching bulk plant 
managers, at their annual meetings, 
the theory of efficient distribution. 
This part of the program got under 
way late in 1949, right at the close of 
a protracted gasoline shortage. An era 
of rapid expansion in _ petroleum 
marketing was beginning then: a 
period of general growth in Canada, 
and a period of swiftly rising costs. 

The following year, when new, 
larger trucks began to appear in the 
Shell delivery fleets, plant managers 
started looking for places to enlarge 
dealer storage to take advantage of the 
bigger truck capacities. 

Before he recommends bigger tanks, 
the plant manager studies each indi- 
vidual station and figures out whether 
larger storage will pay out in actual 
savings. A typical analysis on which 

(Continued on page 157) 
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(Continued from page 155) 
to base a bigger tankage recommenda- 
tion looks like this: 


Present storage: 4,500 (one 2,000, two 
1,000, and one 500). 

Return miles (round trip): 55. 

Monthly gallonage. 14,500 (ratio of 1:4 
Premium to Shell) 


Proposed storage: 9,000 (2,000 Premium; 
7,000 Shell) 

PRESENT: 
Average dump 2,200 
Number of trips fs 
Delivery hours: 
28 at $2.31 
Delivery miles: 
385 at .36 


$64.48 


138.60 


203.28 
PROPOSED: 

Average dump 5,106 
Number of trips 3 
Delivery hours: 
12 at $2.31 
Delivery miles: 
165 at .36 


$27.72 


59.40 


87.12 


SAVINGS: $116.00 a month. 


COST OF INSTALLATION: 
Capital investment (tank) S$ 930 
Installation 1770 


$2700 


At the rate of $116 a month, savings 
will pay out the $2,700 cost of installa- 
tion in 23 months. 


It’s up to the plant inanager to in- 
itiate requests for larger tankage. He 
starts by looking over a dispatch sheet 
on which are recorded the day-by-day 
deliveries from his plant for a full 
month. Among the dealers who are 
taking small deliveries he can pick a 
group that look like promising candi- 
dates for larger storage. 

The plant manager also gets the 
sales department’s opinion of the deal- 
er’s location from the standpoint of 
future growth. And he must know 
if the dealer is able and willing to pay 
cash for the larger deliveries he'll get 
if bigger tanks are installed. 

Selling the Dealer—Early in the 
program all plant managers presented 
the objectives of bigger dumps at deal- 
er meetings. They pointed out these 
dealer benefits: 

e Larger and less frequent dumps 
reduce the hazard of the dealer run- 
ning out of gasoline. 

e Fewer visits by the tank truck 
mean fewer occasions when the drive 
will be blocked. This is especially true 
in communities where absentee (night) 
deliveries are set up as a result of 
longer hours of fleet operation. 

e Fewer deliveries cut down the 
number of transactions. 

e Dealers who participate are auto- 


matically tagged as members of an im- 
portant group of business men, rather 
than small pick-up operators. 

Dealers who like the plan usually 
win over those who raise objections 
at dealer meetings. Keeping tank 
trucks off the driveway as much as pos- 
sible seems to be the biggest talking 
point, according to Hinchcliffe. 

When to Convert—Plant managers 
are expected to recommend whatever 
storage conversions look worthwhile. 
Then the division operations manager 
has the job of screening the recom- 
mendations to fit them into the avail- 
able budget. In doing so he weighs a 
number of factors. 

He approves first those stations 
where drives may be torn up for other 
reasons—perhaps for repaving, as 
part of general remodeling, or maybe 
because of leaking tanks. These are 
known as emergency cases, where 
money can be saved by installing the 
tanks in conjunction with other work. 

Another preferred group are sta- 
tions where gallonage has outdistanced 
tankage, and the dealer can’t last over 
the weekend without a delivery on 
Saturday and again on Monday. 

Still other cases will be tanks in 
awkward locations that make it tough 
to jockey a big truck in and out. 

These are all situations where ad- 
ditional benefits, aside from straight 
savings in delivery cost, can be gained 
by immediate installation of larger 
tanks. After these are disposed of, the 
plant manager’s remaining recommen- 
dations can be considered from the 
standpoint of early payout. 

There is no fixed limit on the length 
of payout that will justify bigger tank- 
age. Size of the current budget is the 
limiting factor. 


Keeping It Rolling 


You have to start your program 
with larger trucks and follow up with 
bigger station storage, Shell men say. 
Then you're in business, but you’re not 
through yet. You have to watch your 
dispatch sheets constantly, note the 
smaller-than-normal deliveries, learn 
the reason, and find out what’s been 
done, if anything, to cure the situation. 

Once you get a dealer started on 
large dumps, it’s wise to keep him 
up to the top limit. If he’s been paying 
cash for 5,000-gal. dumps, there may 
come a time when he will find money a 
little tight and decide that next time he 
will take only 4,000. If that’s the 
situation, often it’s possible to sug- 
gest a slight increase in his order—say 
50 or 100 extra gallons. By repeated 
increases you can build him back up 
to his 5,000 maximum again. 

Never let a dealer get the impres- 
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sion you don’t care particularly if 
he takes a smaller dump. Suppose, 
for example, you have two orders for 
3,000 gal., both in the same area. It 
may be a temptation to take the easy 
way and send out a 5,000-gal. truck 
to deliver 2,500 gal. to each dealer. 

Don’t do it, say Shell people. Send 
the truck out twice, if you have to, 
but be sure each dealer always gets the 
full amount he orders—never less. 

Watch for ways to swing dealers 
into taking bigger dumps. For in- 
stance, sometimes a dealer will forget 
to call for a delivery until the end of 
the day, and finds he has to have some 
gasoline right away. A tactful dis- 
patcher can suggest sending out a full 
truck load, and often if the dealer is 
really low he'll agree right on the spot. 

However, if the size of a dealer’s 
orders have dropped way off—for 
example, if he’s calling for only 500 
gal. at a time—he’s in trouble. 

A good dispatcher can do his part to 
keep deliveries up to maximum size. 
Often a dealer will have no very sound 
reason for taking less than his storage 
will hold. The dispatcher’s job is to 
watch the pattern of a dealer’s orders, 
note if they drop off, and politely urge 
him to keep them at top level. 

About 30-40% of the dealers need 
some credit help when they first start 
paying for larger deliveries. A com- 
mon example might be a dealer who 
has been paying cash for 1,000 gal. at 
a time, but now needs to pay for 5,000 
gal. On credit department approval, 
Shell will put 4,000 of the 5,000 gal. 
on credit until the next delivery. 

When it’s time for the next 5,000- 
gal. delivery, the dealer will then pay 
for the whole load, plus an extra 1¢ 
or 2¢ over the tank wagon price. A 
schedule of such extra payments is set 
up that will wipe out the credit for 
his initial big delivery usually within 
a year—sometimes in 18 months. 

Spearhead Is Operations—The 
Shell people emphasize that operations 
personnel have primary responsibility 
for the success of the big dump pro- 
gram. They have to sell bigger dumps 
to all classes of customers, although 
the retail outlets predominate. And 
they have to sell bigger dumps to the 
sales department, to the extent that 
sales department help is needed. 

But the job is not up to the sales de- 
partment. In the field especially, ex- 
plains Hinchcliffe, it is part of the 
plant manager’s continuing responsi- 
bility to visit his dealers, explain the 
problems, and sell the objectives. He 
is the man who keeps the program 
alive and spreading. That makes it an 
operating department program all the 
way through. & 
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SPECIAL TOOLS 





Tire repairs, lubrication, washing, spark plug cleaning, filter 
cleaning, driveway air service, special tools . . . all spell extra 
profits in the station . . . all depend on airpower. 


There’s more power for you to use to build these profitable services 
with Wayne Air Compressors. They are ‘“'station-engineered’”’ to 
your equipment. 


Wayne Air Compressors are engineered to provide a better com- 
pressor in every way—cooler in operation, with lower power 
consumption, higher efficiency, lower maintenance costs and 
longer trouble-free life. Each Wayne Compressor is sold on the 
basis of known efficiency in terms of usable air output—pretested 
and guaranteed. To assure unfailing airpower in your station 
install Wayne Air Compressors. Write for catalog of complete line. 


THE WAYNE PUMP COMPANY 
Salisbury, Maryland ¢ Toronto, Canada 


COMPRESSORS 




















STATION-ENGINEERED 
PRODUCTS 


include 


PUMPS 


Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps. 


AUTO HOISTS 


Single, double, and 
3-post types. Free- 
wheel, frame-hoist, 
or drive-on. Hydrau- 
lic operation (semi 
or full) for cars, 
trucks, buses. 


HOSE REELS 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. In- 
stalled on wall, 
floor, ceiling or on 
on island, 


DISPENSING 
EQUIPMENT 


High boys, tank 
units, dispensers for 
oil, gasoline, kero- 
sene, alcohol, and 
greases. 
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Unsafe Fluids on the Rise 


With a growing volume of below-par hydraulic fluid 
coming into the market, there's an increasing push 
to make state standards meet SAE specifications 


HE VOLUME of unsafe hydraulic 
fluid on the market showed a 
sharp rise in 1955, and as a result, ac- 
tion is being stepped up to increase the 
number of states that make it illegal to 
sell fluids that don’t meet SAE speci- 


| fications. 


Members of Chemical Specialties 
Manufacturers Assn., are being urged 


| to promote passage of similar legisla- 
| tion in all states. This fall an SAE sub- 
| committee on brakes is expected to 
| present a report that will lend added 
| ammunition in the campaign to legis- 


late against the sale and production of 


unsafe hydraulic brake fluids. 


Currently, eight states (California, 


| Georgia, Minnesota, Mississippi, New 
| Jersey, South Carolina, North Caro- 


lina, and Tennessee) have enacted 
laws prohibiting the sale of fluids not 
meeting SAE specifications. The 
Georgia law became effective July 1 


| and the Mississippi law goes into force 


Jan. 1, 1957. So far, all but Georgia 


| and Mississippi have laws limiting the 


sale only to heavy-duty fluids. The two 
exceptions permit the sale of either 


| heavy- or moderate-duty fluids. 


Brake fluid bills failed to pass in 
three states this season. But there’s 
always next year. 

Car manufacturers install only 


| heavy-duty fluid at the factory, and in 
| their bulletins to service shops they 


recommend only heavy-duty SAE 


| fluid be used. They are strong for 


limiting all sales to heavy-duty hydrau- 


| lic brake fluid. 


One automotive engineer says fail- 


| ure of a fluid to meet SAE specifica- 


tions constitutes a definite safety haz- 
ard. He explains that in today’s cars 
it’s quite easy to bring brake system 
temperatures up over the 200° F 
mark, and most of the substandard 
fluids have a boiling point of 182°. 


| When this happens, the car loses its 


braking power. 
If the loss of braking power results 


| in an accident, the cause is very dif- 


ficult to determine. By the time in- 
vestigating officers arrive on the scene, 
they make a brake pedal test and find 
adequate braking pressure. That is be- 
cause the system has had time to cool 
off and the fluid will function. 

C. E. Allderdice, Jr., Bell Co., Chi- 
cago, chairman of the commercial 
standards committee of the automotive 
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division of Chemical Specialties Man- 
ufacturers Assn., reports a_ recent 
CSMA survey shows a larger percent- 
age of hydraulic brake fluids made in 
1955 failed to meet SAE or govern- 
ment specifications than in 1954: 
% of % of 
1955 1954 
Total Total 
1—Standard-brand and pri- 
vate-brand fluid con:pound- 
ed, which meet SAE speci- 
fications: 
Moderate duty 70R2 or 
R-72 . 26.8 
Heavy duty 70R1 or R-72 53.4 


2—Compounded to meet 

specific government specifi- 

cations if not falling into 

the heavy-duty category 
3—Standard-brand and pri- 

vate-brand compounded that 

do not meet either SAE or 
government specifications 16.8 12.0 

CSMA estimates its survey repre- 
sents at least 90% of the brake fluid 
industry’s production. 

Allderdice is encouraged by the gain 
in percentage of heavy-duty brake fluid 
produced. He predicts that 1956 prob- 
ably will see about 60% of all fluid 
meeting SAE heavy-duty specifications. 
He bases the prediction on the ex- 
pectation that enactment of brake fluid 
laws in California, Georgia and the 
Carolinas will be reflected in heavy- 
duty oil sales this year. 

e e e 

International Note: France’s largest 
auto maker — the government-owned 
Renault Co.—this summer exhibited 
and demonstrated a new gas turbine 
car in Paris. Company engineers are 
reported to say the car is capable of 
190 miles an hour and is rated at 270 
horsepower. With Renault having 
joined the British Rover Co. in the 
automotive turbine development race 
in Europe, we now have at least five 
car manufacturers on record develop- 
ing automotive turbines. The other 
three, of course, are in the U. S.— 
General Motors, Chrysler and Ford. 

e o * 

Service Note: The oil pan drain plug 
has been discontinued in the Power- 
flite transmission of Plymouth. Drain- 
ing of the transmission is accom- 
plished by removing the filler tube 
connector at the oil pan. iol 
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LION serves the finest! 


“Blue Chips”’ 








Here’s undisputed proof of Lion quality and service— 
of leadership in the manufacture of business clothes 
for the service station field. 

In every industry one company becomes a leader. 
Lion Uniform has that distinct and unchallenged honor 





and today more service station personnel wear Lion 
business clothes than any other brand! 

This dominance in a highly competitive industry 
didn’t just happen. It came about as a result of these 
three factors: 





I. Quality in fabric construction and styling. 


2. Research in materials to set new high standards in 
washability and wearability. 





« ° . . . . 

3. Service—maintenance of high inventories of manu- 
factured stock to assure prompt shipment of needed 
business clothes. 


How about you? Are you taking advantage of Lion 
Uniform leadership? Are your service station personnel 





“dressed up” in the smartest style-right, most durable 
business clothes being manufactured today? We invite 
you to join this group of leaders by specifying LION 
the leader in quality and service. 








Uniform, Inc. 
Dayton, Ohio Ceoeeeeeeseseeeeseseses Are you in this Picture? 


1410 South Flower St., Los Angeles, Cal. 
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Problem: Eliminating the Visi-gage 


@ It used to be a safeguard. Today the visi- 


gage is a $3-$5-million a year nuisance 


@ Efforts to get rid of the gage have failed 


so far. The best answer seems to be grass-roots 


missionary work by oil marketers 


- enauaoeal ARGUMENT for eliminat- 
ing the visi-gage from gasoline 
pumps is the claim by oil marketers 
that the public no longer gets any 
benefit from it. And there are facts to 
back up this view. 

Take It Out 

The gage was originally adopted 
around 1928 to give the customer 
visible evidence that gasoline was ac- 
tually flowing through the old-fash- 
ioned blind pumps. Today marketers 
say, COmputer pumps are no longer 
blind. The customer can watch the 
moving figures on the meter and com- 
puter dials for visible evidence of gas- 
oline flow. 

Most motorists don’t have the slight- 
est idea of what the visi-gage is for, 
marketers add. Two tests confirm this 
claim. One of these was conducted by 
the National Conference on Weights 
and Measures, which has great influ- 
ence on the laws governing weighing 
and measuring devices. The second 
test was conducted by marketers. 

The Conference’s test was carried 
on for 30 days at 35 stations in 30 
different state and local jurisdictions. 
The glass visi-gages were painted over 
or otherwise obscured. An average of 
less than three customers per station 
commented on the change. Nearly all 
comments, a Conference committee 
reports, were simple queries about why 
the “glass bowl” was covered. There 
was virtually no adverse reaction, or 
particular interest. Several stations re- 
ported no comments at all. 

Oil men say the gage no longer 
serves One of its former incidental 
functions. The visi-gage was once con- 
sidered a useful indicator to show, be- 
fore delivery, that the pump hose was 
filled with gasoline. Today, check 
valves at nozzle and meter—plus foot 
valves—keep the hose full of gasoline, 
says K. W. Birkin of Sinclair Refining 
Co., chairman of the American Petro- 
leum Institute weights and measures 
committee. 

The biggest headache for marketers 
is gage maintenance. Operations men 


say the gages have to be repaired about 
twice a year, at $3-$5 a job. With an 
estimated one million pumps in oper- 
ation, this adds up to a $3-$5-million- 
a-year expenditure. And marketers 
believe it’s unnecessary. 

Marketers say the gages will always 
spring leaks, because glass-to-metal 
seals are never satisfactory. The leaks 
produce a hazard as well, they claim, 
and also damage pump finish. 

In addition to maintenance cost, the 
industry buys about 100,000 new 
pumps a year. Pump manufacturers 
estimate the extra cost of including 
the visi-gage runs about $7-$8 per 
pump. That’s $700,000 to $800,000 a 
year more that oil men think ought to 
be saved. 

Chairman Birkin adds, “It will al- 
ways be the sealer’s job to test pumps 
for accurate measurement, whether 
they have visi-gages or not.”” He main- 
tains that is the best protection for the 
public—and the industry. 

Most marketers seem to agree with 
him. Some ten years ago, when first at- 
tempts were made to remove the gage, 
some oil companies and pump makers 
were not in agreement. Since then, the 
ranks have closed. 


Leave It In 


A majority of the public officials 
who make up the National Conference 
on Weights and Measures have not 
been convinced by oil industry argu- 
ments, or their own committee’s test. 
One of those who wants to keep the 
gage is J. T. Kennedy, chief of 
Weights, Measures and Markets in the 
District of Columbia. 

Kennedy thinks the gage makes an 
enforcement man’s job easier. When 
an inspector checks a station, says 
Kennedy, he can tell from the pres- 
ence of air or a low level in the gage 
that something is wrong with the pump 
system. It also protects the gasoline 
customer, Kennedy says, if he looks at 
the gage. 

Birkin takes issue with Kennedy. 
There could be air or low level, Bir- 
kin says, and the pump could be—and 
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probably would be—in good working 
condition. This condition is most likely 
to occur, Birkin says, when a pump 
has been idle through an interval of 
excessive heat followed by a cool pe- 
riod. Heat expands the gasoline, he ex- 
plains, and if the exposure is long 
enough some of it may be forced back 
through the relief valve. When the 
pump cools there may be a void in the 
gage. It’s no sign of anything wrong 
with the pump. “And whatever the 
gage shows,” Birkin adds, “the inspec- 
tor always has to test the pump for 
accuracy anyway.” 

Kennedy also maintains that the 
computer doesn’t tell anything, and 
can go haywire; or there could be a 
leak in the automatic check valve. Be- 
sides, he adds, pump makers have said 
they could make no reduction in pump 
cost if the gages were eliminated. 

Spokesmen for the pump industry 
say there would be an ultimate saving 
in the cost of new pumps if the visi- 
gage were eliminated. 

Kennedy’s reference to pump price 
refers to a comment during last year’s 
conference by C. F. Bateman, general 
manager of Wayne Pump Co. Asked 
how much cheaper pumps would be 
without the gage, Bateman said, “There 
is nO proposal to change pump prices, 
but rather to save money on mainten- 
ance costs.” He also said, “Obviously 
a visi-gage costs money, and we claim 
it is a foolish extravagance, a waste 
of material, since it does not contribute 
anything.” 


The Next Move 

Oil men have made a start on an 
educational campaign to help their 
case. At four state Weights and Meas- 
ures meetings, arguments against the 
visi-gage have been presented by G. 
Theon Wright, managing director of 
the Gasoline Pump Manufacturers 
Assn. 

A kit setting forth the oil industry’s 
side is being mailed by the Pump 
Manufacturers to some 200 officials 
who usually attend the National Con- 
ference on Weights and Measures. 

A key Conference official advises 
that the group isn’t easily persuaded 
to act, even by its own committees. 
Members are reluctant to remove a 
safeguard that’s been in use so many 
years, he explains. 

The resulting doubt and uncertainty, 
this official believes, defeated the move 
to eliminate gages at this year’s con- 
ference session. He also believes that 
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if a vote on the issue were taken today 
among all the state weights and meas- 
ures Officials, the proposal would be 
defeated. And he thinks the outcome 
will be no different at next year’s 
meeting, unless the oil industry lays 
its case before the state officials. 

Many oil men agree with this view. 
One key marketer says: “The only 
course open to the industry is to do a 
lot of missionary work with weights 
and measures people at the state and 
local level.” 


The Big Hurdle 


For all practical purposes, the in- 
spectors (or sealers) who attend and 
vote at the National Conference on 
Weights and Measures control the laws 
governing weighing and measuring de- 
vices. In some 30 states, through long- 


What's New in 


standing custom, the recommendations 
of the Conference become law almost 
automatically. Conference decisions 
serve as legislative guides in most other 
States. 

The conference is an informal or- 
ganization, without actual legal author- 
ity. It was organized in 1905 by the 
Bureau of Standards of the Depart- 
ment of Commerce. Purpose was to 
bring some uniformity into state laws 
governing weights and measures. Its 
influence has grown steadily. The 
group meets annually in Washington, 
D. C. Any inspector who attends is 
eligible to vote. The group’s next meet- 
ing is scheduled for June 3, 1957. 

Marketers who want to eliminate 
the visi-gage have their work cut out 
for them between now and the next 
Conference meeting. B 


Equipment... 








New pump line 

. introduced by Wayne Pump Co. 
is called the Soloramic series. The 
name comes from a solo unit that 
Wayne says constitutes the “service 
heart” of the new pumps. 

According to Wayne, a uniquely de- 
signed, compact, single-casting con- 
struction contains the pumping ele- 
ment, by-pass, check and pressure re- 
lief valves, air eliminating and float 
chamber as well as the motor. Housing 
the motor within a capsule in the pump 
casting permits it to be cooled by the 
flow of the gasoline stream. 

A new two-piston meter is said to 
attain a new high level of accuracy, 
along with smoother, quieter opera- 
tion. A new meter mounting permits 
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removal in less than 60 seconds. 

A new computer first used in the 
Soloramic line has been greatly sim- 
plified, with 200 fewer parts. The 
totalizers are glass-enclosed to keep 
them free of dirt. 

A new fast-acting reset is semi-auto- 
matic. It is a constant pressure type 
that prevents damage to the computer 
if the reset is operated with unneces- 
sary force. 

In addition to mechanical features 
the Soloramic line has new, wider-vi- 
sion dials. They are said to be easily 
legible at a 148-degree angle. Wayne 
Pump Co., Salisbury, Md. 

Circle No. I on Coupon, p164 


New 8-volt battery 


. is especially designed for starting 
trucks powered by liquefied petroleum 
gas. (The manufacturer says that LP- 
gas trucks are often hard to start when 
cold, and hard to restart when hot.) 
The battery is a 4-cell, 17-plate unit 
rated at 115 A.H., with a retail price 
of $38.90 wet, or $39.90 dry-charge. 
The New Diller Battery Co., Box 200, 
Des Moines, lowa. 


Circle No. 2 on Coupon, p164 


Proportioning feeders 


. are claimed to feed all types of 
liquids with an accuracy of plus or 
minus .5%, regardless of changes in 
viscosity, gravity or temperature. The 
Omega Loss-In-Weight feeders operate 
on a _ dead-weight principle and 
incorporate a memory device that 


detects and automatically corrects any 
underfeed or overfeed condition. 
Broad 100-to-1 feed range permits 
adjustments to meet changes in formu- 
lation or production loads. Available in 
feed rates of a few pounds up to 60,- 
000 Ibs. Omega Machine Co. (Div. of 
B-I-F Industries, Inc.), 345 Harris 
Ave., Providence 1, R. I. 

Circle No. 3 on Coupon, p164 


New clamp cutter 


. . . is specially designed for removing 
Punch-Lok hose clamps. The 14-in.- 
long cutter features a single cutting 
jaw with a slip-land to prevent gouging 
the hose, while the other jaw acts as 
a buttress edge. Made of drop-forged 
hi-carbon steel, with heavy-riveted 
single pin joint. Punch-Lok Co., 321 
N. Justine St., Chicago 7, Ill. 

Circle No. 4 on Coupon, p164 


Low-cost hand pump 


... has a lightweight, rugged, phenolic 
resin housing assembled by cadmium- 
plated, snap-on clamps both for quick 
service and to prevent leakage. Pumps 
on both forward and backward strokes 
deliver 12 gpm. Vacuum breaker 
speeds drainage and prevents siphon 
loss. Hose-and-nozzle model has auto- 
matic shut-off; non-drip shut-off is 
built into the spout of the container- 
filler model. Hose-and-nozzle model, 
suggested for drum or skid tanks on 
farms, is installed by placing flexible 
suction hose through pre-fixed adapter, 
positioning pump and tightening thumb 
screw. Container-filler model is used 
for filling small hand vessels in indus- 
trial plants or for transferring liquid 
petroleum products to pails. Tokheim 
Corp., Fort Wayne, Ind. 

Circle No. 5 on Coupon, p1l64 


(Continued on page 164) 


NATIONAL PETROLEUM NEWS * September, 1956 











Z YZ, T's SHOW HIM A REAL 


BARGAIN - CORDOMATIC & 
DROP LIGHT REELS OuTLAST Y 
A DOZEN OF THOSE CHEAP 
CORDS... AND SAVE TIME AND 

MONEY ON EVERY JoB! 








IT'S ALWAYS THRIFTIER... WITH Cor domalic’ J 


\\ 
AAU 


HEY! ALERT THE 
STOCKROOM- HERE 
OMES “DROP CORD 


€or 
YEAH, THAT 
) 











MAW 
QW 





GUY'S WEARING 
A HOLE IN 
, 7 OUR DOORMAT fi 
B>\( TSF Rieel REPLACING 2 
re = SI THOSE CHEAP HE'S SURE TRYING 
F Uy DROP CORDS. TO SAVE DOUGH! 
NEXT THING HE’LL 
WANT CANDLES- 
THEY'RE EVEN 
CHEAPER! 


/, 











= 





‘Cc. DROP LIGHT REELS 


e Increases garage efficiency! 


e Pays for itself in no time! 


Eliminates hazards of fire, electric 
Sl alole SMelale Mia] o) listen: 


Mounts easily on wall or ceiling! 


Works like a window shade — auto- 
matically retracts when not in use! 


SAYS 
Write me today 


olmig-tkaeliol (ole Relire| 


Dealer cost sheet.’ 


CORDOMATIC Dept. E, 
17th & Indiana Ave. 


oS ae ; Philadelphia 32, Pa. 
REELS : 


are available in 
20’, 30’ and 40’ 
cord lengths. 


Dealer Costs Start at \ 
$13.95 X 
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Retrieving reel 
. . . powered by a new band spring is 
designed for use in service station 
pumps or any dispensing unit using 
flexible hose. The Spir’ator Retriever is 
said tohave a full 10'2-ft pull-out with 
only half the force build-up of a con- 
ventional spring reel, while providing a 
higher supporting force to hold the 
fully retracted hose. It is housed in 
a steel case 5%6” in diameter and 
includes 10.5 ft of cable. Complete 
unit weighs 4.14 lb. Reel division, 
Hunter Spring Co., Lansdale, Pa. 

Circle No. 6 on this page 


Power steering 


. .. for every model in the Towmotor 
line of fork-lift trucks of 6,000-lb 
capacity and over is now available 
during assembly or after delivery. No 
special equipment is required to make 
the change. The manufacturer esti- 
mates that power steering reduces the 
operator’s effort at least 80%, the 
exertion required being only 6 to 8 Ib 
at the steering wheel rim. Towmotor 
Corp., 1226 E. 152nd. St., Cleveland 
10, Ohio. 


Circle No. 7 on this page 


@ Island shelter units have been installed 
on many of the service plazas of the new 
Ohio Turnpike. The small buildings are 
made of standardized, double-faced por- 
celain enamel panels that provide the 
interior trim and exterior finish in a single 
unit. Buildings are shipped to the site 
fully assembled and lowered into place 
on prepared foundations on the pump 
islands. 

The 4-ft. x 7-ft. units give attendants 
a warm shelter plus a writing desk or 
cash register stand, and storage space 





for maps, charge books and other acces- 
sories. A set of double-acting swinging 
doors at one end gives easy access with- 
out use of hands. Buildings are pre-wired 
at the factory with a single outlet for 
one interior swivel-type lamp, and a 
double outlet for heater or fan and cash 
register. There is also provision for ex- 
terior lights in the eve troughs and flood 
or spot lights on the roof ridge. 

The buildings were designed and 
manufactured by the Erie Enameling Co.., 
Erie, Pa. a 











Crank-operated tail gate 
. .. for pick-up trucks is easily loaded 
from either side or from the back. 
Has a lifting capacity of 650 lb. A 
completely automatic load brake in 
operation at all times permits raising 
or lowering at will without danger of 
droppage. The Weightlifter is priced to 
sell under $250. H. S. Watson Co., 
Emeryville 8, Calif. 

Circle No. 8 on this page 


Distributor bolt wrench 


. services all Chrysler-built 1955-56 
V-8’s. It is the latest addition to Her- 














e FOR FURTHER INFORMATION 

j On equipment or literature described in this issue: CIRCLE THE NUMBER 
| below. Fill in the reply coupon, clip and mail to 

| @ Readers’ Information Service 
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330 W. 42nd St., New York 36, N.Y. 
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brand’s matched set. It can be used 
with any %” drive handle or ratchet, 
and clears the engine compartment 
obstruction. Known as Herbrand No. 
2377, it carries a mechanic’s net price 
of $2.45. Herbrand Tools, Fremont, 
Ohio. 

Circle No. 9 on this page 
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6 





Explosion-proof flashlight 


. .. approved by Underwriters’ Labora- 
tories for Class 1, Group D hazardous 
locations, has a sparkproof case and 
spring bulb ejection. Bulb is held in its 
socket by a compressed high-tension 
spring. When the bulb cracks or 
breaks, the spring crushes the glass 
and ejects the base from _ contact 
socket, thus eliminating filament after- 
glow. U-C Lite Manufacturing Co., 
150 W. Hubbard St., Chicago 22, Ill. 


Circle No. 10 on this page 


New charger line 


... now being sold by Willard includes 
a complete price range of four mobile 
(wheeled model) fast chargers; four 
portable chargers and four series 
chargers. Featured in the line is model 
MAT-10-A, a deluxe combination 
charger-tester that adjust automatical- 
ly for either 6-or 12-volt batteries. The 





CALIFORNIA 


THERE'S A G boy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


R. H. ALEXANDER COMPANY 
2105 S. San Pedro St. Los Angeles 11, Calif. 





INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


S00 Ratios Ave., 














IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Amherst 2-1975 
Member National Oii Equipment Jobber Association 





MISSOURI 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Baltimore 1-3568 
Member National Oil Equipment Jobber Association 











NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 
Rebuilt 
PUMPS—METERS—REGISTERS 
PARTS FOR MOST PUMPS 
* 


TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson 3, N. J. 








NEW YORK 





EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 

STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe & a Kellogg Air Compressor, 
Granberg Meters Pumps, Philli Lights, 
Adamson Oil Storage Tanks, ECO Tireflators, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 

Tokheim G Bennett Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 

















| 
| 
| 
| 


built-in tester has a new automatic 
load selector with individual cell read- 
ings and special prods to penetrate 
the sealing layer on 12-volt types 
without gouging. Shut-off control is 
by Willard’s exclusive Electro-ther- 
mostat which assures a full charge but 
protects against overcharge. The line 
also includes five types of home and 
farm battery boosters. Willard Storage 
Battery division, 246 E. I13lst St., 
Cleveland 1, Ohio. 

Circle No. 11 on Coupon, pl64 


Electric steam cleaner 


. converts water to steam inside a 
copper coil electrically heated on its 
outer surface. No flame, no fire, no 
fumes. Unit delivers 50% saturated 
steam mixed with right amount of 
detergent from a self-contained tank. 
A 30 kw power supply is required. 
Available in 220, 440 and 550 volt- 
ages, 2- or 3-phase. Adolph Lindquist, 
Turbo Machine Co., Lansdale, Pa. 

Circle No. 12 on Coupon, pl64 


Aluminum barrel truck 
. is equipped with two-wheel safety 
brakes to give the operator complete 
control of loads as heavy as 1,000 Ib 
on ramps or steep inclines. Non-spark- 
ing aluminum construction permits 
use in plants where volatile materials 
are present. Spring-actuated chime 
hook speeds barrel handling. Easy 
tipping of heaviest barrels is claimed 
because of special design of loading 
shoes that allow comparatively short 
handles to be used. Short handles also 
permit easier turning inside of truck 
and car bodies. Valley Craft Products, 
Inc., 750 Jefferson Ave., Lake City, 
Minn. 
Circle No. 13 on Coupon, pl64 


Truck tire changer 


. for mounting and demounting 
heavy truck tires is called the motor- 
ized Truck Tireman. It is driven by a 
% hp motor that supplies enough pow- 
er for changing the heaviest tires. Both 
Budd and open-type wheels from 17.5 
to 24.5 in. can be handled by the ma- 
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NEW YORK 








RENICK & MAHONEY,INC. 


380 Second Avenue 
NEW YORK 10, WN. Y. 


Bulk Plant—Truck Tank and 
Service Station Equipment 


Member of National Association 
Of Oil Equipment Jobbers 





OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pao. 


Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 





WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 








WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 

















Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 


























"3 MONEY SAVING QUALITY PRODUCTS 


SAVE MAINTENANCE 














AND BUILDING 










COSTS 










































( SPIFFY ) 


STEEL FORMS with the Rolled Top Edge. . . 
ready to use when received 


Island edges can’t be chipped or scarred—tires 
can’t be scuffed. a to use—no lost time 
iate ship . Permanent beauty—elimi- 
nates weekly palatios. 
This is it—the all around pump island protection that 
will save you money and eliminate customer complaints 
due to scuffed tires. Spiffy form is constructed to make 
it impossible for form to lose shape. 


INCREASED PROFITS 
















NEWBERRY 
Meter Calibrating Tanks 
Portable and stationary models — any 


size. Stop meter errors from draining 
your profits. 

Here is a way to have accurate meters and 
stop the errors that add up to high costs. You 
take no chances with this precision instru- 
ment that is proving its value in many 
terminals. Conforms with A. P. I. Code No. 
1101. It pays for itself in short time due to 
the savines it makes possible. 


























































Low cost grease rack 


Increase service opportunities: Sepuneaiieamenaes 
If your requirements do not justify an expensive grease rack, our Model 100 Drive-On 
Grease Rack 24,000 Ibs. capacity is your answer. No installation cost—no maintenance 
cost—portable—heavy duty. Will take dual wheel trucks. Write for prices and 
specifications. 

Order from your jobber or write us. 


NEWBERRY EQUIPMENT COMPANY, Inc. 
P.O. Box 293 Jackson 5-1751 Memphis 1, Tenn. 
Member NAOEJ Will be glad to furnish prices and specifications on request 
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chine. Features include a low 6-in. 
platform that makes it easy for one 
man to roll the tire into position over 
the center post. Crank-operated lugs 
hold the wheel while the tire is re- 
moved with the motor-driven take-off 
put-on tool. Two retractable wheels 
permit moving the unit as needed. The 
Coats Co., Dodge, lowa, or the 
Jack P. Hennessy Co., Inc., 12 Depot 
Square, Englewood, N. J. 

Circle No. 14 on Coupon, p164 








Adjustment kit 


. . is designed for servicing modern 


engine distributors, spark plug and 
regulators. The Adjust-A-Kit contains 
21 wire gages from .007 to .095 with 
spring lock handles for quick removal 
and replacement; distributor point 
aligning tool; and wrench for adjusting 
vacuum-controlled advance on Ford 
distributors; spring tension adjusting 
tools for regulators; wrench for adjust- 
ment of cam angle on external adjust- 
ment type distributors; equaling file 
for regulator contacts; and two fiber 
gages, .017 and .021. Allen Electric 
and Equipment Co., Kalamazoo, Mich. 
Circle No. 15 on Coupon, pl64 


Solenoid valve 


. for handling heavy fuel oil at high 
pressure is a packless two-way bronze 
body valve. Has a pressure range of 
15 to 300 psi and handles heavy fuels 
up to 200 deg F. In operation, the 
valve is normally closed until current 
energizes the solenoid. Used for auto- 
matic control of heavy fuels to large 
industrial-type rotary and high-pres- 
sure atomizing burners. Features 
claimed are: tight shut-off by a com- 
bination metal-to-metal and resilent 
disc design; positive opening and clos- 
ing to prevent valve from opening on 
a momentary upstream surge when 
pumps are started; built-in strainer; 
easy cleaning through a bottom cap; 
full area %4-in. ports and pipe con- 




















equipment — 


nections to allow maximum flow with 
little pressure drop. Automatic Switch 
Co., 391 Lakeside Ave., Orange, N. J. 


Circle No. 16 on Coupon, p164 


Automatic carton unloader 


. when used with new automatic 
can unscramblers, feeds containers to 
filling lines at rates up to 1,200 can per 
minute. The new system is applicable 
to motor oil packing plants where 
large number of cans are received in 
reshipper cartons. The Canco unloader 
is said to eliminate the human element 
of dumping cans from reshipper car- 
tons to supply the canning line. Amer- 
ican Can Co. 


Circle No. 17 on Coupon, pl64 





Mechanical bumper lift 


. . . priced at $27.50 is designed for 
stations presently without a one-end 
lift because of the greater cost of 
hydraulic units, or for larger stations 
in need of one or more auxiliary serv- 
ice jacks. The 44-lb, 112-ton “Jeep- 
Jack” has wheels for easy positioning 
and a built-in brake to control lower- 
ing. Double adjustable saddles flip to 
either of two basic positions with full 
lateral movement in either position 
for lifting one end or one wheel. Black- 
hawk Mfg. Co., 5325 W. Rogers St., 
Milwaukee, Wisc. 

Circle No. 18 on Coupon, p164 


Trailer axles 


. feature a light-weight, flexible 
braking system said to be of greater 
equivalent capacity and simpler, light- 
er and more rugged construction than 
now found on highway carriers. The 
unit is designed so that brake actuation 
by air, oil, air-over-oil or vacuum can 





Another 


Father-and-Son 






RICHFIELD 
Distributor 


Pictures of progress: Independent Richfield Distributor since 1938, 
Warren S. Kimber and his son, Warren, Jr., of Kimber Petroleum Corporation, 
Newark, New Jersey, are mighty proud of their progress. Shown above is one of their 
Richfield Stations at West New York, N. J., before and after modernization. 


“A tremendous future” 


says Warren Kimber 


“Having been an Independent 
Richfield Distributor for more than 
18 years, it’s a career I can well 
recommend to any man and his 
family,” writes Warren Kimber. 
“Big advantage of a Richfield Dis- 
tributorship is that you’re not only 
in the basic business of selling gas- 
oline and oil but also, being asso- 
ciated with Richfield, you’re sure 
of all kinds of supplier cooperation 
and help, from President Fred 
Meeder down.” 

“My son, Warren, has seen for 
himself how cooperative and help- 


wy” 


ful Richfield is. That’s one big rea- 
son he’s all set to step in and take 
charge of Kimber Petroleum when 
I’m ready to step down. Warren is 
already working extra-hard toward 
a tremendous future in this busi- 
ness. Our building new service sta- 
tions confirms our confidence. I 
would unhesitatingly urge any man 
to become a Richfield Distributor.” 

You owe it to yourself and your 
family to look into all the benefits 
and advantages of becoming an 
Independent Richfield Distributor. 


Write, wire or phone us. Do it now! 


Z\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 
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en 


electric 
pre-heater 






Hotstart 


for Diesel and Gasoline Engines 
















KIM HOTSTART pre-heaters circulate hot 
water through engines when they are not 
in use; protect them against bitter winter 
weather; keeps engines responsive to the 
touch of the starter. Lightweight; low 
cost; high in savings. Thousands in use. 















—}3 equipment 


be installed by changing a 


simple 
assembly at one easily accessible loca- 
tion. May be used with all standard 
hubs and drums. Spindles and brake 
mountings are identical in both the 


18,000 lb and 20,000 Ib series, so 
that all wheel bearings and oil seals 
| are interchangeable. Clark Equipment 
| Co., Axle division, Buchanan, Mich. 
Circle No. 19 on Coupon, p164 
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_ MASTER 


Field Sowen” 








@ QUICK, EASY STARTS 
SAVES WARM-UP TIME 
@ REDUCES ENGINE WEAR 








@ ELIMINATES NEED FOR 
HEATED TERMINALS 






4 MODELS 
EASY TO 
INSTALL 







See your automotive dealer or write for literature 





KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 
















BRIGHMSST 


NEWS IN SERVICE STATION LIGHTING 






... cuts lighting costs 30% 






Patent No. 167558 






NEW 


WIDE ANGLE COVERAGE 


NEW , 


APL SERIES 


by Electric Lighting Sales, Inc. 





-{ 






YEARS-AHEAD DESIGN — The new APL means fewer units... 
SINGLE OR DOUBLE-WING vastly increased visability. Its unique 
4 angled feature sets your station distinc- 


INNSWw | tively apart. 


RAPID-START LAMPS (400- j 
600 WATTS PER UNIT) | 
f 












Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 
and operating costs. 









NSW 


NO-GLARE BRIGHTNESS 


INIBW 


HINGED-POLE STYLING 





All aluminum, sealed-in light. Remov- 
able, snap-on plexiglas covers. 









Furnished complete, ready for installa- 
tion. Write for details — today! 


Elcctrie Le Sales, Que. 


P. O. Box 1907 Stockton, California 













24 N. Wabash Ave. Chicago 2, Ill. 
927 Gaiennies New Orleans 13, La. 
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LP-Gas refueling tank 

. eliminates moving heavy farm 
equipment back and forth to a central 
refueling point. The Field Server can 
be hauled by truck, car or tractor for 
spotting where convenient. Available 
in 250-,300-, and 500-gal. capacities. 
Master Tank & Welding Co., Dallas, 
Tex, and Quincy, IIl. 

Circle No. 20 on Coupon, pl64 


New seat belt 

. provides metal-to-metal contact 
for all movement at the point where 
the belt is anchored to the frame, 
minimizing webbing wear. One-way 
threading buckle can be tightened 
easily but will not loosen under pres- 
sure. Belt assembly is approved by 
Civil Aeronautics Administration. Saf- 
Drive belts come in three standard 
models, and manufacturer also spe- 
cializes in custom installations for 
trucks, buses, emergency vehicles and 
sport cars. Ansul Chemical Co., 
Marinette, Wis. 

Circle No. 21 on Coupon, p164 


Air brake kits 


. . . for either single or tandem axle 
trailers contains all parts, connections 
and brackets for quick installation 
with little or no drilling or tapping. 
Both single and tandem kits are avail- 
able in either type 24 or type 30 
chambers. Feature of the chambers is 
a nylon and neoprene diaphragm said 
to provide superior oil resistance to- 
gether with strength and flexibility. 
Another feature of the new kits is 
an easy-to-install, 1,080-cu.-in. strad- 
dle-mounted tank. Mounted directly 
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Question Box 
.ARE YOU RECEIVING ésship- 


ment of additives in drums in 
less than carload lots? 
If so, you will certainly want 
to read about the four-figure 
savings you can realize by 
simply revising your ordering 
schedule. See article at right. 

2. HOW MANY different econo- 
my-grade diesel fuel problems 
can you lick with a single addi- 
tive? 

In the article below, you may 
be surprised at how much one 
additive can accomplish for 
you. 

3. WHO at the Du Pont Petroleum 
Laboratory can help you make 
the most efficient use of gasoline 
additives? 

Read about him on the next 
page. 
. HAVE YOU called in a doctor 
recently—for helping your TEL 
blending personnel maintain 
their high standards of safe liv- 
ing? 
You can find out about this 
unique Du Pont medical serv- 
ice on the next page. 











To help you 
overcome economy 
diesel fuel problems 


Has the growing demand for economy 
diesel fuels created new problems for 
you? Three of the most common prob- 
lems encountered by refiners are: 


1. Incompatibility 
2. Instability 
3. Sparking tendency 


Du Pont Fuel Oil Additive No. 2 
(FOA-2) offers you a solution to all 
three. 

It can help you gain the needed re- 
fining flexibility by making it possible 
for you to blend catalytic-cracked 
stocks with straight-run products, and 
overcome the incompatibility problem. 


Stabilizer and dispersant 


In actual railroad service, the stabiliz- 
ing and dispersant action of FOA-2 
has proved highly effective for reduc- 
ing the tendency of many economy- 
grade diesel fuels to cause filter-plug- 
ging and injector-sticking. 


How much can you 
save by ordering 
Du Pont additives 
in tank-car lots? 


Refiners can save considerable money by ordering Du Pont addi- 
tives in tank-car lots. For example, 4,000 gallons delivered in a 


tank car, rather than in drums in less than carload lots, will save 
the refiner between $1,680 and $2,400, as shown in this table: 








GULF COAST 
% Saving 


ADDITIVES 


$ Saving 


MID-CONTINENT 
$ Saving 


WEST COAST 


% Saving | $ Saving | % Saving 





Du Pont Antioxidant 


2,250 
No. 22 ’ 


6.7% 


$2,250 6.7% $2,400 7.0% 





Du Pont Fuel Oil 


1,680 
Additive No. 2 $ 





$1,850 





Du Pont Lube Oil 
Additives 


$1,830 





























Because of the difference in freight 
rates, the actual dollar savings vary 
according to the location of the refin- 
ery receiving shipment. But no matter 
where your refinery is located, you will 


Locomotive sparking, a problem 
which is sometimes accentuated with 
economy fuels, results from the for- 
mation of carbon deposits — generally 
during idling or while coasting down- 
hill. The ejection of these deposits 
when glowing, and the resulting fire 
hazard, may occur during runs under 
heavy load. 

A metallic additive is likely to ag- 


| 


find the savings decidedly worthwhile. 
How much can YOU save? 


To give you the exact figures, one of 
our nearby re yresentatives 
aie OVER 


gravate this situation by increasing the 
size and cohesiveness of the carbon 
deposit particles. Field tests show, 
however, that an ashless additive does 
not contribute to the sparking prob- 
lem. Rather, it tends to minimize it. 
Du Pont FOA-2, therefore, being an 
ashless, nonmetallic additive, can help 
you reduce any sparking tendency in 
economy-grade diesel fuels. ‘ 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Tank-car lots 


CONTINUED 


will be glad to call at your refinery, 
study your freight rates and inventory 
patterns. He will then determine the 
most convenient handling method for 
you and figure the exact saving you can 
make. You can write, wire or phone 
him at our nearest sales office listed 
below. Why not do it now? 





IN ADDITION to the dollars you save on the 
delivered cost of the additives, you can save 
on handling costs by receiving additives 
shipments in tank-car lots. 


In number of miles, the distance be- 
tween Havertown, Pennsylvania and 
Wilmington, Delaware is not far, un- 
less, as Harold Scheule did, you go by 
way of Bartlesville, Oklahoma. 

Scheule, who is supervisor of the 
Gasoline and TEL Group at the Pe- 
troleum Laboratory, was born in 
Havertown in 1921. Following his 
graduation from Bucknell University 
in 1943, with a B.S. in Chemical Engi- 
neering and a Phi Beta Kappa key, 
Harold joined the Bartlesville staff of 
Phillips Petroleum Company, where 
he remained until 1946. Since then 
he’s been with Du Pont at the Petrole- 
um Laboratory. 

His professional affiliations include 
membership in the American Institute 
of Chemical Engineers and the Amer- 
ican Chemical Society. He is also ac- 
tive in the Coordinating Research 
Council. 


Hurrying back and forth across the 
country, and traveling overseas, too, 
Dr. Stewart L. Rankin covers more 
than 50,000 miles a year. In the course 
of his travels, he has firmly impressed 
upon more than 20,000 refinery work- 
ers his famous slogan, “Safety is a way 
of life!” 


le 

DR. RANKIN is shown at right with Doctors 
Fenton Russell (left) and L. A. Gerlach, all of 
the Du Pont Medical Division. 





His talks on safety are part of a 
unique medical service which Du Pont, 


Petroleum Chemicals 








LABORATORY GROUP HEAD 


HAROLD J. SCHEULE 


Du Pont medical representatives teach 
safety as a way of life 


as a supplier of tetraethyl lead, makes 
available to the oil industry. In addi- 
tion to the talks, Dr. Rankin and his 
medical associates work closely with 
refinery managements, physicians, su- 
pervisors and blenders to help them 
maintain the very finest health and hy- 
giene programs. Practicing preventive 
medicine, the Du Pont doctors will tell 
you emphatically that their greatest 
ambition is that they never have to 
treat a case of lead poisoning. 

To help them achieve this ambition, 
we hope you will feel free to take ad- 
vantage of their services — often! 








REG Vy. 5. Pat, OFF 


Better Things for Better Living 
.». through Chemistry 


— 




















E. 1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 


CLEVELAND 14 — 1321 National City Bank Bidg. 


HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 


RAndolph 6-8630 
MAin 1-6460 
CApitol 5-1151 
MAdison 5-1691 


COlumbus 5-2342 TULSA 1 — 


PHILADELPHIA 2 — 3 Penn Center Plaza 
PITTSBURGH 22 — Room 751, 1 Gateway Center 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. .. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 

P. ©. Box 730, 1811 So. Baltimore Ave. 


Wilmington 98, Delaware 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

- MElrose 6977 
....LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-646] 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496, Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


A-2338 


Printed in U. S. A. 
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on tank is a Wagner Quick-Release 

emergency valve. Wagner Electric 

Corp., 6400 Plymouth Ave., St. Louis 

14, Mo. P-ViEe Sp acatte tate! 
Circle No. 22 on Coupon, p164 

Aluminum 





New blow gun 


. . and spray cleaner has been added 
to Plews’ line of pistol and pump oilers. 
It is designed for cleaning tire casings, 
engines, radiators, or gears, as well as 
for spraying and cleaning springs. 
May also be used for painting station 
equipment, storage tanks or any bulk 
surface. Fits Schrader, Dill and most 
other air line chucks. Plews Oiler, Inc., 
Minneapolis, Minn. 

Circle No. 23 on Coupon, p1l64 


Coping-Lite 


; Made of T-6 extruded aluminum, Coping-lite is designed 

_+ + designed for Gaseteria, Inc., | to put light on the face of a building. When used at angu- 
simulates station identification signs. | lar position, gives two-way illumination. Lights-up build- 
Made of .100 Plexiglas, said to be ing and a portion of the ground area in front. 





New pump globe 


lighter than glass and less subject to 


breakage. The new designs are going Coping-lite can multiply to any length. Choice of three 


up on Bonded stations in Iowa, Illinois, finishes — natural aluminum, baked enamel and porce- 


Michigan, Indiana, Kentucky, Ohio lain enamel. 
and W. Virginia. Neon Products Co., *Registered U.S. Patent Office 
Lima, Ohio. 


Circle No. 24 on Coupon, p164 | 
Literature | MAG V/ FLO OD 
of €. & Cr Oe ee ee 


Lubrication for trucks 


. is covered in the 1956 edition of 
Check-Chart manual. New features 
include a page of training material on 
the use of diagram charts, and a check- 
list for servicing automatic transmis- 
sions. Tabular data for school bus and 





38 NORTH SECOND AVENUE * MOUNT VERNON. N.Y. 
MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor tloodlights and accessories. 
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F-RELIEF VALVE 


€—HOSE REEL MOTOR & CLUTCH 


THIS IS THE DISPENSING SYSTEM 
THAT OBSOLETES ORDINARY METHODS! 


all ae 


Now — from Roper — a hydraulic dispensing system that increases deliveries 
per day as well as pump service life, and at the same time decreases operator 
effort and parts maintenance. This is the method that obsoletes bulky, costly. 
auxiliary power ... makes for really easy-going operation where a Slagle 
PTO is the central power source. You owe it to your profit picture to see 
how the Roper method affords installation convenience, dependable oper- 
ation, and on-the-job economies not available in other systems. Get in touch 
with the Roper representative nearest you. He’ll be glad to go over your re- 
quirements and show you how you can improve your fleet at reasonable cost. 


COST SAVING FEATURES 


1. Operates one or more pumps or reels 5. Offers greater flexibility and convenience 


2. Explosion-proof at no extra cost 6. Power input is s th and shockl 





3. System increases product pump life 7. Convenient dual system for split loads 
4. Eliminates auxiliary engines 8. Drives other makes of pumps 


6 Models to 12 H.P.— 200 to 800 R.P.M. 


Te) p |e ME GEO. D. ROPER CORPORATION 


—_ 479 Blackhawk Park Avenue 


EA ty Fx yp y, ROCKFORD, ILLINOIS 





= equipment 


motor coaches has been greatly expan- 
ded. The Chek-Chart Corp., sales de- 
partment, 33 E. Congress Pkwy., 
Chicago 5, Ill. 

Circle No. 25 on Coupon, p164 


Funnels, cans, vents 


. and related petroleum-handling 
equipment, with sizes and prices, are 
shown in a, new 16-page catalog. 
Also included are proving tanks, bar- 
rel trucks and pump islands forms as 
well as such accessories as head cut- 
ters for steel drums, drum covers, 
drum plug wrenches, and drum clean- 
ers. Midland Specialties Co., 4807 
South Richmond St., Chicago 32, Ill. 

Circle No. 26 on Coupon, p164 


Lift truck improvement 


. in Towmotor’s new Pace Maker 
series lift trucks are described in a 
new 32-page booklet. New features 
include power steering, automatic 
transmission, new brakes, three new 
engines for gasoline, Diesel and 
liquefied petroleum gas operation, ad- 
justable off-center seating, centralized 
control, heavy-duty mast and carriage. 
Towmotor Corp., 1226 E. 152nd St., 
Cleveland 10, Ohio. 

Circle No. 27 on Coupon, p164 


Hose selector 


. . . contains latest SAE and industry 
specifications on hydraulic hose. Start- 
ing with any known factor such as 
LD., O.D., minimum burst, working 
pressure required or bend radius, a 
design or maintenance man can use 
the selector to pick the right Wiretex 
Rubber Covered hydraulic control 
hose. Wiretex Hose Dept., Republic 
Rubber division, Youngstown, Ohio. 
Circle No. 28 on Coupon, p164 


Floating roof tanks 


. . equipped with the Tubeseal sys- 
tem are described in a new catalog 
covering the latest improvements in 
design and construction. The patented 
seal is claimed to be the only floating 
roof seal that completely eliminates 
every space between seal and product. 
Hammond Iron Works, 630 Fifth 
Ave., New York 20, N. Y. 

Circle No. 29 on Coupon, p164 


Tank and pipe repairs 


. . . Using an epoxy-based resin with 
an activator and reinforcer is de- 
scribed in a new brochure. The system 
is called a three-component chemical 
method. The reinforcing agents take 
the form of glass cloth, glass tape, a 
glass mat, or a powdered material. 
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“Squeeze-it’’ auto horn .. . 
engineered to give 1906 pedes- 
trians a sporting chance. It was 
in 1906 that Brunner engineers 
produced the first Brunner Air 


Compressor. 
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Used for general repairs to oil storage 
tanks, both riveted and welded, and 
for protecting tank bottoms against 
corrosion. Bonded Products, Inc., 
1601 S. Indiana Ave., Chicago 16, Ill. 

Circle No. 30 on Coupon, pl64 


Grease cartridge and gun 


. Offer a fast, clean method of re- 
loading greasing equipment. Manu- 
facturer claims time required for re- 
loading can be reduced from 15 
minutes to one minute by the use of 
the Econo Cartri-Loader gun and 
Cartri-Lube grease cartridges. Cart- 
ridge loading is also said to eliminate 
an estimated 10% waste of lubricant 
encountered with old fashioned meth- 


ods. Battenfield Grease & Oil Corp., 
3148 Roanoke Rd., Kansas City, Mo. 
Circle No. 31 on Coupon, p164 


Manufacturers .. . 





Neon Products, Inc., of Lima, Ohio, 
has enjoyed a good volume of business 
on Gulf’s new 72” plastic station iden- 
tification sign. W. C. Havelin, market- 
ing manager of resale outlets for Gulf, 
says that since the new sign program 
got started about a year ago dealers 
have ordered 4,000 of the new plastic 
design, in most cases replacing exist- 
ing signs. They are made of color-im- 
pregnated plastic, internally illumi- 
nated. 








AT LOW COST 


utterly ruined. 


mechanisms. 


swing joints, 





Fig. 165 


Morrison Line Strainers and Swing Joints 
Are Built for Important Protection 


A valuable pump is wrecked. 
It happened because foreign substance 
was pumped through the lines into the highly important 


Losses are increasing steadily due to leaky, inefficient 


These Morrison line strainers and swing jeints, inex- 
pensive though they are, will prevent many breekdewns 
ond loss of time and products. 


Please write for full information. 





A fine costly meter is 





Fig. 365 





MORRISON BROS. COM PANY 


O/L EQUIPMENT HEADQUARTERS 
DUBUQUE, 


1IOWA 


NATIONAL 





“Death Of A Sales Manager” is 
the name of a skit used by Overhead 
Door Corp. at recent sales conferences 
to introduce new products and a new 
schedule of national advertising. Un- 
der a new sales policy, Overhead Door 
will provide greater management help 
and supervision for distributors of its 
products. Besides the main plant in 
Hartford City, Ind., the company pro- 
duces its sectional upward-acting 
garage doors in seven other plants 
located at strategic points across the 
country. 

te 

S. B. Hubbard Co., Jacksonville, 
Fla., is a new distributor for the in- 
dustrial products division of Goodyear 
Tire & Rubber Co. The Hubbard or- 
ganization maintains a large sales 
force to service industrial accounts. 
The Hubbard warehouse contains 
equipment to splice and vulcanize 
transmission and conveyor belts. 


& 

The Hidy-Brown Recorder Co., has 
been organized in Cincinnati to pro- 
duce and sell the Hidy Degree-Day 
Recorder. James T. Brown, head of 
the new firm, has obtained an exclu- 
sive license to the patents formerly 
held by Elmo Hidy, inventor of the 
device. The Hidy Degree-Day Re- 
corder automatically accumulates de- 
gree days directly from a temperature- 
sensing unit that accurately reflects all 
changes during a full 24-hour day. 
Degree days are read directly from 
the instrument dial. 


Personnel... 





Forstrom Schildman 

Harold Forstrom and Robert Schild- 
man have been appointed sales en- 
gineers for OPW Corp., Cincinnati. 
They will serve in an advisory and 
technical capacity to the district man- 
agers and jobbers who market the 
OPW line of valves, fittings and as- 
semblies. 


° 
Charles E. Howard has been pro- 
moted to a newly created post of 
manager of attachments for the Yale 
& Towne Manufacturing Co. He will 
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control the recommendation and sale 
of attachments for Yale gas and elec- 
tric lift trucks. Howard has been with 
Yale & Towne since 1941 in engineer- 
ing and sales posts. 


Chaffin Huff 


Russell W. Chaffin was recently 
made general sales manager of the 
Industrial Rubber division of the 
Thermoid Co., Trenton, N. J. He has 
been western sales manager since join- 
ing Thermoid in 1954, following prior 
association with several major rubber 
companies. 

Other Thermoid changes: J. Wilbur 
Huff becomes technical manager of 
the Rubber division replacing John A. 





Muller, who has been named director 
of research and development. Huff 
joined Thermoid in 1947, taking 
charge of physical testing and V-belt 
engineering. For the past two years 
he has supervised development on new 
products and on Thermoid V-belt, 
Redi-Curv hose, and air brake dia- 
phragms. Ernest M. Gailey, a former 
oil man, is now sales supervisor in 
charge of sales and technical service 
work in the field of fan belts and 
radiator hose for the special sales divi- 
sion. Before joining Thermoid, Gailey 
was service station merchandiser in 
the New England area for the Tide- 
water Oil Co. 


os 

F. A. Stockwell and C. A. Stutzman 
have been promoted to new positions 
at Aro Equipment Corp., Bryan, Ohio. 
Stockwell, a native of Chicago, was 
educated at Northwestern University. 
He was works manager of Ideal In- 
dustries, Sycamore, IIl., and assistant 
to the president of the Electric Steam 
Radiator Corp., Paris, Ky. Since 1952 
he has been general manager of Aro’s 
lubricating equipment division. 

Stutzman moves up to manager of 
the lubricating equipment division. A 
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former oil man, he spent 22 years 
with Sinclair Refining Co. as head of 
merchandising in a number of division 
offices and later as sales promotion 
manager. He has been with Aro since 
1947, starting as New England divi- 
sion manager, then moving to the 
West Coast as regional manager, and 
finally to Bryan as_ merchandising 
manager of the lubricating equipment 
division. 
° 

R. H. Gillespie has been made fleet 
sales manager for the GMC truck and 
coach division, Pontiac, Mich. He 
succeeds A. S. McEvoy, who will 
handle special assignments for the 
general manager. Gillespie has been 
Eastern regional manager for the past 
two years. Before that, he was zone 
manager in New York, and fleet sales 
representative in San Francisco. 

* 

Paul S. Chapman, former district 
manager at San Francisco for the 
Johnston Pump Co., has been pro- 
moted to manager of industrial sales. 
Chapman attended the universities of 
Maryland and North Carolina, major- 
ing in mechanical engineering. He has 
been with Johnston since 1951. w 
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Oilco Loader 


A new and simplified tank truck loading 
assembly, featuring economy, efficiency ‘and 
dependability. Equipped with double ball bearing 
swing joint, and an unfailing SPRING COUNTER 
BALANCE, INSURING EFFORTLESS OPERATION. 
The unit includes a shockless loading line valve and telescopic 
sleeve. Sizes 2”, 2/2” and 3”. Oilco always meets your needs in the 
realm of loading assemblies. 

Representatives in all leading cities 


No. 901 


OIL EQUIPMENT MANUFACTURING COMPANY 


3100 VERMONT AVE. 


INCORPORATED 
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TEFLON OR BUNA-N DISCS 
STEEL, ALUMINUM OR 
STAINLESS BODIES 


NEW WARREN 
HYDROLET in 
STRAIGHT (outlet 
parallel to inlet) 
fabricated design. 
Also available in 90° 
ANGLE fabrication. 


NEW LIGHTWEIGHT, LOW-COST, FABRICATED 


WARREN HYDROLET VALVE 


FOR HIGHWAY TRANSPORTATION TANKS 


M DRAINS COMPLETELY 
M pRIP-PROOF SHUT-OFF 


The new WARREN HYDROLET is a lightweight, corrosion- 

resistant, quick-closing valve with renewable composition seats 

and good flow characteristics. 

Its unique design provides for complete drainage—no pocketing 

of product and no danger of contamination. 

Its fabricated construction provides greater strength with lighter 

weight. NEW WARREN 

The HYDROLET seals off products completely — drip-proof! — HYDROLET may be used 

for greater safety. It is maintenance-free as only a WARREN pay Sh without mani- 
Wry old. Shown above with 

Valve can be WARREN Square 

Available in 3” size in STRAIGHT and 90° ANGLE types — in Manifold. 

Steel, Aluminum and Stainless. WRITE TODAY for complete 

information. 


Manufacturers of 
WARREN Snap Seal® Safety Lamps 


MACHINE COMPANY 


WARREN, PENNSYLVANIA 
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The Rockies 


















Frontier’s use of dramatic lines and color make... 


These Stations Catch the Eye 


FRONTIER REFINING CO. com- 
pleted six new-style service stations 
this summer in Colorado, Wyoming, 
Utah and Ne- , 

braska. Another 
30 are scheduled 
for construction 
during the next 
year as Frontier | 
improves its posi- | 
tion in its Rocky | 
Mountain market- § 
ing area. 

Designed by 
Denver architect 
Joe Lort, Jr., the 
new stations fea- 
ture dramatic lines and color. “The 
basic aim is to attract attention,” says 
Richard Carlson, Frontiez construc- 
tion engineer. “We find that people 
either like the new design intensely 
or dislike it the same way. But no- 
body misses °em—they know they’re 
Frontier stations.” 

One of the first new stations is lo- 
cated south of Cheyenne, Wyo., on 
U.S. 85-87, the most heavily traveled 
north-south route in the region. It 
was built on a small site (85-ft front- 
age, 60 ft deep), with over-all dimen- 
sions of 42x28 ft. 

This station has an irregular dia- 
mond-shaped panel going around its 
right corner, with red, white and 
charcoal-black stripes. The roof is 
coral, with most of the building painted 
gray. Panels on the lube bay’s over- 
head door are painted red, black, 
white and turquoise; the same colors 
are used on the hopper ventilation 
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By Frank Pitman 
Rockies Editor 
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panels. Built-in cabinets inside the 
stations are the same bright colors. 
The ceilings bring in light from clear 
glass windows located underneath the 


The East 










oc REGIONS 


sharply sloping roof. 

Night lighting is brilliant, with three 
outdoor fluorescent fixtures and 10 
spot lamps mounted on the station 
building. The salesroom has a 25-inch 
plastic bubble lamp, while other in- 
terior lights are bullet-shaped. 


‘Greatest Thing Ever’ 


Phillips Petroleum Co. jobbers in 
the Denver area are reaping im- 
mediate benefits from Phillips’ new 
sliding scale formula for jobber mar- 
gins (NPN—August, pl103). George 
Calkins, president of Colorado Petro- 
leum Marketers Assn., calls the Phillips 
“The greatest thing ever in oil market- 
ing.” Says Calkins, “This gives the 
jobber an incentive to go ahead. We 
know exactly where we stand now. 
Before now, a jobber in a depressed 
market area like Denver is now never 
knew if he was going to survive or 
not.” 

Denver area jobbers have been 
operating on a 2¢ gal. margin since a 
price war started last September— 
compared with a 3.15¢ margin in a 
“normal” period. The Phillips formula 
raises the profit margin for its Denver 
jobbers to 2.65¢ gal. 2 


Fair Trade Firms Up Further 


FAIR TRADE LOOKS FAIR to 
straighten up other weak Eastern mar- 
kets after its success in New Jersey 
and its introduc- 
tion to Pennsyl- 
vania (NPN — 
June, p95, and 
Aug. p96). The 
Rhode Island 
market, particu- 
larly in the Provi- 
dence area, seems 
to be on a firm 
price footing for 
the first time in 
over five years. 
Socony Mobil Oil 
Co. started the swing to Fair Trade 
there, followed closely by Atlantic 
Refining Co., California Oil Co., Cities 
Service Oil Co. and Tidewater Oil Co. 

Posted prices in Rhode Island rose 
as much as 8¢ gal. when Fair Trade 
came in; non-Fair Trading marketers 
went along with the increase, and 
dealer reaction was encouraging. Only 
cloud in the sky was reflected by one 
Calso jobber’s opinion that a newly 
stable market might encourage new 
competitors “like Phillips or Petrofina, 
or the Boston independents” to invade 





By Cornelius Brodersen 
East Coast Editor 





the area. 

One supplier’s survey indicated that 
only 35 out of 499 service stations in 
the Providence area were selling below 
the Fair Trade retail minimums dur- 
ing the early weeks of the Fair Trade 
test—and that included private brands. 

The survey results make chances for 
long-range price stability in the state 
look good, which might well put an 
end to threats of state control of the 
industry. Two such attempts were 
made in the state legislature last year; 
one would have created a five-man 
board with almost absolute control 
over industry operations, including the 
power to set wholesale and retail prices 
and control distribution of product. 
Both bills died in committee. 

Meanwhile, Socony extended its 
Fair Trade to Connecticut and Mas- 
sachusetts, where there have also been 
prolonged price wars in certain areas. 
Socony’s tank wagon prices in those 
states will vary from place to place 
depending on transportation costs, but 
there will be only one retail minimum. 


Jobber Changeover 


B & F Oil Co. of Newark, N. J., is 
in new hands. The Calso-brand dis- 


177 














MR. H. R. 
Illinois, 


“GILBARCO Roto-Prime Pumps 


are the easiest to sell!”’ 


McGILLIvRAY, Owner, Liquid Systems Corporation, Chicago, 
who tells in his letter below why he handles Gilbarcos. 


“Each of these four Roto-Primes we installed 
at Socony Mobil Oil Company’s Peoria Marine 
Terminal is providing the long, trouble-free 
service our customers have learned to expect 
from every Gilbareco Pump. Customer confidence 
established by the dependable performance of 
Gilbarcos has greatly simplified our selling job. 


“We have installed hundreds of Roto-Primes for 
all types of petroleum transfer operations. In 
every case, we’ve found these pumps actually 
surpass customer’s job specifications. Our con- 
clusion is that the Gilbarco Roto-Prime, a pump 
100% designed for handling petroleum, is the 
most efficient pump on the market. We’re con- 
vinced that Gilbarco Roto-Prime Pumps are the 
easiest to sell.” 


Dealers across the country are finding it’s a 
profitable business selling Gilbarco Roto-Prime 
Pumps. One reason is that each pump is pre- 


tested for the type of operation it will perform 
in the field, assuring the user top performance 
from his equipment. Find out how you, as a 
petroleum equipment dealer, can cash in on the 
fast-growing popularity of Gilbarco Roto-Prime 
Pumps. Write us today for catalog and complete 
dealer information. 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 
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tributorship is now owned by William 
R. Quattrocchi, Sr., New York City 
cargo broker, who bought the com- 
pany from its founder, Harold E. 
Beck. 

B & F, which has its own 48,000- 
bbl terminal on the Passaic River in 
Newark, serves more than 40 retail 
outlets in Essex County and has more 
than 2,000 heating oil accounts. 

Quattrocchi is an old timer in the 
oil business. Before becoming a cargo 
broker, he held important posts with 
two oil companies. He was sales man- 
ager and vice president of Warner- 
Quinlan Co., an East Coast indepen- 
dent refiner, until Cities Service took 
it over. Then Quattrocchi became as- 
sistant general sales manager for Cities’ 
East Coast area. His son, William Jr., 
26, will help operate the new jobber- 
ship. 

Quattrocchi’s interest in oil goes 
deeper than the marketing end. His Q 
Petroleum Co. has investments in nine 
producing wells in West Central Texas 
and in Illinois. 


Future: Indicative 


Rite Fuel Corp., Shell heating oil 
distributor in New York City and 
Long Island, isn’t worried about the 
future of oil heat in its marketing 
area. It is spending more than $750,- 
000 to build a new 8-million-gal. 
marine terminal on six acres of land 
in Patchogue, Suffolk County. 

“The new terminal,” says Patrick 
F. Caputo, Rite’s vice president, “paces 
the growth of the country.” 

And Rite is killing two birds with 
one stone at the same time. It will use 
a little more than half of the terminal’s 
storage to assure its more than 16,000 
heating oil accounts that they needn’t 
worry about supply. With the remain- 
ing capacity, Rite is going into the 
terminal storage business on a through- 
put basis. Tenants so far include 
several local heating oil distributors, 
Shell Oil Co. and Gulf Oil Corp., both 
using storage for gasoline. 

With the new terminal, Rite will 
have more than 5-million gal. total 
storage capacity of its own. Previously 
it had 500,000 gal. storage at Hicks- 
ville and another 500,000 gal. at 
Oyster Bay, plus use of storage at 
Shell’s Brooklyn terminal. It also 
picked up product as needed from six 
terminal operators in the area. 


Burner School Begins 


Oil-Heat Institute of New England 
starts its 12th annual service school 
this month. It will cover 15 cities 
(six of them new since last year) in 
five states by next spring, and expects 
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‘A great past, present and future” 


says Jerry Sousa, Sr., 25 years an Independent Richfield Distributor 


“I couldn’t have picked a better busi- 
ness for my family and myself than 
the gasoline and oil business,” re- 
flects Jerry Sousa, Sr. “And I couldn’t 
have picked a better company to do 
business with than Richfield. Our 
association with Richfield as Inde- 
pendent Distributors over the past 
25 years has been more than just 
friendly. The cooperation and assist- 
ance Richfield has given us at all 
times, especially in merchandising, 
engineering, accounting and sales, 
have contributed greatly to our 
progress. 


Displaying good StrateZy: Son Jerry Sousa, Jr., 
sets up a window display for Richlube 10-30 with the assistance 
of Jerry, Sr., son Joe Sousa, and son-in-law Allan Campbell 
(1. to r.), all of J. R. Sousa & Sons, Independent Richfield Dis- 
tributors, Peabody, Mass. 


a 
S-\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 










































“With us, selling gasoline and oil 
is a family affair. Not only my 2 sons 
— Jerry Jr., and Joe, but my son-in- 
law, Allan Campbell, are enthusiasti- 
cally associated with the business. 
And when they take it over, I know 
a great future lies ahead for them as 
Independent Richfield Distributors. 
I recommend a Richfield Distributor- 
ship to any man!” 

Take a tip from Jerry Sousa, Sr., 
and look into all the advantages of 
becoming an Independent Richfield 
Distributor with a big “name” brand. 
Write, wire or phone us now! 
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to train 1,500 students, 100 more than 
last year. Classes are held once a week 
in each city for 10 weeks. 

This year’s course differs from last 
year’s in many respects, says Ivan 
C. Sutherland, OHI’s director of 
education. Four sessions will be used 
to discuss Minneapolis-Honeywell’s 
new controls, as well as basic elec- 


The West 


Whose Hand's 


“ONE THING you just can’t mention 
in a service station is the help,” a dis- 
tributor remarked at a recent informal 
gathering in Los 
Angeles. He 
wasn’t talking 
about manpower 
shortages as such, 
nor about short- 
comings in dis- 
tributive educa- 
tion. He and other 
jobbers were 


complaining 
about thefts by 
station attendants; 
they may have 
been exaggerating a good bit, but their 


By Richard Elwell 
West Coast Editor 


complaints are worth recording. 

“TI think it’s the biggest problem an 
operator has,” the distributor went on. 
“It seems to me that no matter how 
much a guy pays his help or whom he 
hires, after they’re with him two 
weeks they’re into the cash box.” 

“You must operate in a pretty good 
part of town,” interposed a cynic. 
“Down where we are, they don’t wait 
a week.” 

“I'm not kidding,” said the first 
speaker. “We’ve got a dealer with 
a real good unit, he was doing about 
30,000 galions and he kept telling us 
he couldn’t make any money. We 
figured it was the help right away, 
but we couldn’t tell him that. We just 
had to keep telling him he should 
be making money. We’d show him 
other units like his that were making 
money. He checked his bookkeeping, 
he checked his bills, he thought of 
everything but the help, but he finally 
got wise. One day he fired all his help 
and that week his take actually 
tripled.” 

“That’s right,” said a third distrib- 
utor. “We’ve got one dealer who fires 
his help every three weeks as regular 
as Clockwork. I’m not saying he’s right. 
...” The statement ended in a shrug. 

“It just seems like you can’t get the 
right type of guys,” continued the first 
speaker. “The people you get to work 
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tricity, wiring and systems. Other top- 
ics include burner installation, service 
procedure and annual clean-ups; trou- 
bleshooting warm-air systems; servic- 
ing Sunstrand pumps; servicing and 
installing safety controls like low- 
water cutoffs and water feeders, and 
Delco heating equipment, power units, 
primary controls and motors. bd 


in the Till? 


in a service station just seem to look 
at it like a pick-up job. They don’t 
figure they’re going to be there long 
and they might as well knock down as 
much as they can. 

“There’s no way to stop them from 
stealing, I don’t care what you do. 
I used to work for a company before 
the war that had the finest auditing 
and inventory checks the smartest 


The Midwest 


Illinois DE: Up 


THIS FALL for the first time, Illinois 
high schools will have a distributive 
education program to interest seniors 
in service station 
careers. If mar- 
keters follow 
through on the 
program, it can 
help lift the serv- 
ice station oper- 
ator to a higher 
place in the public 
esteem. On _ the 
other hand, a 
lackadaisical aitti- 
tude on the part 
of suppliers or 
jobbers can defeat the program’s goals. 

The short-term aim, of course, is 
to interest the right kind of man in a 
business whose cash outlay has reached 
a sizable figure on the basis of plant 
cost per man. The long-term goal is 
to give the oil industry in Illinois 
representatives who will create good 
public relations—as they meet cus- 
tomers far more often than the most 
PR-minded company official. 

Joseph Zbornik, supervisor of busi- 
ness education for Chicago’s Board of 
Education, and John Beaumont, head 
of vocational training for Illinois high 
schools, say prospects for good results 
are bright. But both are quick to point 
out that the industry’s effort must be 
continuous and enthusiastic — that 
early good results should not cause 





By Frank Holman 
Midwest Editor 


accountants they could hire could fig- 
ure out, but those guys making $90 a 
month could beat them. 

“The only way to beat it is to hire 
somebody who doesn’t want to steal, 
but they’re hard to find. The trouble 
is that no one going to work in a 
service station thinks he is going any 
place from there. He doesn’t see it as 
a job that offers any opportunity. 

“There is a lot of opportunity. 
There’s no place like a service station 
for a young guy to make contacts. 
All kinds of people come in all day 
long. He learns how to get along with 
people and how to sell, and when a guy 
learns that he can go into any business 
in the world. 

“It’s hard to show a man that, 
though. In a big company, a young 
fellow starting out can see the path 
and knows what he is working for. 
But it’s harder for him to see what 
opportunities might come up, going to 
work in a service station.” ie 


to Industry 


apathy in which a few men wind up 
carrying the load. 

Zbornik will hazard no guess on the 
number of DE students who will be 
attracted to service station manage- 
ment, but H. T. DuBreuil, secretary 
of the Chicago Gasoline Jobbers Assn., 
anticipates three service station stu- 
dents out of an average class of 20. 
Zbornik says, “The teachers are in- 
terested, but we must wait and see 
what develops.” Chicago has given 
teacher-training kits on oil to seven 
high schools with DE programs, and 
to two continuation schools (for stu- 
dents who have dropped out of full- 
time schools but must still attend 
classes because of their age). 

DuBreuil, who has worked hard 
with a number of suppliers and job- 
bers in lining up Chicago DE for the 
fall term, has dealt with some of the 
knottier problems. For example, 
there’s the question of pay for the 15 
hours-a-week “lab time” the students 
put in at service stations. DuBreuil at 
first thought the union (part of the 
Teamsters’ Union) would come down 
from the normal $1.78 hourly scale 
to somewhere around $1.25. Now it 
seems that the union won’t back down 
from full scale. While this may make 
some dealers less interested in train- 
ing novices, he says, it should make 
station work attractive for providing 
spending money, and should also 
make for better selectivity. 
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Another problem to be overcome is 
that of finding employment for stu- 
dents when they need to work. Beau- 
mont and Zbornik agree that “it’s up 
to the oil companies to perform and 
show their sincerity. Students can’t 
wait until somebody gets around to 
placing them—they must have some 
assurance they'll be placed promptly.” 
The danger, of course, comes from 
other businesses that are ready to 
snap up these students, who'll be quite 
ready to go over to what appears to 
be a more active industry. 

Beaumont comments that the oil 
industry must not forget that today’s 
high school seniors are smart and 
anxious to get on. “They ask questions, 
make comparisons and will not jeop- 
ardize their futures. In many ways 
they’re smarter than our generation 
was, and today’s economic situation is 
certainly on their side.” 


Hard Hearing in Wisconsin 


Wisconsin marketers are waiting to 
see what the State Attorney General’s 
office and Department of Agriculture 
intend to do about 10 proposed rules 
governing “fair trade” in oil market- 
ing. 

In a recent one-day hearing at the 
state capitol in Madison, a battery of 
jobber and supplier representatives and 
their attorneys spent seven hours tell- 
ing what they thought of the new 
rules. They made these assertions: 

e The proposals do not represent 
the thinking of a majority of the state’s 
8,000 dealers; fully 90% would ob- 
ject to most of the rules. (The pro- 
posals, incidentally, are boiled down 
from the National Congress of Petro- 
leum Retailers’ 14 points presented to 
the Federal Trade Commission in 
Washington. ) 

e Companies doing business in Wis- 
consin will have to replace independent 
dealerships with direct operation if the 
rules are enforced. 

e The rules would tend to put job- 
bers with their own retail distribution 
out of business, because they would 
be deprived of control over their 
leased operations. 

e The rules appear to have been 
drafted without the interests of con- 
sumers in mind; they seem rather to 
have been drawn to stabilize a dealer 
segment interested in “soft competi- 
tion.” 

e The rules are too broadly worded 
to be administered and are so loosely 
drawn, in some instances, as to create 
confusion about their meaning. 

e Except for “a couple of hundred” 
complaints (only one was actually 
written) on TBA practices, few 








GET ALL. THESE ADVANTAGES 


with VIKING All-Weather Twin Bulk Plant 
Pumps 


Explosion-Proof Motor. 


Bronze flexible coupling with all-weather 
spider between motor and jackshaft. 


Outstandingly Quiet Operation. Totally enclosed 
gears and clutches (running in oil, with easily ac- 
cessible filler cup, level indicator and drain plug). 


Smooth and easy 

"* Ay operating clutch levers 
» with new long-lived 
bronze yokes. 


Ball bearing 
supported pump 
shafts and 
jackshaft. 


Pumps 
rated 100 
G. P. M. 


New 
Streamlined 
Base and 
Motor Rails. 


Stainless Steel 
Pump Shafts. 


Underwriter’s Approved 
Roto-Ring Mechanical 
Seals on pumps (other 
models have Multi-Ring 
Deep Stuffing boxes). Viking relief 
valves on pump heads 
Pumps require no external (maximum setting 


lubrication of any kind. 50 P.S.1.) 


All of these features on Viking All-Weather Twins will 
save you money on operation costs, maintenance and 
service. See that your new or modernized bulk 
station is Viking All-Weather pump equipped. 

Send for catalog Gr today. 


‘.4 VIKING PUMP COMPANY 


ws 
#7 
Cedar Falls, lowa, U.S.A. In Canada, it's "ROTO-KING’ pumps 


See our catalog in Sweets 
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MODEL 500-B. 


Almost every day, operators have 
problems ...and many stem from truck and 
trailer tanks not designed to meet today’s 
demand for rapid service. 

Progress custom built tanks are fabricated 
to fit particular requirements. Operating your 
outfit at capacity is the very best of good 


_TTEXACO PRODUCTS 


ie 


‘cumansinenpmienrues 


ene: 


1200 gal., 4- 


compartment tank custom built 
for the Schaetzel Oil Co., Ger- 


mantown, Wis. 


business ...and only possible when it is 
easy to handle, has modern equipment and 
is built to do your job right. 


When you're ready for another tank, call 
for your area Progress representative. Quali- 
fied and ready to be of service, he'll show 
how Progress custom built tanks can serve 
you better. 


a 


MANUFACTURING COMPANY, INC. 


ARTHUR + ILLINOIS 
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charges have been made against sup- 
pliers in fact. 

e Eight of the 10 proposals cover 
conditions already illegal under Wis- 
consin statutes. 

e The other two rules are uncon- 
stitutional because they would deprive 
marketers of property without due 
process of law. 

John Kaiser, Eau Claire Golden 
Rule Oil Co., a Phillips Petroleum Co. 
jobber, made one of the most telling 
points during the hearing when he said 
that the proposals as written would 
cut off his TBA profits. Without TBA 
income, Kaiser said, “I would have to 
go out of business. I need all allied 
services to make a profit.” 


The Southeast 





Kaiser, who owns four of the 38 
stations he supplies with gasoline, 
finds that stations and station rentals 
come high today. When gallonage goes 
down, rents remain high and TBA 
makes up the difference between oper- 
ating in the red and in the black. 

Kaiser said that without TBA, he’d 
have to turn back many of his lease- 
back stations to his supplier. He’d 
also be in trouble with his own sta- 
tions because “the full value of a 
station no longer is determined by its 
gallonage.” 

To all these objections, a proponent 
of the “fair trade” regulations replied 
at the hearing: “You [the jobbers] 
ought to be divorced from retail.” & 


All Quiet Below the Potomac 


“WE’VE HAD the quietest summer 
in this part of the country that I can 
remember—I can’t think of a single 
problem that any- 
body has worked 
up enough energy 
to get excited 
about.’’ That 
comment from 
Ralph Kizer, Shell 
Oil Co. division 
manager for the 
southeastern 
states, about sums 
up the calm state 
of oil marketing 
in this area. 

From North Carolina to Florida, 
and west, jobbers and dealers alike 
report a uniformly high volume of 
sales, thanks partly to vacationers. 
High sales combined with “tranquiliz- 
ing” hot weather make oil men in- 
clined to lean back and take things 
easy. 

Only exception seems to be the 
Alabama Petroleum Assn. Members 
are busy making plans to renew their 
efforts in support of tax rebate legisla- 
tion after a discouraging failure. A 
bill asking for a rebate of 0.5% of the 
state’s 7¢ gasoline tax was passed by 
both houses of the state legislature, 
but when it went to the governor for 
signature, he let it die. Marketers now 
hope for smooth passage of an iden- 
tical bill at the next session, so they 
can persuade the governor to take up 
his pen and sign it. 

Alabama jobbers are also planning 
another joint meeting with Mississippi 
marketers next month. Last year the 
two states met jointly with Tennessee 
oil men, but this time Tennessee is go- 
ing it alone. 





By A. R. Henry 
Southeast Editor 
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North Carolina jobbers are happy 
about the state’s decision to change its 
method of soliciting bids for gasoline 
for state-owned vehicles—a business 


The Southwest 
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that involves about 25-million gal. a 
year. 

The state used to accept bids on a 
state-wide basis only, so jobbers serv- 
ing only smaller areas were frozen 
out. As a result, the North Carolina 
government’s gasoline demands have 
been met by two majors on a contract 
basis. 

Now, the bids will be accepted on 
state, district and company basis, and 
contracts awarded on a combination 
of the bids. This opens the door to 
one-county jobbers who'd like a slice 
of the 25-million gal. pie. 

Though Georgia’s generally sharing 
in the quiet summer, some Atlanta 
dealers are grumbling about “cut- 
throat” tire sales competition. Sales 
have been hit hard by big, specialized 
tire houses. Dealers agree that it’s 
legitimate competition, but they're 
burning about sales troubles from 
sources like one which runs spot radio 
advertisements saying, “Now you can 
have your tires retreaded for only one 
dollar—yes, for only a dollar down 
and a dollar a week. . .” ‘# 


Hot Time in the Summertime 


MAYBE IT’S because the air condi- 
tioning industry has done such a sharp 
job of peddling its wares in these 
parts. But what- 
ever the reason, 
that old “mid- 
summer lull” just 
didn’t happen in 
the Southwest this 
year. 

Take Texas, for 
instance. 

One supplier— 
Premier Oil & Re- 
fining Co. of 
Longview — has 
been busy ex- 
plaining to its some 125 branded and 
unbranded jobbers just what a change 
in ownership in that company will 
mean to its distributors. 

Premier’s jobbers apparently were 
happy to see the company’s ownership 
change hands. Before the new owners 
took over, Premier had been owned 
by a couple of farmer co-ops in the 
Midwest. Said one Premier jobber, 
“the old owners didn’t do a thing to 
ruin the reputation farmers in gen- 
eral have of being stingy about spend- 
ing money.” 

As this jobber and others see the 
picture now, the new owners might be 
willing to invest in refinery and other 
expansion work designed to give the 





By Marvin Reid 
Southwest Editor 





distributors better quality products to 
sell. 

While Premier’s picture was chang- 
ing, Continental Oil Co. suddenly 
launched. what was termed an “ex- 
periment” in Houston to see how well 
a third-grade, “super” gasoline would 
sell. 

What with Humble Oil already dot- 
ting the state with its “Golden Esso 
Extra” pumps, Conoco’s move was 
read by some as a guaranty that three 
grades of gasoline will become stand- 
ard practice before many more weeks 
go by. But Conoco’s marketing people 
tried to assure others that its move 
was just an experiment. 

Some of Conoco’s competitors 
seemed to doubt the “experiment” 
would be restricted to Houston for 
long, and some of the state’s inde- 
pendent refiners started talking third- 
grade gasoline more seriously. One is 
advising jobbers to put in three under- 
ground tanks when constructing new 
service stations. The company is not 
saying definitely it will come out with 
a third grade, but tells the jobbers they 
can use the third tank for extra storage 
until a decision is made. 


Louisiana Hayride 


While all this dust was being raised 
in Texas, suppliers and distributors in 
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Research: Constant, never-ending research, a basic 
Canfield policy, keeps Canfield out in front of all new 
automotive developments and lubrication require- 
ments. It is the reason for Canfield’s enviable reputation 
as a dependable source of supply for the “Latest in 
Lubrication’’. 


Refining: By solvent refining carefully selected paraffin 
base crude to a natural 95/100 V.I., Canfield base stocks 
and finished products are tougher... cleaner .. . ensure 
superior performance in every type of heavy duty service. 


Reliability: Since 1886 oil marketers all over the world 
have relied on Canfield quality and Canfield service 
to help them grow and prosper. 


Write us for full information about 
the basic 3 R’s of Canfield superiority. 
No obligation, of course. We shall be 
glad to be of service. 


foe HB ss 
CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS. Coraopolis, Pa, Cleveland, Ohio, Jersey City, N. J., Memphis, Tenr 
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nearby Louisiana were practically ex- 
hausted. This condition wasn’t due so 
much to the summer heat as it was 
to the doings of their state legislature. 

Robert K. Butcher, Louisiana Oil 
Marketers Assn. executive secretary, 
reports that some 35 marketers were 
on hand when a bill popped up sud- 


| denly which would have taken away 
| most of the gasoline shrinkage allow- 


ance now granted suppliers. 

The bill came up after service sta- 
tion dealers in the state asked for a 
2% shrinkage allowance. A_ senate 
committee considering this bill de- 
cided the thing to do was take the 3% 
granted suppliers and split it three 
ways. 

The jobbers and agents explained 
suppliers passed the allowance on to 
them. When the bill hit the floor, the 


| lawmakers saw the 35 or so jobbers 
| lined up in the room waiting to talk. 


They just went ahead and passed the 


| dealer’s 2% bill and left the 3% 


allowance for suppliers alone. 
Another little incident happened to 


| the Louisiana marketers, however, that 
| shows how frustrating life with the 
| legislators can be at times. 


The jobbers wanted something done 


| about Louisiana’s 1 ¢-gal. kerosine tax. 


They’ve wanted something done about 
it for several years now. This year, 


| they found a member of the legislature 
| who followed their line of thinking 
| all the way. 


He would, he told them, personally 


| introduce a bill to correct this situa- 


tion. He even huddled with them to 
show just what his proposed bill would 
include. 

But finally came the last day for 
bills to be introduced, and the mar- 
keters found this one hadn’t been 
thrown in the hopper. They scurried 
around trying to find their boy, but 
he wasn’t to be found. It wasn’t until 
after the deadline has passed that they 
found out what had happened to him. 

It seems the legislator’s wife picked 
the last minute to give birth to either 
a baby boy or girl. The marketers 
haven’t found out exactly what its sex 
is yet. Maybe it’s because they really 
don’t want to hear any more about 


| this guy. It seems that when he took 


off for home for the blessed event, he 
tucked that bill in his back pocket 
and took it along with him. 

Speaking of Louisiana, a jobber 


| there wonders if it isn’t time for some 
| of the majors to do a little soul-search- 


ing on their gasoline advertising. 
“They’ve got me so confused now I 
don’t know what sales pitch to use,” 
he says. “I just tell a customer if he 
wants plain, unadulterated gasoline, 
I got it for sale.” x 
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PUROLATOR MICRONIC® FILTERS used by New Jersey Oil Distributor 
Joseph D. Forte are pedestal type with flow rate of 300 gpm. 


“| know my fuel’s clean 


“Despite rust which may develop in storage 
tanks or pipes, my fuel is always clean when 
it should be —on delivery,” reports Joseph D. 
Forte, Atco, N. J. Oil Distributor. “That’s 
because I filter it through Purolator Micronic® 
filters instead of just passing it through a screen. 
My Micronic filters intercept and remove the 
contaminating particles — even those that are 
too small to be seen by the naked eye. I know 
it’s clean — and so do my customers.” 

Home fuel...diesel fuel...any fuel can be 
contaminated in storage. And the best methods 
of freeing it of abrasive contaminants are offered 
by Purolator’s complete line of bulk filtration 
equipment, with flow rates ranging from 15 to 
1500 gpm. 

A recent addition to this line is Purolator’s 


on delivery’ 


curb pump filter. It has a high flow rate of 25 
gpm for diesel fuel and almost no pressure drop. 
Its development helps make certain that what- 
ever fuel you filter ...and whether you filter it 
at the curb or at a terminal... you can get pre- 
cisely the right filter from Purolator. 


For full details, write Purolator Products, 
Inc., Front & Linden Streets, Allentown, Pa. Dept. 
B4-91. 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey, and Toronto, Ontario, Canada 
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Important information 
for 274 key oil company executives about 


The Du Pont Plan For 


Any one of the Plan’s exclusive benefits can make more 
anti-freeze profits for your company. It will pay you 
and your associates to learn about all of them now. 


More profits through proven distribution efficiency. For ex- 
ample, Du Pont delivered 85% of one major oil company’s entire year’s anti- 
freeze needs at the peak of the selling season . . . cut their carryover to less 
than 12%. This is typical of how Du Pont’s warehousing-shipping service 
can help keep your distribution costs down...increase your anti-freeze profits. 


More profits through leadership in both standard and pre- 
mium markets. The Du Pont Zerone®-Zerex® anti-freeze team leads all 
others in public acceptance . . . is more widely used by motorists than any 
other methanol and ethylene glycol brands. 


More profits through a personalized field service. Du Pont gives 
you the year-round assistance of 48 full-time Anti-Freeze Specialists who 
provide the technical and promotional aids needed to help you increase 
sales in your marketing areas. 


More profits through sound sales policies. Du Pont’s anti-freeze 
line has consistently been a top money maker for service station operators the 
country over. Among the reasons: Du Pont’s streamlined procedure for 
fast enforcement of Fair Trade in states having such laws, as well as a firm 
stand against sales to employees at less than retail price. 
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~ Anti-Freeze Protits 


More profits through resultful advertising and product pro- 
motion. Anti-Freeze Week is just one of the exclusive Du Pont national 
promotions which have increased dealer profits every year. In addition, 
Du Pont has an extensive program of advertising that includes the industry’s 
only nation-wide television show specifically tailored to meet individual 
market requirements. 


More profits through quality products—made and backed 
by Du Pont. Most customers know from experience that Du Pont prod- 
ucts offer the ultimate in quality, satisfaction and dependability. That is 
one reason why “Zerone” and “Zerex’’ anti-freezes are so much easier to 
sell, resulting in more profits for you. 


These are only the highlights of how Du Pont's Anti-Freeze Profit Plan can 
help your company make more profits more ways. Certainly you and 
your associates will want to hear the full details of this Plan. Your Du Pont 
Anti-Freeze Specialist will be happy to confer with you at your convenience 
and outline the Plan in full. To reach him, phone or write E. |. du Pont de 
Nemours & Co. (Inc.), Polychemicals Department, “Zerone”-“‘Zerex” Anti- 
Freeze Section, Wilmington 98, Delaware. 


GU PONY 


REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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TBA sales! 
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The mystery man is a FRAM FANToM, one 
of 75 on the road right now. Your dealers 
can’t tell a Fram Fantom from any other 
motorist —he looks and talks the same. But 
there’s one important difference: FRAm 
FANTOMs pay the dealer 20 silver dollars if he 
suggests a filter replacement or installation! 


Fram tells dealers that the only way to 
make certain they don’t miss out is to suggest 


build your 
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filter protection to every motorist. Result? 
An effective way of getting dealers to lift 
more hoods—sell more oil and TBA. 


This unique FRAM promotion is just one 
of the many ways FRaM stirs up sales at the 
pump. Why not take advantage of all of 
them? Investigate Fram for your own TBA 
program—we’ll be glad to show you eye- 
opening facts and figures! 


Put FRAM SALESMANSHIP in 
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. FRAM CORPORATION, 
FOAM is FIRST in Providence 16, R. |. 
Fram Canada Ltd., 
RESEARCH ae Stratford, Ontario 
e PROTECTION... SS 
e QUALITY... 


e PREFERENCE... 


OIL « AIR * FUEL * WATER 


Your TBA Prog: 
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LUBEROOM of the MONTH 
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Photographs illustrate ‘‘before’’ and 
“after” views of the Luberoom at Walt & 
Ray’s Circle Service (Gulf Oil), 9078 
Goodfellow, St. Louis, Mo. 

The Shwre installation, illustrated in the 
“after” photograph (left), 10 ft. wide by 
9 ft. high, sells more gasoline, oil, and 
TBA items, too. 


SHURE MERCHANDISING FIXTURES 
Every square foot of space sells 
more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America’s leading oil i 


td 








Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 


Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 


Ss hure 


MANUFACTURING CORPORATI 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 


@ UES 
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“U.S. Matchless #5 does 5 different jobs,” 


says refinery division superintendent 


“It always passes our strictest lab tests.” 


A mechanical division superintendent of a leading Mid- 
western refinery says: 

“U.S. Matchless Steam Hose always passes our cen- 
tral maintenance department tests, and we've always 
had good experience with it. The neoprene cover is 
oil-resistant. The hose is highly flexible and light in 
weight. Asbestos ply, under the cover, conserves heat. 
Wire braid preserves static ground.” 

This great “U.S.” hose is serving many industries in 
many ways. It is obtainable at selected “U.S.” distribu- 
tors, at any of the 28 “U.S.” District Sales Offices, or 
write us at Rockefeller Center, New York 20, N. Y. 


Mechanical Goods Division 


Uses in refinery for U.S. Matchless® +5 Hose: 
e As a firetighting hose, for safety-checking atop the 
235-ft. cracking unit (see picture above). 

e In propane tank, to thaw bottom of gauge glass in 
cold weather (see inset picture above). 

e@ In pump room of cracking unit, as a steaming line to 
get gas traces out of the unit. 

@ On propane transfer line, to prevent orifice from 
freezing in cold weather. 

e@ Enables construction crews to run temporary steam 
lines more cheaply and quickly than using pipe. 


United States Rubber 
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TAKE A BOW, MISTER! 


You and your antifreeze service are going to be featured... 


on 
TELEVISION 


0.0 F=4o)|: 
=O mons % 
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ae mewn — 
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> <> 
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mas cmuma SR 





The Dow Football Scoreboard 
following all nationally tele- 
vised NCAA college football 
games— 15-minute program 
— 100 NBC stations. 








Morning and evening radio 
spots will urge motorists to 
see you—the expert—for 
complete antifreeze protec- 
tion and service. 





in 
MAGAZINES 


























You’re the center of our 
national ad “Famous Last 
Words—I'll Get My Anti- 
freeze Tomorrow!’’—in TIME 
and SPORTS ILLUSTRATED. 


\\ e’ve made you and your own company brand of antifreeze the theme of 


our fall advertising, Mister, because you are the expert. You are the one 


who takes care of the cooling system. Only you and you alone can give a 


car complete antifreeze protection—proper cooling system care plus your 


company brand of glycol all-winter antifreeze. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN <> 
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ASE 
Company 


BOX 3096 ¢ TULSA, OKLAHOMA 














New Excel-Se 








Sasy 
Servicing 


open. No special tools needed; eliminates 
nuts and bolts; no busted knuckles. 


est 
Ferforrnance 


PETROLEUM MARKETING FACILITIES: truck 
loading racks, aircraft fueling, fuel oil bulk 
plants. 


MACHINE TOOLS: coolants and cutting oils, 
hydraulic oils. 


INDUSTRIAL PLANTS: solvents, oils, water and 
other non-corrosive fluids. 


WITH THE 


57 SERIES FILTERS 


Check these advantages © Simplified 
construction—low initial cost * Reduced 
size for compact installation © Quick 
opening cover and provision for instan- 
taneous cartridge change ® Improved 
filtration efficiency and greater dirt 
holding capacity ... result... low cost 
maintenance ® Very low initial pressure 
drop ¢ Available for vertical or hori- 
zontal installation ® Location of inlet 
and outlet connections to customer 
specifications ® Wide range of product 
applications ® Units in standard design 
or for code requirements ® Non-ferrous 
construction available © Extra acces- 
sories including air eliminator, pres- 
sure gage, dump valve, etc., available. 


THE NEWLY Developed 
CH-57PL Cartridge combines 
e Larger Outside Diameter 
e Larger Inside Diameter 
e Greater Height 


RESULT 
¢ More Filtration Surface 
¢ Lower Operating Cost 
e Higher Flow Rates 









‘Shanks, pal! 


A TRIBUTE TO THE MAN AT THE PUMP 





Shanks, first of all, for running a combination first-aid and 


comfort station, garage and information bureau. 














hanks for always being on the job when the rest of us are all 
9 d D J 


out having fun. 











Shanks, for all the accidents you’ve prevented by spotting 


trouble before it happened. 










Shanks, for all the many things you do without charge — and 


often even without thanks. 











Shanks, for always managing a grin — even when there are more 


cranks around than there are crankcases. 











Shanks, for keeping the word “service” alive when it has lost 


its meaning almost every place else. And... 










Shanks, for keeping this whole country of ours from running 


out of gas and coming toa full stop. 











, st, who 
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1. 
am 7ESTED 


in the laboratory! 


















First: To prove beyond all doubt 
that the new Purolator Dry- 
Type Air Filter was the best 
money and experience could . 
build. Purolator spent years, 
hundreds of thousands of dollars 

in laboratory tests. 


NOW ... from Purolator 


A NEW POSITIVE 





by industry for new 
1957 cars! 


Reward came in the recognition 
of the overwhelming superiority 
of the new Purolator Dry Type 
by make after make of passenger 
car, truck and bus... by engine 
maker after engine maker! 


Proto Courtesy, AUTOMOTIVE News 


2. 
PROVED 


on the highway and 
the race track! 


Next: The new Purolator was 
proved in accelerated service . . . 
punished in long haul fleet oper- 
ation . . . given years of use in 
race track dust and dirt, where 
a few 100 miles gives the wear- 
and-tear of seasons of driving. 


DRY-TYPE AIR FILTER 


- - - Another Purolator TBA money-maker.. . 


Pre-tested and pre-sold by millions 


of miles of experience 


Constwer what this means to your TBA 
program ... to each and every one of your 
dealers. Here is a genuine Purolator Air 
Filter, a selling teammate to the great 
Purolator Micronic Oil Filter, ‘Best for 
all makes of cars.” 

Here is a Purolator Air Filter tested and 
proved in Purolator laboratories—by the 
automotive industry—by. the world’s 


toughest professional drivers! 

Here is a Purolator Air Filter that will 
be backed by the sort of promotion only 
Purolator knows how to give . . . a pre- 
proved TBA sales builder—a true dealer 
profit-maker. 

Watch for further information on this 
great addition to the Purolator line of fine 


filters. **Purolator’’ and “‘Micronic,”"” Reg. Trade Mark U.S. Pat. Off. 


PURQOLATOR 


PRODUCTS, INC. 


Rahway, New Jersey, and Toronto, Ontario, Canada 





} 


here’s how 


“govern” the 
government 


Much as we revere and respect this system of ours, we don’t want 
the government running our lives. 

The best government is one that’s closest to the people. And 
there’s. just one way to keep it under control. 

Vote. 

Every time you get a chance. 

Vote November 6, for sure. 

Vote to elect the ones you want representing you. To keep the 
ones who are doing you proud. To get rid of the ones who are 
not so hot. 

You’re the boss, however you vote. No matter who’s elected, 
you pay their salaries and paint their offices and keep watching 
over them as they work. 

Even if the ones you’re “agin” happen to 
win, they’re obligated to the minority, too. 

They’re servants of all the people, not just 
those who voted for them. 

Your vote prods, approves, protests, de- 
mands, restrains, rewards. 

Vote—so you and your children after you 
always can. 


See You at the POLLS! 
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Double-duty protection for fuel-oil hose 


There’s a word for extra-long service— NEOPRENE. And hose 
of neoprene has a reputation for durability and dependability 
because of its double-duty protection. Yes, Du Pont neoprene 
fuel-oil hose is protected inside and out. 


A tough neoprene cover protects the reinforcing fabric against 
moisture and mildew . . . and continues to resist the deteriorating 
effects of oil, grease and many chemicals. It stands up against 
sunlight and weathering, and it takes years of day-in and day- 
out punishing service—twisting, bending, dragging over rough 
pavement and sharp corners. This rugged cover won’t chip, 
crack or cut . . . provides long, cost-saving dependability. 


A smooth neoprene tube won’t swell or soften under prolonged 
exposure to hot oil and most chemicals. . . will not get soft or de- 





velop weak spots. 

Here’s how you can save on replacement and maintenance 
costs: Ask your supplier for the types of hose you need in 
handling petroleum products. Then tell him you want the hose 
that’s doubly protected—with a neoprene tube and cover. 


FREE! THE NEOPRENE NOTEBOOK. Every issue is filled 
with informative data about current uses of neoprene. To get on 
the mailing list, write today to: E. I. du Pont de Nemours & Co. 
(Inc.), Elastomers Division NP-9, Wilmington 98, Delaware. 


NEOPRENE 


The rubber made by Du Pont since 1932 


) 


REG. U.S. Pat OF 


BETTER THINGS FOR BETTER LIVING 
THROUGH CHEMISTRY 











VYlow the ALL-ALUMINUM 


| STEBER Wet 242.74 


Available in One-Piece Units 
of 4, 8, 12 and 16 Feet! 


Exclusive Steber sliding pole 
fitter fastens anywhere along 
fixture channel. Service knock- 
outs are provided along the 
entire fixture channel. 














Center rib is quickly re- 
movable allowing lamps 
to be taken out in any 
order, straight down. 




















Light any Station Brighter __ 
Retain Top Efficiency and 
New Appearance Indefinitely! 


Steber wrap-around doors provide up to 60% more light emitting 
area than any other unit—give you more attraction and selling light for 
your station than ever before available. 


All aluminum extruded chassis and door frames. Aluminum cover 
and exclusive Steber Anodal electro-chemically finished aluminum re- 
flectors are impervious to corrosion. Door panels are ribbed, highly 
impact resistant Tenite II providing maximum light transmission factor. 


Steber Skyliners give you all these advantages: 
@ Beautiful Modern Design 
@ Fully Enclosed Factory Wiring 
@ Leveling Device 
@ Sliding Pole Fitter 
@ Lighter Weight 
@ Single unit lengths up to 16 feet 
@ Any length available in multiples of 4 feet 
@ Removable center ribs for quick relamping 


STEBERLITES 
Steberlites can be mounted singly 
or in clusters up to six. Top 
channel of Skyliner is tapped 
and fitted with 5 closures per 8’ 








¢ Steberlite Sealed 
Beam Units 


* Elliptical Floodlights 


Floodlights 





The Complete Steber Line Includes: 
¢ Open & Enclosed 


¢ Mushroom Lights 


Write for 
Steber ‘'T’’-light 
Catalog Data 


section. 











/STEBER\ 





STEBER MANUFACTURING CO. 


Dept. 88, Broadview, Illinois 


STEBER MANUFACTURING CO. 
OF CALIFORNIA 
242 So. Anderson St., 
Los Angeles 33, California 
STEBER-WOODHOUSE LTD. 
33 Ingram Drive, Toronto, Canada 
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NATIONAL PETROLEUM NEWS 
Magazine can become an attractive 
permanent part of your business or 
home library. 

These famous Jesse Jones files, es- 
pecially designed for NATIONAL 
PETROLEUM NEWS Magazine 
keep your copies orderly, readily ac- 
cessible for future reference. Guard 
against soiling, tearing, wear or mis- 
placement of copies. 

Each Jesse Jones file will keep 1 
year’s copies of National Petroleum 
News in perfect condition. 

No irritating wires to handle— 
allows any copy to be removed. 

These durable files (will support 
150 lbs) come in a rich Red & Black 
Kivar cover. Looks and feels like 
leather and it’s washable. The 16- 
carat gold lettering makes it a fit 
companion for most costly binding. 

Reasonably priced too. Only $2.50 
each, 3 for $7.00, 6 for $13.00, POST- 
PAID. Add $1.00 postage for orders 
outside U.S. Satisfaction uncondi- 
tionally guaranteed or your money 
back. 

For prompt shipment of 
these attractive files, use cou- 
pon below. 





poe a ee 


Jesse Jones Box Corporation, Dept. N.P. (Est. 1843) 


P. 0. Box 5120, Philadelphia 41, Penna. 
Please send me, postpaid, National Pe- 


troleum News files. | enclose 


2 
O 











BIGGEST LIGHTING ADVANCE 
IN SERVICE STATION HISTORY: 


P&K 


more light...better light... 
minimum maintenance...remarkable power economy... 


PLUS... 

the clean, modern, simple design of P & K seamless, 
tapered aluminum that never needs painting and can’t 
rust! That’s why America’s finest service stations are 
using P & K LUXaire® (fluorescent luminaires) with 
companion-designed standards. 


QUICK FACTS 


¢ 40% Lower Operating Cost than Filament Lamps 
¢ Much Longer Lamp Life Regardless of Temperature 
e Brilliant Light, Glare-Free, with 

Excellent Color Rendition 
e Easy Installation, Plug-In-Out Lamps, 

Simple Wiring 
¢ Sealed Against Dirt, Insects, Water for Life 


Write for all the facts... and use the P & K advisory 
services without obligation. 


PFAFF & KENDALL 


S4 FOUNDRY ST., NEWARK 5, N. J. 


LUXaire 1S AVAILABLE TO THE OIL INDUSTRY THROUGH OIL EQUIPMENT JOBBERS 
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Here’s How to Make More 



































i1-minute safety check. With Sales-clinching demonstration. Only West- Then switch on Safe-T-Beam . .. show how the 
mechanical aimers you have inghouse gives you this golden opportunity new, exclusive 2-Beam Glare Shield gives a flat 
quickest, most convincing way to demonstrate the exclusive safety-advan- upper beam... prevents stray light and bounce- 
to make customers see when tage of the 2-Beam Glare Shield. Flick on back glare on either High or Low beam. Only the 
headlamps are faulty. Sets them ordinary headlamp: customer sees how High new Westinghouse Safe-T-Beam frees motorist 
up for your ‘“‘double-profit’’ Beam light strays upward to cause blinding to select the right beam for seeing safely under 
Westinghouse Safe-T-Beamsale bounce-back glare in fog, rain, snow. And all road and weather conditions! It’s an exclusive 
. . . the lamps that are easiest this is true of every headlamp except sales point to double your profit by selling Safe- 
to sell in pairs! Westinghouse! T-Beam headlamps in pairs! See deal below. 


And Only Westinghouse Gives 


THE NEW 
SAFE-I-BEAM HEADLAMPS! 


Exclusive 2-Beam Glare 
Shield and Aimer Buttons 


Only Westinghouse gives you this safety exclusive— 
the glare shield that stops blinding stray light on both 
beams in bad weather! Better see-ability on clear 
nights too! Up to 25% more light on both beams! 
Low beam up to 80 feet longer! More light on the 
right! All three types of the new Westinghouse 
Safe-T-Beam headlamps—5040S (6v.), 5400S (12v.), 
5440S (12v. heavy duty truck)—have the 2-Beam 
Glare Shield and Aimer Buttons. 


WATCH WESTINGHOUSE © 


WHERE BIG THINGS ARE HAPPENING FOR YOU! 
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Headlamp Sales this Fall! 


More night driving . . . more foul weather on the way— 
and that’s the good season for headlamp sales! Espe- 
cially if you sell the all new Westinghouse Safe-T- 


™ 


Beam™ headlamps and follow the 3 quick steps to 


profit shown at left. Only Safe-T-Beam has the 2-Beam 
Glare Shield for full glare protection on both High and 
Low beam! Only Westinghouse can provide the sales- 
clinching demonstration to prove how the exclusive 
2-Beam Glare Shield gives your customers almost the 


10-minute installation. 


Westinghouse Sele-T-Beam equivalent of daylight driving safety at night! It’s an 
eadlamps go in, get preci- ; 
sion-aimed, all in minutes! 


You doit in daylight indoors advantage that makes it easy to sell replacements in 
rd out. vp only + ; : 

aimer: fee the big Westion- pairs—to double your profit—every time. 

house deal in aimers below. 


You Everything You Need! 


Exclusive Demonstrator — Precision Speed-Aimer! 


A Choice of Deals to 
get profits rolling fast! 


‘ It’s a real sales-clincher that only West- 
inghouse can demonstrate! Panel, brack- 
ets, wiring—an $8.50 value—is yours at 
aspecial low price when you order Safe- 
T-Beam Headlamps. Fill out coupon 
below, get your deal today! 


Here’s an aimer that any of you? 
men can use for fast, precision work! 
Rugged, compact and does it right. 
Complete kit of everything you need 
for extra profits from headlamp 
aiming. Send coupon below. 


GET SET FOR THE BIG BUSINESS IN HEADLAMPS! GET IN ON YOUR BIG DEAL TODAY! 


Westinghouse Electric Company 
Lamp Division, Dept. J-3 epeeiesinanees 
McArthur Avenue, Bloomfield, N. J. 


I want to get in on the big Safe-T- 
Beam deal! Please send me the dope 
on (A) the Demonstrator deal (B) 
the Aimer deal. 





Address. 
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GO BUTLER-America’s road-proved aluminum transport 


You are sure of getting a transport that is years 
ahead in payload capacity and dependability when 
you buy a Butler Aluminum Transport. 


You get all of the payload advantages of 
aluminum construction that make bigger, more 
profitable hauls possible. And you get the extra de- 
pendability that only Butler, the builder of the first 
successful aluminum transport, can offer. Butler’s ex- 
perience in the new welding techniques, design prin- 
ciples and special alloys that made aluminum 
transports possible is your guarantee of years of 
trouble-free service. Millions of miles on the road 
have already proved the dependability of Butler Alu- 


minum Transports —and have set new records in pay- 
loads and profits. 


Butler “Payload Engineering” further increases 
the payload advantages of aluminum construction. 
Every ounce of non-essential weight is stripped away 
by design and engineering refinements. This is the 
same payload engineering that has made other Butler 
trailer and truck-trains so popular—and profitable — 
over the years. 

Today, Butler leads the field in aluminum trans- 
port sales. This preference by experienced haulers all 
over the country is added assurance that when you 
choose Butler, you get the best. 








In four years or less extra payload alone pays 
the full price of Butler Aluminum Transports 


Under state gross load limits, Butler aluminum transports 
carry, conservatively, 8% more payload than most new 
steel units, 11 to 13% more than most three-year-old units 
you are now operating. This means $2500 to $6600 more 
revenue per year than you are now getting from your pres- 
ent steel equipment — enough to pay for a new Butler alu- 
minum unit in three to four years! 


ee, pagywe” 


Manufacturers of Oil Equipment - Steel Buildings » Farm Equipment 
Ory Cleaners Equipment - Outdoor Advertising Equipment 
Special Products 


Factories at Kansas City, Mo. * Galesburg, Ill. + Richmond, Calif. * Birmingham, Ala. 
Houston, Tex. * Burlington, Ont., Canada * Minneapolis, Minn. 


FREE PAYLOAD ESTIMATE 


Find out how much more you can carry, how much more you can 
earn with Butler Aluminum Transports. Fill out and mail coupon 


for payload estimate based on your tractor and your hauls. 


Address office nearest you 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S. E., 14,M i 
Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 

913 Avenue W, Ensley, Bir 8,A 

Dept. 40, 624 s. Michigan Avenue, Chicago 5, Ilinois 

Please estimate the payload increase | can get with Butler Aluminum Transports 
matched to my hauls. 








My tractor/s weigh/s Ibs. Front Rear 
Make tractor Wheelbase Front axle to bumper 


| operate sntpnieii .. units in (States) 
(gallons capacity) 
| transport ( ) gasoline ( ) chemicals (name or type of chem.) 


( ) other weighing per gallon. 
(ibs.) 

Name 

Firm 


Street 


City... 








MARKETS AND PRICES 
Fair-Trade Firms Northeast Markets 


HE “REBIRTH” of gasoline fair- 

trading in the Northeast and its 
apparent effectiveness in stabilizing 
depressed tank wagon and retail mar- 
kets drew major industry attention last 
month. 


Except for mixed price develop- 
ments in the Midwest, motor fuel 
quotations in primary supply districts 
held unchanged. In Chicago, marketers 
raised quotations 0.25¢ gal. while con- 
tinued price shading in the Twin Cities 
area led to reductions of 0.25¢. In 
early August, nationwide inventories 
of gasoline were some 11-million bbl. 
above year-earlier level and reports of 
price shading in some districts were in- 
creasing in number. 

The fair-trading of gasoline spread 
to three additional states in the North- 
east—Massachusetts, Connecticut and 
Rhode Island. Socony Mobil estab- 
lished 19.9¢ and 22.9¢, ex taxes, as 
minimum retail prices for its gasolines 
sold for resale in the area. Dealer tank 
wagon prices were set at 14.9¢ for 
regular grade in Rhode Island with 
multiple postings ranging upward from 
14.9¢ in Massachusetts and Con- 
necticut. 


In meeting Socony on fair-trade, 
Esso Standard established retail mini- 
mums 1¢ gal. above Socony’s level and 
dealer prices 0.7¢ higher than Socony 
in “low-priced” areas. At mid-month, 
Cities Service and Tidewater also had 
gone to fair-trade in the area and 
established minimums similar to Es- 
so’s. Others were expected to follow. 


Underscoring improvement in retail 
prices since the inception of fair-trad- 
ing were surveys that showed only 
5.4% of dealers in Massachusetts and 
2.9% in Connecticut below Socony’s 
fair-trade minimums. In Rhode Island, 
where seven majors were fair-trading, 
the percentage below Socony’s mini- 
mums was even smaller—1.6%. 

Meanwhile, except for isolated sore 
spots, the New Jersey fair-trade pic- 
ture held steady, with 98% of dealers 
posting fair-trade prices or higher. In 
Pennsylvania, Sinclair Refining joined 
Atlantic in fair-trading, and was the 
first major supplier to take such action 
there since Atlantic went to fair-trad- 
ing in June. Although Sinclair’s dealer 
and retail prices were similar to Atlan- 
tic in western portion of the state, 
company’s prices were 1¢ higher at 
retail and 0.8¢ higher at wholesale 
than Atlantic in eastern portion. Last 
month, Atlantic dropped its minimum 
retail prices 1¢ gal. for second time 
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since it started fair-trading. Dealer 
prices also were scaled downward, 
trimming dealer margins since the 
start of fair-trade by 0.5¢ gal. Reduc- 
tion was blamed on “deterioration of 
the market.” 

In the Midwest, Standard of In- 
diana extended to the St. Louis mar- 
keting area its policy of selling gasoline 
to its dealers at a discount from “sug- 
gestive competitive resale prices” (see 
July NPN, p170). Other areas where 
this plan is used by Standard include 
Evansville, Ind.; Minneapolis-St. Paul, 
Minn.; and Kansas City, Mo. 

The industry weathered the 34-day 
steel strike in a better-than-anticipated 
fashion. Low-sulfur residual fuel prices 
recouped earlier losses in the Midwest, 
and although low-sulfur oil dropped 
10¢ bbl. at the Gulf, resumption of 
some buying tended to steady prices. 

Light fuel oils reacted seasonally in 
most districts. Price cuts ranging from 
0.25¢ to 0.5¢ were made at the Gulf. 
In the East, prices were subject to 
shading on spot basis. Similar reports 
were heard from the Midwest and 
Mid-Continent areas. 

Other price developments: 

Pennsylvania-grade crude got two 
advances totaling 23¢ bbl., boosting 
price of Bradford district oil to $4.68 
bbl. 

On the other hand, large buyers of 
crude cut postings 7¢ bbl. in West 
Central Texas and the Texas Pan- 
handle. Competitive reasons were 
cited by most purchasers in announc- 
ing price cuts. 


DISTRICTS 


Gulf Coast — Price reductions on 
distillate fuels and low-sulfur heavy 
fuel were featured in August. Cargo 
lots of No. 2 fuel were offered at 8.5¢, 
down 0.25¢, while diesel and gas oil 
prices were shaved as much as 0.5¢. 

The steel strike caused low-sulfur 
to back up and prompted 10¢ bbl. cut 
to $2.15. At mid-month, however, re- 
newal of buying was under way. Jet 
fuel quotations ranged 0.25¢ lower to 
8.75¢. 

Gasoline buying wave experienced 
this spring has not been equaled this 
summer and most grades were freely 
available last month. Top-octane pre- 
mium prices were relatively firm, but 
indications were that lower quality 
motor fuel: could be shaded slightly. 
Distillates also were freely available 
for early lifting. 

Atlantic Coast—Summer lull pre- 
vailed in the light oil market. Resellers 


receiving price protection from regular 
suppliers held aloof of the spot market 
despite discount offerings ranging from 
0.2¢ to 0.3¢ below general market 
quotations. 

Despite reductions on light oils at 
the Gulf, high tanker rates coupled 
with favorable stock position stifled 
talk of East Coast reductions. Another 
factor working against decline was 
question of rebates that would have to 
be given to resellers, since summer- 
fill plans protect them against price 
declines. 

Heavy fuels were subject to slight 
shading before and after steel strike. 

Mid-Continent—There was increas- 
ing talk of price shading on gasoline 
at Great Lakes Pipe Line terminals. 
According to some reports, Gulf Coast 
product moving up the Mississippi was 
being offered at some pipe line ter- 
minals at 0.5¢ gal. under Mid-Con- 
tinent quotations. 

Light fuels were quiet. Some early 
buying interest for next fall’s require- 
ments was indicated but actual move- 
ments remained slow. Steel strike had 
little effect on market. Refiners who 
had considered using open pit storage 
found no need to do so. 

Midwest—Increase of 0.25¢ gal. in 
full range of gasoline quotations in 
Chicago topped developments. Top- 
octane premium was quoted at 15¢, 
regular at 13.25¢. In opposing price 
development, suppliers in Twin Cities 
area shaved prices generally 0.25¢ gal. 

Low quotations for low-sulfur No. 
6 fuel at Chicago recouped 0.2¢ gal. 
reduction resulting from steel strike 
and was quoted at 7.75¢ at mid- 
month. During strike, “distress” offer- 
ings of low sulfur were reported as 
low as 6.5¢ gal., dockside Chicago. 

Light fuels were in summer dol- 
drums and reports were that prices 
could be shaded slightly. 

Western Penna, — Lubricating oil 
prices continued upward trend last 
month following 12¢ bbl. advance in 
crude. Bright was up 1¢ to 27¢, 
neutral oils ranged 1.5¢ higher and 
cylinder oil quotations advanced 1¢. 


There was no easing in the demand 
for base lubes. Inquiries—large and 
small—from domestic and foreign 
buyers continued at a fast clip and 
refiners were reluctant to quote on 
other than regular-customer business. 
Many were of opinion that tight sup- 
ply position will continue well into 
fourth quarter and possibly for balance 
of year. Ed 
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MARKET BAROMETER 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
REGULAR-GRADE GASOLINE | 


REGULAR-GRADE GASOLINE 
KEROSINE 


KEROSINE NO. 2 FUEL 


NO. 2 FUEL 


30 GRAV. LOW COLD 
AL CRUDE 


| 


36 GRAV. MID-CONT. CRUDE a 
a 4 


NO. 6 FUEL NO. 6 FUEL 


JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
1956 YEAR 1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE SPREAD: PRODUCTS OVER CRUDE 


48 50 52 54 JFMAMJJASOND 48 50 52 54 JFMAMJJASOND 
YEAR 1956 YEAR 1956 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California markets and 8 crude producing areas, including California. 
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{eq prices REFINERY AND TERMINAL 


MOTOR GASOLINE 


Gulf Coast Cargoes Aug. 13 Aug. 6 July 30 July 23 
(2)13.25-13.75 (2)13.25-13.75 (2)13.25-13.75 (2)13.25-13.75 
(3)13-13.5 (3)13-13.5 3)13-13.5 (4)13-13.5 
a sat eh ta (2)12.25-12.5(2) (2)12.25-12.5(2) (2)12.25-12.5(2) 
1.75-12 11.75-12 11,75-12 11.75-12 


98 oct. prem 


1.5-12 11.5-12 11.5-12 11,5-12 
: aided a (3)11.25-11.6(4) (3)11.25-11.5(4) (4) 11.25-11.5(4) 
0.5-11(2) 10.5-11(2) 10.5-11(2) 10.5-11(2) 
10-10.5 10-10.5 
9.875-10.25 9.875-10.25 
9.75-0.875 9.75-9.875 9.75-9.875 


9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 


aw 18.2(2) 18.2(2) 18.2(2) 18, 2(2) 
15.7(3) 15.7(3) 15.7(3) 15.7(3) 


16.1 16.1 16.1 
14.9 
13.1-13.3 


10-10.5 
9.875-10.25 


14.9 14.9 

13. 1-13. 4x 13.1-13.3 
13.1 13.1 

15. 1-17.7 ; ‘ 15. 1-17.7(2) 
15.1 : 

14. 1-15. 2(2) 14, 1-15.2(3) 
14.1 14,1 


18.6 f 18.6 
16.1 . 16.1 
14.95-15.9 14.95-15.9 14.95-15.9 14.95-15.9 
14.3 14.3 14.3 14.3 
. Oe 95-13.4 (2 4 95-13.4 (2)12.95-13.4 (2)12.95-13.4 
87 oct. reg... 2.95 95 12.95 12.95 
Chicago, i. 
15(5) x15(5) (4)14. 75-15 
14.75(6) 14.75(5) 14.75(5) 
14.75-15.5 14.75-15.5 
14-14.25 14-14.25 
3.25(5) 13.25(5) x13. 25(5) (4)13-13.25 
(6)13-13.75 (6)13-13.75 (6)13-13.75 (6)13-13.75 
x12.875-13 13 13 x13(a) 
(2)12.5-12.625 (2)12.5-12.625 (2)12.5-12.625 x(2)12.5-12.625 
(a)Correct for July 16 also. 
Corpus Christi, Tex. 


14.75( 
x14. 625-15.5 


14. 5(2) 14. 5(2) 
12(2) 12(2) 


14.25(3) 14. 25(3) 14. 25(3) 14. 25(3) 

(2)11.75-12.25 (2)11.75-12.25 (2)11.75-12.25 (2)11.75-12.25 
15.4-15.65(4) 15. 4-15. 65(4) 15. 4-15. 65(4) 15. 4-15. 65(4) 
15.15 15.15 15.15 5.1 

13.9(7) 13.9(7) 13.9(7) 

13.4 3.4 13.4 


15.65 15.65 15.65 
15.15 15.15 15.15 
13.9 13.9 13.9 
13.4 13.4 13.4 
Mols.-St. ~~ Minn. 
96 oct pre’ x(2)14.75-15(3) 15(5) 15(5) 15(5) 
x(2)13-13.25(3) 13.25(5) 13.25(5) 13.25(5) 


15. 6(2) 15. 6(2) 15.6(2) 
13.6(2) 13.6(2) 13.6(2) 


17.7(2) 17.7(2) 17.7(2) 
15.2(2) 15.2(2) 15. 2(2) 


15.7 15.7 15.7 
13.2 13.2 13.2 


15.7-16.3 15.7-16.3 15.7-16.3 
15.05 15.05 5.05 
13.7(2) 13.7(2) 13.7(2) 
13.55 13.55 13.55 

15. 45-15. 55 
15.05 


13.7--13.8 
13.3 


15. 45-15.55 15. 45-15.55 
15.05 15.05 
13.7-13.8 13.7-13.8 
13.3 13.3 


7.3x 16.2-16.5 16.2-16.5 


16.2- 
3.7-14.8x 13.7-14 13.7-14 


1 
13.7-1 
Pt. Everglades, Fla. 

t. 15.05-15.65(3) 


ee 
15.15 15.1 
a 1-13. 9(5) 


2 : 13.9(5) 


15. — 65(3) 
15 
18. a, 9(5) 


15.05-15.65(3) 
15.15 
13. 3-13.9(5) 
13.4 


17.8 17.8 17.8(2) 
15.3 15.3 15.3(2) 


MOTOR GASOLINE 
Aug. 13 Aug. 6 July 30 July 23 


17.7 17.7 17.7 17.7(2) 
15.2(2) 15 .2(2) 15.2(2) 15.2(3) 


Providence, R. |. 


Savannah, Ga. 
96 oct prem...... 15.05-15.9(3) 


13.3-13.9(4) 


15.05-15.9(3) 
13.3-13.9(4) 


15.05-15.9(3) 
13,3-13.9(4) 


15.05-15.9(3) 
13.3-13.9(4) 


Tampa, Fla. 
96 oct. prem 
93 oct. prem 
89 oct. reg.. 
87 oct. reg. . 


Wilmington, | N. C. 


14.95-15.55(4) 
15.05 


14.95-15.55(4) 
; 15.05 
13. 2-13. 8(5) 
13.3 


14.95-15.55(4) 14.95-15.55(4) 
. 15.05 
13.2-13.8(5) 
13.3 


13.2-13.8(5) 13. 2-13. 8(5) 
13.3 13.3 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 


14.02-15. 


7 14.02-15.7 
13.35-13.65 

2 

3 


13. 35-13. 65 
12.52-13.2 
12.27-12.3 


93 oct. prem 
12.52-13. 


87 oct. reg 12.27-12. 


Okla. (Okla. Shpt.) 
96 oct prem...... ep! 13.5-14(5) 13.5-14(5) 13. Eo, ) 
88 oct. reg (6 +H 25(2)  (6)12-12.25(2)  (6)12-12.25(2) (6)12-12.25(2) 
60 oct M& below 10. ark 25(2) 10.75-11.25(2) —10.75-11.25(2) 10. 75-11.25(2) 
Okla. Group 3 Hone on) 
96 oct prem (3)13.5-14 (3)13 
88 oct (5)11. i a 
60 oct M & below 10.75-11.2 
N. Tex. (Tex. & New Mex. ull 
97 oct prem 2)14-15.3 (2)14-15.3 (2)14-15.3 (2)14-15.3 
95 oct prem 14-14.55 4-14.55 14-14.55 14-14.5 
8 12-13 12-13 
12-13 
12-12.5 
10.75-11.8 


(3)13.5-14 (3)13.5-14 
. 951203) (5)11.75-12(3) (5) 11. 75-12(3) 
0.75-11.25x (2) 10.75-11.125 (2)10.75-11.125 


2 
Hs a &below 10.75-11.8 
W. Tex. (Tex. & New Mex. shpt.) 


Qe. 125 


10.75-11.8 10.75-11.8 


14,875 14.875 14.875 
sar’ Siesta ones a 
1 1 
12.5-12.75 12.5-12.75 12.5-12.75 
12, 25(2) 


12. 25(2) 12.25(2) 12.25(2) 
80 xt Mateo (2)11.5-11.75  (2)11.5-11.75 = (2)11.5-11.75 = (2) 11.5-11.75 
E. Tex. (Truck er rer lots) 


95 oct prem. . 


(3)14-14.25 
12-12.5 
12-12.75 


(3)14-14.25 (3)14-14.25 
5 12-12.5 


12-12.75 


12-12.5 2-12.5 12-12.5 12-12.5 
& below (2)11.25-11.5(2) (nit. 25-11.5(2) (2)11.25-11.5(2) (2)11.25-11.5(2) 
Cent. W. Tex. (Truck — lots) 
95 oct prem 3 13.75 13.75 
12.5 12.5 12.5 
Ark. (For shpt. to Ark. x ty 
94 oct prem...... . 13.25 
92 oct prem. : 4 12.75 
86 oct reg. wi , 11.75 
11.5 
Kans. (For Kans. destinations only) 
96 oct prem (3)13 "75-14(2) (3)13.75-14(2)  (3)13. soe) (3)13.75-14(2) 
(5)12-12.25 (5)12-12.25 sea fi oe a .25 
1 


d 11.5 
60 oct M& below =:10.75-11.5 10.75-11.5 10:75-11.5 10.75-11.5 
Western Penna. — 


13. Pu. 7 


14.75 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 
5-1! x14.5-15 14-15 14-15 
88 oct reg 13-13.5 x13-13.5 12.75-13.5 12.75-13 .5 
Pittsburgh: 

: 15.4 15.4 15.4 
88 oct reg J 13.65 13.65 13.65 


Ohio—Quotation of 8. e _ for 7% to Ohio points: ved 
t . 


Central ee 
9 “3 : 14,75-15.25(5) (4)14.75-15.25x (5)14.75-15 
88 oct reg x13.8 13.25-13.5(5) (4)13.35-13.5(2) (4)13.25-13.5 


14.3-14.9(3) 
13.3-14.9(3) 
12.3-12.9(3) 


14.3-14.9(3)x 
13.3-13.9(3)x 
12.3-12.9(3)x 


x14. 3-15x 
x13.3-14 
x12.3-13 


(5)14.9-15.4 
(5)13.9-14 
(6)12.9-13 


14.3-14.9(3) 
13.3-13 9(3) 
12.3-12.9(3) 
Tank Truck (400 gals. or more) 
96 oct prem 19.4 
84 oct reg 
San Francisco Distt: 


96 oct prem...... 
84 oct reg 


13.4-13.9(3)x 
13.3-13.9(3)x 
12.3-12.9(3)x 


x14, 3-15x 
x13.3-14 
x12.3-13 


(3)14.9-15.4 
(4)13.9-14 
(5)12.9-13 





Refinery and terminal prices herewith are reproduced from Platt’s Oilgram 
Price Service, a daily ome associated with NPN 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
or operators, for current sales and shipments, except as otherwise 
specifie 

Following types of prices are not for ‘‘open spot’ transactions and 
therefore are not incluc ed in price tables: Prices arrived at by discounts 
off a specified price; “‘market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 


or truck transport lots, are so designated. Prices are in cents per , gallon, 
except wax and petrolatums in cents “ - and where dollar sign ($) 
is shown, in dollars per barrel of 42 U gallons. Prices do not include 
taxes or inspection fees. 

Prices are for ok ys oil and products lawfully produced and aemepeetes: 
reported as received by Oilgram and NationaL PeTroLeum News but not 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are minimum 
ratings, except where letter “ 
ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two or 
more quoted the price shown. Letter “‘X”’ indicates price change. 


” is used to indicate the octane rating is by 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 
Gulf Coast Cargoes Aug. 13 Aug. 6 
41-43 w.w. kero. . 9.125-9.75 % 125-9.75 
No. 2 fus 8.5-9.5 8.5-9.5 
53-57 di, gasoil.. 8. 75-0.5 8.75-9.5 
48-52 d.i. gas oil... 8.625-9.375 8.625-9.375 
43-47 d.i. gas oil.. p _ 8.5-9.25 


No. 4 fuel, a dae $3.00 
Bunker C fuel... ‘ba 10-2.15 (4)$2.10-2.15 
$2. 15-2.35 $2. 15-2.35 


nga re 
we. ay 5 
(4)9.125-9.375 
(3)9-9.25 
$3.00 
(4)$2.10-2.15 
x$2.15-2.35 


$3.00 
(4)$2.10-2.15 
$2.15-2.35 


Bunker C fuel, 
max 1% sulfur. 

Albany, N. Y . 

Kerosine/No. 1... 

No. 2 fuel 

Diesel oil, shops, 
plants 11. 1-11.3(5) 1. 1-11.3(5) 

No. 4 fuel. .... . $4.11-4.20 $4. il-4. 20 


No. 6 fuel, no sulf. 
$3.03(2) $3 .03(2) 


(6)11.2-11.4(4)b (6)11.2-11.4(4)b (6) 11.2-11.4(4)b (6) 11.2-11.4(4)b 
(7)10.7-10.9(9)b (7)10.7-10.9(9)b (7) 10.7-10.9(9)b (7)10.7-10.9(9)b 


11. 1-11.3(5) 11. 1-11.3(5) 
$4.11-4.20 $4.11-4.20 


$3.03(2) $3.03(2) 


Baltimore, Md. 
Kerosine/No. 1... 11.1(9) 


11.1(9) 10:88) 


10.85(5) 
10.6(12) 10.6(12) 10. 6(12) 
10.35(5) 10.35(5) 10.35(5) 


11(5) 11(5) 11(5) 
$3. ~ $3. — $3. — 
$3.63 $3.63 $3.63 


$3. 40(2) $3. 40(2) $3. 40(2) 
$3.34(2) $3.34(2) $3.34(2) 


$2. 83(5) $2.83(5) $2. 83(5) 
$2.80(5) $2. 80(5) $2. 80(5) 


$4.47(4) $4.47(4) $4.47(4) 


$4. 12(3) $4. 12(3) $4. 12(2) 
$2. 80(4) $2.80(4) $2.80(4) 


11.1(9) 
10.85(5) 


No. 5 fuel 
No. 6 fuel, no sulf. 


Light Diesel, 
bunkers. . 
Heavy Diesel, 


Bunker C, bunkers Ms ‘wa 


Baton yg La. 
Kerosine/No. 1... 10.3 10.3 10.3 10.3 
9.75 


‘ 9.75 9.75 9.75 

Diese! oil, shore 
— 10.1 10.1 10.1 10.1 
$2.77 $2.77 $2.77 


$2.23 $2.23 $2.23 
$2.20 $2.20 $2.20 
$4.03(2) $4.03(2) 

Heavy Diesel, 


bunkers $3.6 $3.63 $3.62 
Bunker C, bunkers $2. 2002) $2.20(2) $2.20(2) 


Boston, Mass. 
Kerosine/No. 1... 


$4.03(2) 
$3.62 
$2. 20(2) 
11,2(14 
10.7(1 


11.1(5) 
$3.64(4)c $3.64(4)e 


$2. 86(5)d $2.86(5)d 
$2.83(5) $2.83(5) 
$4.51(3) $4.51(3) 
$2.83(5) $2.83(5) 


11.2(14) 
10.7(15) 


11.1(5) 


11.2(14) HE 


10.7(15, 


11.1(5) 11.1(5) 
$3.64(4)e $3.64(4)c 


86(5)d $2. 86(5)d 
$2.83(5) 


$4.51(3) 
$2.83(5) 


Diesel oil, shore 


No.6 fuel, no sulf. 
ar 


unkers $4.51(3) 
Bunker G G, reg $2.83(5) 


Buffalo, N 
Keraaiteta)” 
Diese! fuel(a) 
No. 2 fuel(a, 
No. 5 fuel. . . 


12. 15(5) 12.15(5) 12.15(5) 


(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than prices shown. 


Charleston, S. C 


Kerosine/No. 1... 11.1(6) 11.1(6) 


10.7(6) 
10. 8(3) 


$2.75(2) 
$2.72(3) 


$4.39(2) 
Bunke'C. bunkers A me $2.72(4) 


fone me a. en. ie a 2 (5)10. ie ? (5)10.75-12.2 (5)10.75-12.2 
a 2 fuel (9)10-11.1 (8)10-11 (8)10-11.1 (8)10-11.1 
8.85 8.85 8.85 
(3)8.8-9.1 (3)8.8-9.1 (3)8.8-9.1 
7.75-8.05 x7.75-8.05 (2)7.95-8.05 


(3)7.7-8.05 (3)7.7-8.05 (3)7.7-8.05 


11.1(6) 
10.7(6) 10.7(6) 


10.8(3) 10.8(3) 


$2.75(2) 2.75 (2) 
$2.72(3) $2.72(3) 


$4.39(2) $4.39(2) 
$2.72(4) $2.72(4) 


11.1(6) 
10.8(3) 


$2: a 


(3)8.8-9.1 
x(3)7.95-8.05 
(3)7.7-8.05 

i 0* 10° 10* 
9.35* 9.35° 9.35* 


0 otvered Cleveland 


Corpus Christi, Trx. 
No. 6 fuel, no sulf. 
$2.23 


$2.20 
$2. 20-2. 25(2) 


$2.23 
$2.20 
$2. 20-2. 25(2) 


$2.23 
$2.20 
$2.20-2.25(2) 


12.55-12.7 
(2)12.55-12.7 


12.55-12.7 12.55-12.7 
.. (2)12.55-12.7 — (2)12.55-12.7 
. (2)11.55-11.7 ay" a 7 ~=(2)11.85-11.7 2)11.55-11.7 
9.6(2 9.6(2) 9.6(2) 9.6(2) 
8.6(2) 8.6(2) 8.6(2) 
(b)Some su: er qnbe 0.2¢ lower for shipment to restricted area. (c)Some suppliers 
quote $3.59 bb . to resellers only. (d) One supplier quotes $2.81 to resellers only. 


12.55-12.7 
ee 
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DISTILLATES & FUELS 
Houston, Tex. Aug. 13 Aug. 6 July 30 
Kerosine/No. 1.. 10.5(2) 10.5(2) 
do barges... . .@ )9.5-9.75 (2)9.5-9.75 
No.2 fad... 9.5-9.75 9.5-9.75 
do bar; 9-9.5 9-9.5 
-- oil, 
9-9.5 90.5 


10. 5(2) 
(2)9.5-9.75 
-5-9.75 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.25 
$2.25 


$4.03(6) 


$3.62(5) 
(11)$2.20-2.25 


$2.10-2.25 

$2. 10-2. 20(8) 
$2.25 

$2.25 


$4.03(6) 
2(5) $3 .62(5) 
Bunker C. bunkers ane. 20-2.25 (11)$2.20-2.25 


Jacksonville, Fla. 


Kerosine/No. 1... 11.8(11) 11.8(11) 
os 2 fu 10.9(8) 10.9(8) 


10.9(5) 10.9(5) 


$2.72(6) $2.72(6) 
$2.69(6) $2.69(6) 


$4.578(5) $4.578(5) $4.578(5) 
Bunker C, bunkers $2.69(6) $2.69(6) $2.69(6) 


11.8(11) 
10.9(8) 


Miami, Fla. 
Kerosine/No. 1... - 11.8 11.8 
Diesel oil, shore 

11.1(3) 11.1(3) 


$2.66 

$2.63(2) 

$4.578(4) 
" $2.63(3) 


$2.66 
$2. 63(2) 
$4.578(4) $4.578(4) 
Baska G bunkers $2.63(3) $2. 63(3) 


Mpls-St. Paul, Minn. 


+ ag 7 oil No. 1.. (5)11.125-12.3 
No. 2 fuel (5)10.5-11.5 
™ a tg high 


(5) 11. 125-12.3 
(5)10.5-11.5 


9.4(4) 
8.7(4) 


(5) 11. 125-12.3 
(5)10.5-11.5 


9.4(4) 
$.7(4) 


11.1(4) 
10.5(2) 


$4.284(2) 
$2.25 


11.1(4) 11.1(4) 
10.5(2) 10.5(2) 


nkers $4.284(2) 
Bunker C, bunkers $2.25 $2.25 


New Haven, Conn. 


Kerosine/No. 1... 1(9) 11.1(9) 11.1(9) 
10. 6(11) 10.6(11) 10.6(11) 


11(4) 11(4) 11(4) 
$3.80 $3.80 $3.80 
$2. 85(3) 
$2. 82(2) $2. 82(2) 


$4.49 $4.49 
$2.82 $2.82 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 


$2.23(2 
$2.20(2 


$4.03(4) $4.03(4) 


$3.62(3) $3.62(3) 
$2. 20(3) $2.20(3) 


$2. 85(3) 
$2. 82(2) 


$4.49 
$2.82 


10.3(4) Neon 
9.75(3) 9.75(3, 


10. 1(3) 10. 1(3) 
$2.77 $2.77 


$2.85(3) 


$2.23(2 
$2.20(2 


$4.03(4) 


nkers $3.62(3 
Bunker C, bunkers $2.20(3 


5.33 
$2.20(2 


New York Harbor 


Kerosine/No. 1... 2 1(20) 11. 1(20) ll. 1030) 
10. 85(20) 
10.6(18) 


10.35(19) 
11(7) 
12)$3.66-4.09 
1983. 63-3.99 
$3.18 
$3.15 


; $2. 83(16) 
$2. 80(16) $2. 80(16) 


$3..03(2) $3.03(2) 
$3 .00(2) $3.00(2) $3.00(2) 


$4. 47(4) $4. 47(4) $4.47(4) 


$4.12(4) $4. 12(4) 
$2.80(12) $2.80(12) 


10.35(19) 


11(7) 
(12)$3. 66-4.09 


(12)$3.66-4.09 
(12)$3. 63-3 .99 
$3.18 


$3.15 


$2.83(16) 
} $2. 80(16) 


$3.03(2) 


Bunker C, bunkers 2. $0(12) 


(12)$3.63-3.99 
$3.18 


July 23 
10.5(2) 


(2)9.5-9.75 
9.5-9.75 
o-9.5 
90.5 

$2.10-2.25 

$2. 10-2. 20(8) 
$2.25 

$2.25 
$4.03(6) 


$3.62(5) 
(11)$2.20-2.25 


11.8(11) 
10.9(8) 


10.9(5) 


$2.72(6) 
$2. 69(6) 


$4.578(5) 
$2. 69(6) 


11.8 
11.1(3) 


$2.66 
$2.63(2) 


$4.578(4) 
$2.63(3) 


(5)11.125-12.3 
(5)10.5-11.5 


9.4(4) 
8.7(4) 


11.1(4) 
10.5(2) 


$4. 284(2) 
$2.25 


11. 1(9) 
10.6(11) 


11(4) 
$3.80 
$2. 85(3) 
$2. 82(2) 


$4.49 
$2.82 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2.33(2) 
$2.20(2) 
$4.03(4) 


$3.62(3) 
$2.20(3) 


11.1(20) 
10. 85(20) 
10. 6(18) 
10.35(19) 


11(7) 
(12)$3.66-4.09 
ag 63-3.99 

$3. 18 


$2.83(16) 
$2.80(16) 


$3.03(2) 
$3 .00(2) 


$4.47(4) 
$4.12(4) 
$2.80(12) 


211 
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DISTILLATES & FUELS DISTASTE. & rome 
3 July 23 


it. it wa) . 0. 2 fuel....... wh 10. i i 19 10:88 
10.6(6 10.6(6) 10.6(6 Doseal ail shore . . . 
1106) 11(5) 1166) f= ere j 10.8(6) 10.8(6) 10.8(6) 


4 g. 61 $. 61 S. 61 
+ a sap 6B ee do bap tos) 8) 8048) 


$4.47(4) $4.47(4) $4.47(4) $4. 47(4) bankers 4.5308) oe. $4.50 4. 4.ba04h) 4.0048) 
$4.12(3) $4.12(3) $4.12(3) 


$2.76(6) $2.76(6) $2.76(6) 
Kerosine 2 12.2 12.2 12.2 
11.1(2) 11.1(2) 11. 1(2) 11.1(2) oil 11.65 11.65 11.65 11.65 
.5(4) 10.5(4) 10.5(4) 10.5(4) , : x 11.95-12.65 11.95-12.65 11.95-12.65 
% | epee 0. ; 10. 95-11.65 10.95-11.65 10.95-11.65 
10.5(2) 10.5(2) 10.5(2) 9(3 


9(3) 9(3) 9(8) 
8-8.25(3) 8-8. 25(3) 8-8 .25(3) 
11.1(10) 11.1(10 11.1(10 
10.85: 10.85(7, 10.85(7 
10.6(10 10.6(10 10.6(10, 


Kerosine/No. 1... 11.1 11.1 11.1 11.1 
10.35(6 10.35(6) 10.35(6 0.2 fu 0. 1 () ( 


10.7(7) 10.7( 10.7 


11(6) 
-66(2 . 10.8(3) 10. 8(3) 10. 8(3) 
$3000 wd $3.61 $3.61 $3.61 $3.61 


$2. 83(9) $2.83(9) bunkers , $4.39(3) $4.39(3) $4.39(3) 
$2.80(8) $2. 80(8) 
Okla. (Okla. shpt.) 


$300 Scone 42-44 w.w. Kero... (4)10.125-10.625 (4)10.125-10,.625 (4)10.125-10.625 (4)10.125~10.625 


58 & abv. 
$4.47(4) $4.47(4) $4. 47(4) 


$4. 12(8) $4. 12(3) $4. 12(3) 
$2.80(8) 


Diesel 9.5-10.5 9.5-10.5 9.5-10.5 9.5-10.5 
No. 1 fuel @ ieiaeaay (eisenigy seni qa 
$2. 80(8) $2.80(8) No. 6 fuel Q 


9.125-9.5(2) ts 9.125-9.5(2)  (4)9.125-9.5(2)  (4)9.125-9.5(2) 
$2.00-2.20  (2)$2.00-2. (3)$2.00-2.20  (2)$2.00-2.20 


11.808 11.86) 11.86 Okla. Group 3 (Northern shpt.) 
10.9 10.9(4) : 42-44 wow. kero... (8)10-10.25(6) (3)10-10.25(6) (8)10-10.25(6) _(3)10-10.25(6) 
Vv. 


co ele ae i Oe = eo = 
$2.66(3) $2.66(3) $2.66(3) . : : s R y ¥ y 

. §.875-9.5 8.876-9.5 8.875-9.5 
apa: te ere (2)$2.00-2.20  (2)$2.00-2.20 (8)$3.00-2.20 (2)$2-00-2.20 
$4.578(4) $4.578(4) $4.578(4) 
$2.63(4) + $2.63(4) $2.63(4) N. Tex. (Tex. & New Mex, shpt.) 


42-44 w.w. am» 9.2-10 9.2-10 9.2-10 9.2-10 
.- 11.3(9) 11.3(9) 11.9(3, 


10. 8(9) 10.8(9) 10.8(9) 10.8(9 Dies 9-10. 375 9-10.375 9-10.375 9-10.375 
. $2.05-2.25 $2.05-2.25 $2.05-2.25 $2.05-2.25 
11,2(4) 11.2(4) 11.2(4) 


qu $2.86(3) $2.88) $2.86(3), W. Tex. (Tex. & New Mex. shpt.) 
$2. $2..83(2) $2.83(2) $2.83(2) 
Bunker @, bunkers $2.83 $2'83 $2.83 $2.83 42-44 w.w. kero.. 9.75-10.75 
Providence, R. . No. 2 fu 
Kerosine/No. 1.. 11.2(10) 11.2(10) 11.2(10) 11.2(10) No. 6 fuel 
10.7(9) 10.7(9) 10.7(9) 10.7(9) 
E. Tex. (Truck transport lots) 
11.1(4) 11.1(4) 11.1(4) 
$3.64(4) $3.64(4) $3.64(4) Size keto... (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 
: $2.84(4 $2.84(4) $2.84(4) 1 8.75-9.75 8.75-9.75 8.75-9.75 8.75-9.75 
anaes —" aacpiess wanes $2.00-2.25 $2.00-2.25 $2.00-2.25 $2.00-2.25 
$3.04-3.14 $3.04-3.14 $3.04-3.14 
$3.01 $3.01 $3.01 Cent. W. Tex. (Truck transport lots) 


$4.51 $4.51 $4.81 42-44 w.w. eae 9.5 
$2.81(3) $2.81(3) $2.81(3) 58 & 


Diesel x rR ; 9.25 } 
11.8(7) 11.8(7) 11.8(7) No. 6 fuel . é z $2.00 

10.9(7) 10.9(7) 10.9(7) 

10.9(5) 10.9(5) 10.9(5) Kans, (For Kans. destinations only) 

$3.28 $3.28 $3.28 


42-44 w.w. kero.. (4)10.25-10.5 (4)10.25-10.5  (4)10.25-10.5 (4) 10. 25-10.5 
beh ear ) (4) (4) (4) 


y $2.75(6) $2.75(5) $2.75(5) Diesel 10(2) 9.875+10(2) 9.875-10(2) 9.875-10(2) ~ 
$2.72(6) $2.72(6) $2.72(6) $2.72(6) t= was ste 125 sa 125 say pained ba 8 ead 


$4.578(5) $4.578(5) $4.578(5) $4.578(5)} ‘ $2.65-2.70 $2.65-2. $2.65-2.70 $2.65-2.70 
Bunker, bunkers $2.72(5) $2.72(5) $2.72(5) $2.72(5) lo. $2.00-2. 25(2) $3 00-2.95(2) $2.00-2.25(2)  $2.05-2.25(2) 


REPUBLIC OIL REFINING COMPANY 


SOUTHERN TERMINALS Highest Quality ATLANTA, GA. 


ary uC eee Ala. Petroleum Products 1401 Peachtree rosea 
Charleston, $. & —_ : e Gasoline PITTSBURGH, ee 
Savannah, 62. penne 4 Miss. e Kerosene Benedum-Trees Bidg. 
Port Ev — Fla. Knoxville, Tenn. Diesel Fuel TEXAS city, TEXAS 
Refinery 


Tampa, Belton, $. ¢. e Heating Oils 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS GASULASES & roms 
Aug. 13 Aug. 6 July 30 July 23 Aug. 6 uly 30 
Ark. (For shpt. te Ark. & La.) i 
42-44 w.w. kero. . 10 10 PS 200 iy 12.7 12.7 
10.25 10.25 10.25 
$2.70 $2.70 


9.375 9.375 9.375 
$2.35 $2.35 


9.75 9.75 9.75 
. 375 9. .¥ . 375 40-43 18 18 
dist— 


14.7 
13.2 


cific Coast 
11.5-12 11.5-12 11.5-12 od benhess 
; * eit 1-50) 25(2) (adit 262) caydiciy26(2) @yiicit as) ioe ee 
36-40 gravity fuel 10.5(3) 10.8(2) 10.5(2) 10.5(2) Diceel “PG 200." $4.83(6) $4.83(5) $4. 83(5) $4..83(5) 
Bunker C—PS 400 ea. 10-2.20  (4)$2.10-2.20  (4)$2.10-2.20 (4)$2. 10-2.20 

12(2) 12 ye 2 San Francisco, Calif. 
10.5-11 10.5- 10. Diesel)—PS 200., $5.05(4) $5.05(4) $5.05(4) $5.05(4) 
10.75-11.55 10. 75-11. 55 : : Bunker C—-PS 400 (3)$2.15-2.25  (3)$2.15-2.25  (3)$2.15-2.25  (3)$2.15-2.25 


10.6-11.3 10.5-11.3 ‘i d 
10.5 10. : Seattle, Wash. 
0.5 10.5 Diesel— 


PS 200. $5.25(4) $5. 25(4) $5.25(4) $5.25(4) 
Bunker O-PS 400 (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2.50 (3)$2.45-2.50 
2)11.9-12. 25 2)11.9-12.25  (2)11.9-12.25 12. Portland, Ore. 
¢ - On 1.55-11 @) "55-11.8 ¢ ese ae te Diesel—PS 200... $5.25(4) 25(4) $5.25(4) $5.25(4) 
ll. ee 7 : i ; : 11.8-12.1 Bunker C—PS 400 (3)$2.45-2.50 asi. 45-2.50  (3)$2.45-2.50  (3)$2.45-2,50 
11. 35-11.55 ‘= " r — 
i 4 11. 


11,25 Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 


13.6-13.8 13.6-13.8 13.6-13.8 13.6-13.8 
13.1 13.1 13.1 13.1 


—> 


ss 
ss 


se ss 


13.6 13.6 13.6 13.6 
12.1-12.6 12.1-12.6 12.1-12.6 13.1-12.6 
10 10 10 10 

9.2(2) 9.2(2) 9.2(2) 
8.45(2) 8. 45(2) 8.45(2) 


Tr) 
me 
—T-) 


Sa 


Ohio—Quotations of 8, O, Ohio for delivery to Ohio points, 
13.1 13.1 
12.9 12.9 
11.9 11.9 


Be SF 
SB 8s 
se 


& 
BE Be Be se ss 


8 
8 
Ba 


9.25-10.2(2) 9.25-10.2(2) 9.25-10.2(2) 


er C $2.20 $2.20 $2.20 $2.2 
-9.8 9-9.8 9-9.8 At most Atlantic Coast points prices of some sellers for distillate fuels to bulk a 
consumers are 0.15c higher than prices shown. 


$2. 65(3) $2.65(2) $2.65(2) 
NATURAL GASOLINE 
COU-16-0.25 (GU.8.25 = (ON.15-6.8 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
14 14 14 tinent manufacturing district. 
Aug. 13 Aug. 6 July 30 July 23 
9.25-13.7 9.25-13.7 9.25-13.7 FOB Group 3 
7 ; eer a 
9-12.2 9-12.2 9-12.2 pres 26-70..... 4.5 (Quotations) 4.5-5 (Quotations) 4.5 (Q 4.5 (Q 
Se Setentin f : 
$2.65(4) $2.65(2) $2. 65(2) Gente 26-70 4 (Quotation) 4-4.5 (Quotation) 4 (Quotations) 4 (Quotations) 


(4)$2.15-2.30  (4)$2.15-2.30 (3) $2. 15-2.30 LP-GAS 


Producers’ contract prices, tank cars. 
7.8 5.5 17.6 Aug. 13 Aug. 6 July 30 July 23 


14.2 14.2 14.2 Propane: 
New York Harbor  9.05-9.3 9.05-9.3 9.05-9.3 9.5-9.3 
12.7 12.7 12.7 Philadelphia, Pa.. 8.80) 8.8(3) 8.8(3) 8.80) 


8 
4.5-4.75 4.5-4.75 4.5-4.75 4.5-4.75 








4.5(9) 4.5(9) 4.5(9) 4.5(9) 
4.675-4.875(2)  4.675-4.875(2) 4.675-4878) 4.675-4.875(2) 
4.75(3) 4.75(3) 4.75(3) 4.75(3) 
4.875(2) 4.875(2) 4.875(2) 4.875(2) 





Para 


cco ff HARTOL 


30 £. 40 St., N.Y.C. EV 8-4100 Paterson 4, New Jersey 





PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 











Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION ei vd silo 


New York Boston NEW YORK 20,N.Y 


Maine to South Carolina 
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LUBRICATING OILS LUBRICATING OILS 
Western Penna. Aug. 13 Aug. 6 July 30 July 23 Aug. 13 Aug. 6 July 30 July 23 
Viscous Neutrals—No. 3 col. Vis at 70 F Neutral Oils—Vis. at — 95 v.i.; 0-10 p.t.: 
00 vi 21(5) 21(5) a 8 21(5) 
200 vis. (180 at 100°) 420-425 flash. ; - 21. 2 ee 
=r ius pie e ¥ 
+H A a4 : atte is.......... (9)23.5-24(2) (3)23.8-24(2) (323. 5-24(2) — (3)23.5-24(2) 
(3)24-25(2) (3)24~25(2) x(3)24-25(2)x 
South Texas 
Vis. at 100° F FOB S. Tex. refineries for domestic and/or export shipment. 
24.5-25 x24. 5-25x Oils: 
23.5-24 x23, 5-24x . No. 
(2)22.5-23(2)  x(2)22.§-23(2)x 2% col...... 2.25(6) 2.25(6) 12.25(6) 12.25(6) 
3.75(6) 3.75(6) 13.75(6) 13.75(6) 
.25(6) 25(6) 14.25(6) 14.25(6) 
2¢ x29 
. x28 .75(6) .75(6) 14.75(6) 14.75(6) 
27(5) x27(5) 


4 
Cylinder Stocks 15(6) 15(6) 15(8) 15(6) 
‘ f o 5 : is. No. 3-4 
—— op ae tah eer col 15.5(6) 15. 5(6) 15.5(6) 15.5(6) 
93(5) 23(5) x23(5) 2000 vis.No.4col.  16(6) 16(6) 16(6) 16(6) 
24(4) 24(4) x24(4) 
Red Oils: ‘ 
_on basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at col . 12.25(5) 12.25(5) 12.25(5) 12.25(5) 
P-P. 
13.75(6) 13.75(6) 13.75(6) 13.75(6) 
Bright Stock—Conventional 
200 vis. D 


10-25 p.p...... 24 24 ) 
weise eb co! 14.75(6) 14.75(6) 14.75(6) 14.75(6) 


22(2) s. 

21.5 21.5 col... 15(6) 15(6) 15(6) 

21 col... ; 15.5(6) 15. 5(6) 15.5(6) 
16(6) 16(6) 16(6) 


14.25(8) 14.25(6) 14.25(6) 14. 25(6) 


os as Stock—Solvent 
0-10 p. P. 95 v.i. (4)24-25 (4)24-25 (4)24-25 (4)24-25 


Neutral Oils—Conventional—Pale Oils AVIATION GASOLINE 
60-85 vis. 


Aug. 13 Aug. 6 July 30 July 23 
14.25 14,25 14.25 Gulf Coast Cargoes te a ae 
14.5 14.5 14.5 14.5 le 115/145... . 
Ni r Grade 110/130... 17 17 17 
18 vi. No. By iv ” W si ad ag Grade 91/96 5 15.5 15.5 15.5 
200 vis. No. 3 col. 17.25(2) 17 wed 3 ted 17.25(2) 
250 vis. No.3 col 17.5 17.5 17.5 Baltimore, Md. 
280 vis. No. 3 col. 17.75 17.75 i? 7 17.75 Grade 100/130... B a " 19.1 
300 vis. No.3 col, 18 18 18 18 Grade 91/96 7: ‘ ; 17.6 
Grade 80 17. i F 17.1 


Neutral ee 

70- . (2)19. 520. 5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) Boston, Mass. 
(3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) Grade 100/130... 
(2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) yo dt ang 


Charleston, S. C. 
Grade 100/130... 
Grade 91/96 

Grad 


Houston, Tex. 
— oy vis, at 210° Grade 100/130... 


a gabe 
“ta 95 vi. 25(5) 2 ‘ Grade 80.. 








CYLINDER This Is Your 
Bb meke @- Market Place! 


Fine Lubricating Qualities Write today for Advertising 
For Greases and Fluid Lubricants Space Rates. 





Superior DEEP ROCK DIVISION NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
. : KERR-McGEE OIL INDUSTRIES, INC. 
Specifications 306 N. ROBINSON * OKLAHOMA CITY, OKLA. * PHONE RE 9-0611 New York 36, N. Y. 
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REFINERY AND TERMINAL 


. 
AVIATION GASOLINE PARAFFIN WAX 
(MIL-F-5572) Aug. 13 Aug. 6 July 30 July 23 
A I July 23 Penna. (t.c. in bulk) 
meio. ecu each stand . 1248 AMP white 
lagna crude seale....  6(3) 6(3) 6(3) 6(3) 
Grade 100/130... 18 18 18 18 Atlantic Seaboard 
Grade 81/96 Raves 16.5 16.5 16.5 16.5 
Grade 80........ 16 16 16 16 Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 


FOB refinery; scale in or bb! Tone _ slabs loose. Export prices FAS; scale in 
bags or bbls.; fully refined in bags or carto! 












New York, N. Y. 

Grade 100/130... 19.1(2) 19.1(2) 19.103 19.1(2) oii sets “ae = 
Grade 91/96... 17.6) 17.6(2) 17.6(2 17.63) sein sn at 

erie aoe wich as — sates am seale.......... 8.1(3) 8.103) 8.108) 8.13) 


















Refined 
yeansscs) : 9.05(4) 9.05(4) 9.05(4) 


! 135-145.... .... 9,05(4) 9.05(4) 9.05(4) 9.05(4) 
) pow ty gg 19.1 19.1 19.1 en 10.55 10.55 10.55 10.55 




















AS avian ; ‘ . . New York Export 


124-30 white crude 
Toledo, Ohio age eyes 7.35(8) 7.35(3) 7.35(3) 7.35(8) 
, Grade 100/130... 18.85 18.85 18.85 18.85 De... 9.0804) 9.05(4) 9.05(4) 9.05(4) 
Grade 91/96. .... 17.38 17.35 17.35 17.35 135-145 9.05(4) 9.05(4) 9.05(4) 9.05(4) 


Grade 80........ 17.35 17.35 17.35 17.35 BPID. 24-0. 





NAPHTHAS & SOLVENTS 


Aug. 13 Aug. 6 July 30 July 23 
Baltimore, Md. 
Mineral spirits. . . 16.5(4) 16.5(4) 16. 5(4) 16.5(4) 








Boston, Mass. : 
M.&P. COMPLETE—Petroleum Prices! Facts! 
naphtha....... 18.5(4) 18.5(4) 18.5(4) 18.5(4) any oil price for any given day! 
Mineral spirits. . . 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
e,° 3 
New York Harbor the 1955 edition of Platt’s 
V. M. & P. 


naphtha....... 18(4) 18(4) 18(4) 18(4) 
Mineral spirits... 17(5) 17(5) 17(5) 17(5) OIL PRICE HAN DBOOK 
Philadelphia, Pa. * 
ae | (32nd edition) 


naphths....... 17.5(4) 17.5(4) 17.5(4) 17.5(4) 
Mineral spirits. . 16.5(5) 16.5(5) 16.5(5) 16. 845) Platt’s Ol. PRICE HANDBOOK provides finger-tip information 
for busy oil executives . . . marketers . . . buyers . . . sellers . . 
Providence, R. |. | company and association statisticians research analysts . . . 
V. M. & P. accountants . . . in fact, for anyone who deals with oil prices 
naphtha....... 19.5 19.5 19.5 19.5 in any way, this handbook is a MUST to complete their 1956 
Mineral spirits. . . 17.5(5) 17.5(5) 17.5(5) 17.5(5) business library. 






FOB Group 3 Platt’s OIL PRICE HANDBOOK contains all the vital oil price 
Stoddard solvent.  12.375(4) 12.375(4) 12.375(4) 12.375(4) information for the year of 1955, accurately reported and pub- 
Cleaners naphtha. 12. 875(3) 12.875(3) 12.875(3) 12.875(3) | lished in one complete single source package. You can find 
et 12.875(4) 12. 875(4) 12.875(4) 12. 875(4) any oil price or any oil price change merely by turning to the 
Mineral spirits... 2: 11.875(4) 11.875(4) 11.875 (4) 11.875(4) appropriate conveniently die-cut marginal index . . . the low 
Rubber solvent. 12.875(4) 12.875(4) 12.875(4) 12.875(4) and high for any given day, the lows and the highs monthly 
Lacquer diluent. . (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 and yearly averages for any given petroleum product. 





Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 













More complete than any of the 31 previous editions, with a 


Western Penna. new and improved type style, the new Plott’s OIL PRICE HAND- 
Oil City BOOK sells at $20.00 per copy. It comes to you in a durable 
Stoddard solvent. 16.5 16.5 16.5 16.5 and attractive cover, case bound. This edition is printed in a 

, Pitt - limited quantity, so rush your order for your copy today! 
Suidard solvent.  16.5(3) 16.5(3) 16.5(3) 16.5(3) 


Send your order with payment to 











Ohio— Quotations of 8. 0. Ohio for delivery to Ohio points. Reader Service Department 
V. M. & P. : 
° sat. is. 18 18 18 18 National Petroleum News 
Mineral spirits . . 17 17 17 17 
Stoddard solvent. 17 7 17 7 330 W. 42nd Street, New York 36, New York 
Rubber solvent. . 15.875 15.875 15.875 




















JET FUEL 


(MIL-F-5624) 
Aug. 13 Aug. 6 July 30 July 23 
Gulf Coast Cargoes 
Grade JP-4...... 8.75-9.25(2) 8.75-9. 25(2) 8.75-9. 25(2) x8. 75-9. 25(2) 





PETROLATUMS 
Aug. 13 Aug. 6 July 30 July 23 


WANDBOOK 


carloads; tan 
Snow white...... “oe 156.380) (2)8.125-8.25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) 


Soft white....... (3)7.75-7.875 (3)7.75-7.875 (3)7.75-7.875 (3)7.75-7.875 

Lily white....... (2)7.625-7.75(2) (2)7.625-7. (2)7.625-7.75(2) (2)7.625-7.75(2) | \ LAMAT 
Cans swe d's (2)7.125-7.375 — (2)7.125-7.375 = (2)7.125-7.375 = (2)7.125-7.375 | \ AWA 
Soft yellow...... (3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 | 

Light amber... .. (3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 

Amber (3)6-6.25 (3)6-6.25 (3)6-6.25 (3)6-6.25 

| er errrrer 5.7: 5-6 5.75-6 5.75-6 
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—feJ prices TANK WAGON 













. Prices for gasoline do not include taxes; they do, however, include Inspection fees per, gl. included in both gasoline and prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate unless otherwise specified, are as follows: Se: 
column include 3¢ federal and state taxes; also city and county tares Ala. 1/40c on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/1000, Ind. ane ; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kan. 1/100c; 1/32c; Minn, 5/200c; Mo. 1/2593 Neb. 2/100c; ph 
ones: kerosine taxes where wound are # megted fe yey nas raged mer Te ; ee N. B aon Okla. 2/25e; S.C. 1/8; §. D, 1/40c; 
if ony, are shown in footnotes. ese prices in effect August 15, , as enn. ic; ani ise. ‘ . 
posted by principal cemhoting Beinn d » at their headquarters’ offices, but Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8¢; Towa 1/50¢; 






Mich. 1/5e. 






subject to later correction. 






Socony Mobil 






Mobilgas Aircraft Mobil, 
Grade Grade Grade (Regular Grade) *Mobilfuel *Mobilheat Ss poy 

Gasoline 80 91 100 Cons. Dir. *Mobil Kerosine Diesel (No. 2 Fuel) (No. 4) Fa 

Taxes T.W. T.W. T.W. T.C. T.W. T.W. T.C. Yard T.W. T.C. T.W. T.C. Yard T.W. .W. T.We 

ieee 17.0 16.5 ni sinc 15.8 15.0 

“§ eoee 17.0 16.5 sigs 1.5 15.6 sea 15.0 

2 ess Ne m4 RA UA . Be. 14. ee Ue 

Mes) canes kd Re as hee UR Se)! wee ne ? 
SMU) cue: aaa. -ccleelp. .: aplelte Can 2-34: 2. 20 

$8.6 2S xccc S32 SES SET ae 11.8 14.6 10.9%* 
5 QM saseed wack’ aes RO Ee. TES “oe: nce a. ae 4 

6.0 22.6 28.6 25.6 16.1 17.6 17.1 12.15 12.4 15.96 12.05 16.8 11.65 

Boe uss dees” Seeb: Cees2d ce) CR ee, ae : nh 1 ° 

eae ee ou ae Fis 1.5 16.8 4 15.2 

OO Nid. kane cdaes » aga Re. re ae. ee e808 229 

0° 2.5 BA .... Ba BA “M1. BS Bs Be Bai es | Cay 

CH: iss Secs pack EM 2a See. eee ee . a4 (2 MS 

We vchs  -dahes eec8 att ee es ~~ a ee : bea l= 10.6 . 

8.0 : 17.6 17.0 Ke % “ee sat aes - 

8.0 x16.1 ¥x15.6 11.45 11.45 ¢ 11.85 14.9 10.95 a 

8.0 2 416.4 415.9 11.1 11.1 tM 11.0. 368° 3: é 

he ee 16.8 128 -27.t 11.9 a3 2.8 i133. 28 wa . 

Es a a ee $; a: Be. 1:38 j 11.2 15.0 10.8 ; 

7.0 20.8 21.8 28.8 .... x16.1 4x15.6 11.2 S15.6 “Ii.5 4S 0s ; 

oe Jy Siew Sash Moos: ae = eee ie as eis iin cy ux 

OS ae ee Yaar <! bee “ on os a se 

Dh i ecas? tedes ek oy abalet Sa ee hee eh si 15.6 Re 2 

7.0: 06.8 CRS... 2a 24 2 ae eka Sallis 2 34 ee oe 15.0 

Be ae eee OS oe 8 eke 8° 21 pee ta Be ad 14.5 

OB vies (Scie Cougs ECE OF a 12.7 12.7 Sg 12.6 15.6 12.2 12.2 ‘ 16.2 

ao asin; te 18.7 naie'e 18.1 ooh TE neck 12.6 15.6 






Taxes: N.Y.C. prices are ex 8% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagan less 0.5c for deliveries of 800 gals. or more. y 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals. 


Effective dates: “July 25; "Aug. 3; xAug. 15. *Commercial Consumer TC prices .15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 













Fuel Oile—T.W.—Chieago, Ill. 














Indiana Standard i an 
Heater Oil Furnace Oil 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 1-99 gale 17.1 16.1 
of Indiana bulk plants where the company’s prices are publicly posted. OO GRIS.. oo ccccceces . P 
100-149 gals.......... 16.1 prey: 
1 Is. & over.... 15.6 sees 
Red Crown Standard Furnace Oil————_- 100 Se 16.1 
(Reg. Grade) Gaso- Kero- 100 §=6100- 100- 175+ 350 850 400 gals. & over...... aks 14.6 
Cons. Dir. line sine 1-99 als. 174 349 849 als. le. 
T.W. T.W. Taxes T.W. gals. over gals. gals. gals. over & over Stanolex Stanolex 






Fael A Fuel C 












Chicago, Ul......... Sh SIE ve SIG. hire Sie en Sine ged paweles eee 1-169 ee 10.25 
South Bend, Ind.... 19.6 10.9 6.0 18.1 16.8 15.8 wees tite sash venue alan 750 gals. & over...... 10.65 9.5 
Detroit, Mich....... se ek eee memento ae Senest Be; Leute, Bo. Guieline bent tashites Se 
Mpls.-St. Paul, Minn. 18.8 ** Te 190.6068 ©. 655.0 ER 8 ss. OR ce. city tax. Des Moines, Ia., kerosine and furnace 
ee Te, . os 2 RO TRB RO ER IB i se os ia pes prices 2 gg include = ~~ 
les, occupation, consumer and use taxes 
St. Louis, Mo....... 17.9 6.0 17.0 15.4 14.4 vaee vies ceee eee cess added, where applicable. 
Wichita, Kans...... 816.6* 15.4% 7.0 14.9% 18.6 18.6 .... tf Sa “ons Ree Discounts: Red Crown—CTW prices at some 
Omaha, Nebr....... 10.6 SOE BO Nee AER FBS ick. faces) bobtn weet points subject to varying discounts for quan- 
Fargo, N. D. 18.1 16.6 8.0 x17.9 x15.7 x14.7 tity, deliveries. 
ergo, N. D........ x18. ° ’ xii. x1o. x14. m os ne once eoee wees eoes *"Temporary” price. 
Huron, 8. D........ Ok eee ee A Be ie OS ee, | eee jahe oes wee nie **APT 50 Cities Report shows 15.7¢ dealer t.w. 
Milwaukee, Wisc.... x19.3 x17.8 8.0 18.0 17.0. .... SO  - Moree price for Twin Cities as of June 1. 
Effective dates: "April 1; xJuly 1; “July 9. j 
Ohio Standard 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) é 
Sohio Sohio Sohio Con- Re- Kerosine No. 1 No. 2 
Gasoline Avia. Avia. Avia. sumer sell- T.W. Sohio- Sohoi- 
Taxes 80 91 100 T.W. ers s.s. Heat Heat 
BOOBs ic oc'vcndresese deenses 7.0 23.75 24.75 27.75 19.8 16.3 20.4 15.6 15.6 14.6 
I isin s'cuccscwosacaencr 7.0 23.75 24.75 27.75 20.0 16.5 20.9 15.6 15.6 *14.6 
GN 6c cesinendsts eee 7.0 28.75 24.75 27.75 20.3 16.8 21.4 15.6 15.6 14.6 
eer ee 7.0 23.75 24.75 27.75 20.3 16.8 21.4 15.6 15.6 146 
I. 5 cc vsweneccasess 7.0 23.75 23.75 27.75 20.8 16.3 20.4 15.6 15.6 14.6 
co UR erp ner e ar 7.0 23.75 24.75 27.75 20.3 16.8 20.4 15.6 15.6 14.6 
NG 5o ais a dias sss Seneak 7.0 23.75 24.75 27.75 20.38 16.8 21.4 15.6 15.6 14.6 
DRRGRIINE, occ paciacess>sucs 7.0 23.75 24.75 27.75 20.8 16.8 21.4 15.6 15.6 14.6 
erry ee 7.0 23.75 24.75 27.75 20.3 16.8 21.4 15.6 15.6 14.6 
Portsmouth. ........-...... 7.0 23.75 24.75 27.75 20.3 16.8 21.4 15.6 15.6 14.6 
Ons 5c cb ncnd deo Sscee 7.0 23.75 23.75 27.75 20.8 16.8 20.4 15.6 15.6 14 6 
Youngstown........  ...... 7.0 23.76 24.75 27.75 20.8 16.8 21.4 15.6 15.6 14.6 
ZOROTVTNG 6. os vecccvvscseces 7.0 23.75 24.75 27.75 20.3 16.8 21.4 16.6 15.6 14.6 












Taxes: papal operators can purehase aviation gasoline less 5c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier. 

Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal.. add 2¢. Naphthas & Solvents—Prices are for t.w. 
and drum deliveries of 500 gal. or more. 


Premium-grade gasoline prices: consumer t.w. & s.s. 8¢ above regular, resellers 2.5¢ above regular. S.s. prices are at company operated stations. 
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Standard of CHEVRON 
California at. “ist.” tine. 

Gale. &over Taxes 
Me: 


SBrmcoac woe 
SSBIGAGIICHO 


ouncouaancooeo 


MOO-~I MAO MOH ON 
See Poa =o 
BSESSSSSSRBESS 
$0 bo bd Or 00-3 A~IMON COND 


a 
o 


Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
ele T.T. OOT.F. T.F. 
(400 gale. & over) (ex all taxes) 


18.8 


~ 
=a 
one 





SescUSRESEBS: 
Sohn rmonmoonwocs 


Boise—9c gas tax applies to motor fuel only; 
avgas taxes are 3c federal, 2.5c state. 

Salt Lake—8ec gas tax applies to motor fuel 
only; avgas taxes are 3c federal, 4c state. 
Honolulu—11.5¢ gas tax applies to motor fuel 
only ; avgas taxes are 3c federal 3.5c territorial. 
Stndard Diesel/furnace oil price is ex 1c terri- 
torial liquid fuels tax. All T.T. prices are ex 
Hawaiian gross income tax of 1% to reseller, 
2.56% to consumers. 

Alaska—8ec gas tax applies to motor fuel 
only; avgas taxes are 3c federal, 3c territorial. 
Standard Diesel/furnace oil prices are ex 5c 
territorial 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5c for 200-899 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 

.0 gal.; except at Honolulu add 5.0¢ for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. Prices 
for Chevron Supreme (Premium) are 3c a gal. 
higher than Chevron age for quantity 
delivered, except Salt which are 2.5c 
higher. For less than 40 gal. deliveries, add 
5.0c gal. to 400-gal-and-over price, except to 
Honolulu, add 6.0c gal. for less than 40 gals. 
Se pny and less than 100 gal. (Shoreside). 

Add to Chevron Aviation 80/87 quantity deliv- 
ered prices, 2.0¢ for 91/98, 5.0c for 100/130 and 
8.0e for 115/146. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., add llc. 200-399 gals., add 8c 
SS gals., ‘add 6c; tank car/truck trailer, 

uct 3.5¢. 
Standard. Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add 1c; 200-399 gals., add 0.5c; less than 40 
gals., add be. 


*Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 
Texas _—— Grade) Kerosine 
Dea Gasoline Dealer 
Taxes 


toon bo me mn co ron on c000 <5 
3339339934994 
ecoceccoceoco 


Me: 
° 


Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers, 
except to farm & ranch trade prices are 0.5c 
higher where deliveries are made to purchaser’s 


storage. 
Premium-grade t.w. prices 2.5c above regular. 


(Prices are per imperial gal., ay | Sg 
oe arrive at —_ per U. S. wy Alta. Y ‘i 23.2 15.0 
Se : 10.0 25.2 17.9 
Esso 


(Esso Gasoline Furnace 7#x¢s: Gasoline taxes are provincial taxes. 
Regular) Oil No. Notes: ; : 
Dealer Gasoline 2 fuel Premium-grade gasoline t.w. prices 3c above 
Taxes Ww. T.W. regular. 
*Price is for premium grade. 


Humble Humble 


Regular 
oil T.W. Retail Taxes Wagon tail 
ie 7.0 . 17.5 
. 15.3 : a 13.3 17.5 
Houston 15.2 i ; y 17.6 
San Antonfo.. 15.5 ‘ 17.5 
Notes: 
T.W. prices are to all classes of dealers and 
consumers. 
Premium-grade gasoline t.w. price 2.5¢ above 
regular. 


& 


pets oo AMM ~A- 


18 
17. 
17. 


17.0 
17 


22. . 
22. 15.0 


2 
2 
2 
6 
6 
6 
4 
.0 
a 
6 
1.4 


om BO NR BROOD AAA 


Sask. 
Calgary, Alta. 








drums, barrels and storage tanks with BLACKMER Hand Pumps” 


Now Blackmer offers you the most complete line of hand 
pumps for the widest range of applications. Blackmer 
Rotary and Flo-Master Hand Pumps are built for a lifetime 
of service. 


Blackmer : 
Rotary ‘ The New 
Hand Pumps Flo-Master 
Hand Pumps 


With these outstanding advantages: POSITIVE CONTROL. Full flow at 


EFFICIENCY. High capacity, easy easy operating speeds and pro- 
pumping action and self - priming vision for drain back after pump- 
with high suction lift. ing. 


DEPENDABILITY. Blackmer’s 50 CONVENIENCE. Compact, light- 


years of experience assures high weight design; with locking device 
quality and dependability. and meter available. 


~ 
ER| liquid materials hendling O) 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA ¢ CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 


See Yellow pages for your local sales representative 
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fej prices TANK WAGON 


Atlanti > i N.B. Prices are Continental's tank- 
ic oe Cappine (Regular) yo" Cont’! ‘ fam oly Silane petee 


Refining ‘ ow Tr a Tass Pade Ww. T. Oil may vary from those p Pe a because 
eae, Pa.. Wee ae ; of local conditions.) 


Conoco Demand 
Psst ne A , —- 
ee rade ne 
ae Rig ‘ : ‘an Wagon Taxes 
Williamsport kts ite. ; ‘ . 8.0 
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Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5¢c; Santa 
Fe, lc. Cheyenne, 1c; Casper, Ic. 

Discounts 

Salt Lake City ont Tem ae aupeine tnd 
Deal % - wii ~ kerosine prices apply for deliveries of less than 

mene Sere Salve telrtonde ~~ am 7 200 gals. ; 200-899 gals., deduct 0.6¢.; 400 gals 
Consumer t. w. *14.8 *15.6 9.0 and over, deduct Ic. 

Notes: Premium-grade t. w. prices 2.5¢ above regular. Notes: 

Kerosine—Thru Pa. & Del., add 1¢ gal. for t.w. deliveries of less than 100 gal. at one time. Camden— T.W. prices are to consumers and dealers 
Add 1¢ for deliveries of 100-299 gal., 2¢ for less than 100 gal. Premium-grade gasoline t.w. prices 2.5¢ 
Effective dates: “July 13; ®July 19; xJuly 27; *Aug. 3; *Aug. 4. above regular. 


CAPNWANCKOKFOCACOCCCCOOF 
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No. 5 No 


Fair trade minimum s. s. 
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E Esso Gasoline 
$$O (Regular Grade) FUEL OILS—T.W. 


Standard No.1 No.2 No.4 No. 6 


Atlantic City, N. J.. Atlantic City, N. J. 14.5 14.1 cies 

Newark 14.1 $4,184 $3.386 

sone ae ol Baltimore, Md 14.15 4.42 3.43 

adnate Washington, D. C 14.65 4.50 3.53 

Danville, Va. » ae esas 
14.6 re 
13 8 


Charleston, W. Va... 
Fairmont 
Parkersburg 
Wheeling 

Charlotte, N. C..... 


=- 
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~COeOrFCAWS 


Knoxville, Tenn..... 
Memphis 1 


NAD 
pt OT DS CO 01 CO SO DS 00 OO a i 00 CO 
-— 


DDR WS im MDH W309 09 Wooo 
DOCGOGOGCGOOOOCOOCOOOOOO 


mooooococoococeoce|c\|oso 


.6 
4 
6 
3 
, 14.2 
9 
.6 
8 
9 
3 


IM Ct OmOMOIOw 
20 bo 0000S ~2e9 tn IOS me 
{© 00 00 00 00 00 00 G0 G0 G0 00 G0 G0 > o> 
ccocoooesesosssso 


oe 





— et 
oof af > 


Taxes: Louisiana kerosine prices do not in- 

clude le state tax. 

Notes: Kerosine No. 1—Atlantic City prices 

are for deliveries of 300 gals. or meee S add ic 

for 100-299 gals., 2c for less than 100 
Premium-grade gasoline t.w. pels 2.5¢ 

above regular. 


Kentucky 
Standard 





Saves from 15% to 30% on delivery 
Assures safety and cleanliness, 


—— 


VENTALARM Signals are Underwriter's j ey Monterey 


Laboratories Listed, and approved by 1 Augusta 
Leading Fire and Safety Authorities. 


A full variety of models to satisfy every 
tank condition, new or old. 


FULL PATENT PROTECTION 


CSCCHDNHDH=—SOCOOO 


a 
ARARANW DH OWONORAMS 
ccooommamososoooooSe 


SCULLY SIGNAL COMPANY Gasoline tax column includes these city & 
porary 5 Mobile, . 7 Ay te le 
county; Montgomery, le ¢ ¢ county; 

174 Green Street, Melrose 76, Mass. gid Pensacola, le city. Other taxes not included in 
Canadian Licensee: EMPIRE BRASS MFG. CO., LTD., London, Ontario e prices: Georgia, kerosine, 1c; Montgomery, 
: ; : - — cs kerosine, 1c; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—Prices in effect Aug. 16, 1956, but subject to later correction: in $ per bbl. of 42 U 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl flelds 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 
Schedule N: Esso. 
Hamphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


a E (24-29 gravity): Cities Service, 
n. 


LOUISIANA—East 


Delhi & Other Fields: 
Schedule N: Esso, Sun. 

Fairview & Other Fields: 
Schedule 0: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf; Magnolia. 


LOUISIANA—South 


Sehedule P: Cities Serviee, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 


Schedule A: Carter, Phillips, Texaco. 
Schedule D: Continental, Ohio, Stanolind. 


MONTANA—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure. 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AIll fields 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell. 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 
Aldine & Other Fields: 
Schedule P: Pan American, Phillips, Stano- 


lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re- 
public Shell, Sinclair, Sun, Texaco. 

Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Goose Creek & Other Low Cold Test Fields: 
Schedule E (24-30 Gravity): Pan American 
10¢ above Schedule E (24-30 Gravity): 

Humble, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 
Humble, Pan American, Stanolind. 
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TEXAS—North, North Central 

Schedule A: Continental, Gulf, Magnolia, 
Sinelair, Stanolind, Texaco. 
Cooke & Grayson Counties: 

Schedule D: Sinclair. 


TEXAS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 
down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Texaco. 
Schedule D: Phillips. 


TEXAS—Southwest 
Bianconia & Other Fields: 
Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Ke & Other Fields: 
Schedule H: Humble, Sun. 
Mirando & Other Crudes. 
10¢ above Schedule H (24-29 Gravity): 
Humble, Magnolia, Sinclair, Sun, Texaco. 
Refugio Light & Other Crudes: 
Schedule G (20-40 Gravity): Atlantic, Cities 
| nae Humble, Phillips, Republic, Sinclair, 
in. 
Refugio Heavy: 
10¢ above Schedule H (20-26 Gravity): 
Humble. 


TEXAS—West Central 


Schedule D: Cities Service, Humble, Mag- 
nolia, Stanolind, Texaco. 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 
TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 


Schedule A: Carter, Stanolind. 
Schedule D: Continental, Ohio Oil, Pure, 
Sinclair, Stanolind. 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 
ARKANSAS 


Smackover (Ark. Fuel, Gulf) 





ILLINOIS 

Ill, Basin (Ashland, Carter, Gulf, Magnolia, 
Ohio, Pure, Shell, Sohio, Texaco) 

Ill. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (Owensboro-Ashland) 
Owensboro area (Ashland) 

Ragland Grade (Ashland) 

Somerset Grade (Ashland) 

Western Ky. all fields & pools (Sohio) 


LOUISIANA 

Bayou Pigeon (Republic) 

Bear (Continental) 

Bivens (Atlantic) 

Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf 

Neale (Atlantic) 

North Louisiana Condensate: 


South Louisiana Condensate (Esso) .... 


Sweet Lake (Pure) 
Urania (Ark. Fuel) : 
Ville Platte (Continental) 


2,90 
2.90 
2.59 
2.67 





MICHIGAN 
Only lowest and highest postings of each com- 
pany are shown below. 
Bay Pipe Line: 

Bimw 

Lake George, Stony Lake 
Leonard Pipe Line: 

Clare City 

Fork & other fields ... 
Pure: 

oo & Deep River 
Simrall: 

Grant 

Barryton-Sun Denslow 
Sohio: 

Coldwater 


MISSISSIPPI 
Baxterville: 


if 
tral Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esso) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) ... 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) 

Corning ( ) 

Lima (8.0. Ohio) 





PENNSYLVANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair) . 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


TEXAS 
Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) .... 


Chapel Hill: 

Condensate (Sinclair) 

Crude (Sinclair) 
Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) 
Darst Creek (Humble, Magnolia) 
Quitman-Paluxy (Pan American) 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 
Willamar (Pan American) 


WYOMING 


Big Sand Draw Condensate (Sinclair) .. 
Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 

Hidden Dome (Ohio Oil) 





CALIFORNIA 


All gravities above those quoted take highest price offered for field specified. 
Coal- Elk 


S. O. California prices. 


Kettleman Signal Wheeler 


Hills 


Huntington 
Beach 


Buena 


Vista* Torrance Wilmington 


2.99 
8.05 
3.11 
8.17 
8.24 
3.28 
8.31 
3.35 
3.39 
3.43 


Hillst Inglewood 


” 


COCOCOMOMOMONONOMMNM: © + + se ee ee 
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*Prices are same for Elk Hills (Shallow) and Midway Sunset. 


tStevens Zone. 
#Long Beach. 


Hill# 


Ridge 


* BON MPNWNNNNNNNNNNMNMNN-: - 


$2.02 
8 
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: Soeesansezsesesnrr: 


.0 
2.0 
2.13 
2.19 
2.24 
2.30 

5 
2.41 
2.47 
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Venezuelan Crude Prices 


te quantities, FOB 
lective at time vessel 


other than those indicated subject to tion 
from prices shown below to reflect any one in 
transportation and terminalling req 


Colon Development Co. Ltd. 


FOB Cardon 
Gravity 
Crude API Price (Bbl.) 
Se ee 38 .0-88.9 $2.91 
Cruces/Manueles. . . .80.0-80.4 2.50* 
FOB Colonchat 
bo rere 38 .0-88 .9 2.73 
Cron/itenesies,.: -80.0-80.4 2.32* 


Compania Shell de Venezuela 
FOB Puerto La Cruz 
Santa Rosa Stabilized 


Condensate....... specs, 47/48 3.10** 
NG a 24.0-24.4 2.27* 
San Joaquin......... .0-41 8.04 
Me eakccsioved $2.0-82.4 2.67* 
FOB Las Piedras 
wei dae suas cdada 29 .5-29. 2.40* 
Cabimas............ 20.0-20.4 2.05* 
TODO. osc ccccce 16 .5-16.9 1.80° 
Lagunillas........... Approx. 15/16 2.05** 
Bachaquero......... id ~14. 1.76° 
FOB Cabimas (Jetty)t 
CORI, a va scdvvces 22.0-22 2.07* 
FOB Caripito 
Temblador.......... 20.5-20.9 2.30* 
FOB Lagunillast 
_ ae prox. ens 1.97** 
Bolivar Dist. Heavy. . if 5-12.9 1.62° 


FOB Cabimas (Deepwater Mooring) 


Bolivar Dist. Heavy..12.5-12.9 1.67° 
FOB Bachaquero 
Bolivar Dist. Heavy..12.5-12.9 1.67° 
FOB Cardon 
33 .5-83.9 2.708 
81.0-31.4 2.55* 
29.5-29.9 2.40* 
.0-22.4 2.15* 
ye x ae 2.05%° 
.5-12.9 1.70° 





Creole Petroleum Corp. 
FOB Las Piedras or Amuay 


Bachaquero......... 16 .5-16.9 1.90°% 
Lagunillas Heavy... .Flat 2.05% 
er teeny: 
eee 5-24.9 2.25% 
Tia Juana Medium. . ‘36: 6-26.9 2.30*% 
Tia Juana 102 L. P...25.0-25.4 2.62* 
Tia Juana Light. .... $1.0-81.9 2.55 


FOB San Lorenzot 
TN oni 6's ences ars 21.0-21.4 1.90* 
FOB La Salina 
Tia Juana Heavy... .18.5-18.9 2.08° 
FOB Tucupido 
Cumarebo........... 48 .0-48.9 3.40 
FOB Palmarejot 
IOP ELS ry 29.5-29.9 $ 2.28* 
FOB Puerto La Cruz 

San Joaquin......... 41.0-41.9 3.04 
Bs veces ve susen 5. 0-35. 2.80 
|. Rs 31.0-31.9 2.55 

SEA aaa: 24.5-24.9 2.25° 

FOB Caripito 
putea oe dodesew hie 36 .0-36.9 2.82tt 

erry 82.0-82.9 2.74 

Qui nalts \webnenuede 16.5-16.9 2.21% 

FOB Boca de Uracoat 
Temblador.......... 20.5-20.9 2.05* 
FOB Capure (Pedernales)t 
Pedernales.......... 21.0-21.4 1.84* 
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CRUDE OIL Foreign—Prices in effect Aug 16, 1956, but subject to later correction; in $ per bbl. of 42 U. S. gal., except as noted. 


Gravity 
Crude API Price (Bbl.) 


Mene Grande Oil Co. 
FOB Puerto La Cruz 





eeecese t . 
Ofieina.............86.0-86.4 2.848 
DR ccidipawscened oa's 2.57* 
TE Ls advice cuane’s 4 .0-24.4 2.27* 
Benes dese cdzees is: 0-18.4 1.95¢ 

FOB Caripito 
Temblador.......... 20.5-20.9 2.30° 
FOB Las Piedras 

Bachaquero......... 14.5-14.9 1.76° 
‘a BP scdeccovece 16.5-16.9 1.80° 
bdéss tae sae Flat 2.05 
MOONE 6 dacs ccvcse 20.0-20.4 2.05* 
I, i casdigndaba ce 29.5-29.9 2.40* 


Richmond Exploration Co. 
FOB Bajo Grande 
ee 10 flat 1.52 


Sinclair Oil & Refining Co. 
FOB Puerto La Cruz 


Santa Barbara— 
Oficina Blend...... $4.0-34.9 2.76 
Guere (Crude Waxing) 41 .0-41.9 3.04 


Socony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 


San Jeanin pb Seth oa 42.0-42.9 3.06 
Ofici 34.0-34.9 2.76 


Texas Petroleum Co. 
FOB Las Piedras 


WeRerii sccnssestad 29.5-29.9 2.40* 
FOB Puerto La Cruz 
DDS, « inh «evades cue 32.0-32.4 2.67* 
ee ae 41,0-41.9 3.04 
FOB Tucupitat 

, eee 16 .5-16.9 $1.70° 
Differential per 4 di v.: ©2¢ bbl. *2.5¢ bbl. 

03¢ bbl. °8.5¢ Dbl. xDifferential applies for each 

full 1 deg. v. above 41.0 and for each full 


deg. grav. below 41.4. tShallow draft only, **Fiat. 
#Also available at La Salina at 3¢ bbl. i-ss. 
ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta 
Acheson/Stony Plain D-2, D-8, L.C........ $2.54 
Es ods tinad oe cudécedatesuccers 2.52 
PE ss os ons ncken bended te eaeue 2.36 
ae a EE EAN sn 040 66 éonewaecdsnies 2.52 
Rec lcbevcadsvcceteuwasoes 2.46 
Fairydell mR aa a Te 1.89 
Fenn-Bi; a, CS See rn 2.20 
Golden Spike D-2, __ Saenbapppgaettoihucs ps 2.51 
oarcam-North Viking..............-2++++ 2.46 
Joar Ds as coehivwevues viece 2.45 
SI ag dabid.on6 us ondh cusbibecaue 2.45 
Leduc-Woodbend D-2, D-3................ 2.60 
oD 3) Xk PPP rrrrer reer err ere 2.59 
ee den diets ébaheceswadeuneee 2.49 

Sadba encddares selena wed 2. 
Pe cas vo as'ycceudbddunnees 2. 

PO EE tad dnc cnc ccccacmanivates 1.79 
Pembina Tiddh'isenunes te cg avadees 2.62 
I xa on wees cs ceccicddcrsvecdes 2.49 
SOU cso nc + cc cnwnacetineacss 2.29* 


*Effective March 1, 1956; shown incorrectly in 
previous issues. 


Manitoba 
Daly area-Mississippian.................+.. 2.34 
East Cromer Daly} “Missi plan ee ee 2.20 
Virden area-Mississippian................. 39 
Woodnorth- Mississippian Sa wiveddibeaneded 2 
Ontario 
Oil Springs Receiving Station.............. 3.00 
Garein Oy b.. W. CPC. G20... cece scccccccess 3.30 
12th Line Receiving Station............... 3.20 
Saskatchewan 
Alida-Mission Canyon.................+. 2.645 
ea Gute o's tp eke <cccendccnce 2.38 
Frobisher-Mission Canyon............... 2.625 
Nottingham-Mission Canyon............. 2.59 
gis o non os ons co ean te cwens 2.26 
Steelman-Mission Canyon................ 2.515 
Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 


$2,665 with 2¢ ‘aiferenta per deg. of grav. to 
64 & over at $3.285. 





Middle East Crude Prices 


Prices are per bbi. of 42 U. S. exclusive of 
local port or other [See ome sales 
port indicated, for 

gravities shown; ae per bole erential per degree 
Ze gravity applies for below and above ~ A shown. 





Persian Gulf 
Crude Gravity Price 
Arabian in Rastanura) 
Esso E Mobi! Overseas. . $3. 9 $1.97 
M. E. See 84.9 1.93 
Baarah, Iraq (ex Fao, I 
BP P ‘Trading, CFP, Mobil Over- 
Ne deanecetdaeadereukia 36-86.9 1.87 
Shell E eR cikeckiseduoates eoee.-35-85.9 1.85 
WE. ccecevecees oeee--82-82.9 1.79 
Iranian (ex Bendy Masha) aioe Fae 1. La 
BP ing, CFP 


Tranian Branch), Drires ballf, Gulf Gulf Inet, * Mobil 


Sane Texaco (Iran), Am. —— Iran 

Atlantic, Richfield Iran, Signal Sohto- 

Iran, Tide Water-Iran, Hancock Int'l, Pace. 
Jacinto Am 


estern-Iran ° 
indeeusdans 'N.L0O.C. 


Iranian came | on Abadan)....... 34-34.9 1.86 
BP Esso = a CFP (Iranian 
Pet., Gu Iran ° 


Branch). Sen 

Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richtield Iran, Sohfo-Iran, Tide Wi 
Hancock Int'l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Iranian Heavy (ex Abadan)...... $1-31.9 1.67 
BP Trading, CFP (Iranian Bianeh) Shell Pet., 


Iran Calif., ue bil Water-Iran, 
Pac. Western-Iran, Texaco (Iran), Iran Atlantic, 
Sohio-Iran, Signa! ‘) Int’l, Am. Independent, 


Richfield Iran, Gulf Int’l. 


cae (ex Mina-al-Abmadi)..... $1-831.9 1.72 
Apo Gulf Explor., Mobil Overseas. 


aaa 

BP Trading, Sai EP, Shell Pet... .40-40. . 2.08 
Mobil Overseas. .............- 39-39.9 2.06 
BON Peis ic ccsedduccesses 86-36.9 2.00 


Eastern Mediterranean 
Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 


=aso Export, Mobil Overseas...36-36.9 2.46 


M. E. Crude Sales. ........... 34-34.9 2.42 
Iraq f Tripoli, Lebanon /Banias, 
NS s bwnddisnccsccudcoune $6-36.9 2.46 


BP Trading, CFP, Esso Export, Mobil Overseas, 
Shell Pet 


Far East Crude Prices 


Prices are in U. S. dollars bbl. of 42 
b A gals., ex local port or other government 
rges, for crude within gon a See 


‘oodea in full cargo lots, B pert icated 
Cis <6 Hake sacses cemsnanbens<ed Seria Light 
CR oo icekew cae Sarawak Oilfields Ltd. 
Ce BPR. w hseee vactivvedscceveeesess 37-38 
DURA a hiwceads edaves 4sdi.dueths capbutand $2.60 











NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
Aug. 15 16.49 12.86 
Month Ago 16.42 12.86 
Year Ago 16.22 12.43 





Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, Philadelphia, Jackson- 
ville, Boston and Gulf Coast. 


















fg] statistics 


Gasoline Consumption by States, April 1956 


(American Petroleum Institute figures) 


Tax Ratet ————————_ 


Mar. 1956 
Gallons 
76 ,895 ,000 
82,642,000 
47,064,000 


April 
Cents 
Alabama.... . 7 
Arizona... : ‘3 ts 5 
Arkansas 6% 
*California 
Colorado. 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia. ... 
Idaho 
Illinois. . . 
Indiana........ 
lowa 
Kanagas......... 
Kentucky 
Louisiana 
aine. 
Maryland....... 
Massachusetts. . 
Michigan 
Minnesota. . 
Mississippi . 
Missouri 
Montana 
Nebraska 
Nevada..... 
New Hampshire eh 
New Jersey. . 
New Mexico. . 
New York... 
North Carolina 
North Dakota. . . 
Ohio. . 
Oklahoma 
Oregon ; 
Pennsylvania oP 
Rhode Island. . . 
South Carolina 
South Dakota 
Tennessee... .. 
Texas 
Utah 
Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin . 
Wyoming 


89 650,000 
66 , 755 ,000 
74.379 ,000 
20 ,228 ,000 
67 ,526 ,000 
97 ,495 ,000 
188 , 006 ,000 
83 ,870 ,000 
52,670,000 
138 , 798 ,000 
19,542,000 
48, ‘Th ,000 


109/927, 000 
14,935 ,000 
250/795 ,000 
77,848 ,000 
48,717,000 
235 ,655 ,000 
18 ,895 ,000 


86,217,000 
10 ,826 ,000 


AAA AAMNAAIAIAARAANAIEARARAIWOIAAARIDIARAAARIBINAAA 


ont 
Apr. 1956 
Gallons 

73,714,000 
30,479 ,000 
47,724,000 
427 ,602 ,000 
51,010,000 
53,472,000 
12,554,000 
17,193,000 
126 ,891 ,000 
96 ,981,000 
21,614,000 
240 ,055 ,000 
148 ,442 ,000 
105 ,442 ,000 
85 , 487,000 
67 ,838 ,000 
73,813,000 


131, 769,000 
24/652 ,000 
48 454,000 


54,722,000 
25,191,000 
88 ,941,000 
857,217,000 
23,185,000 

8,372,000 
99 , 447,000 
77,672,000 
38 , 809 , 000 
98,811,000 
11,955,000 


r. 1955. 
‘Cxitone 
68 , 569 ,000 
29,494,000 
41,700,000 
459 ,925 ,000 
49 ,849 ,000 
54,717,000 
12,008 ,000 
17,268 ,000 
119,915 ,000 
92,507,000 
20,749 ,000 
, 831,000 
143 ,532 ,000 
111,690,000 
84,918'000 
65,632,000 
71,634,000 


242 ,976 ,000 
71,709,000 
48,760 ,000 

237 ,254 ,000 
18,312,000 
52,609 ,000 
29 ,040 ,000 
88 ,801,000 

378,174,000 
24,312,000 

8,451,000 
97,732,000 
70,461,000 
36 ,750 ,000 
99 ,368 ,000 
11,808 ,000 





Total 48 States and D. of C.. 
Daily Average. 5 ae 

Change from previous year: 

Total change 

Percentage change i in Daily Average 


, 549 , 968 ,000 
146 ,773 ,000 


, 553,557,000 
151,785 ,000 


—8 , 267,000 
0.18% 


+These are State tax rates per gallon. In addition there is the Federal Tax of Two cents (2¢) per gallon. 
*Consumption figures for California subsequent to December 1, 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quantities 


of which are not available currently nor prior to December 1, 1955. 
r) Revised, Jan. 50,677,000, Feb. 19,877,000. 


561,824 , 000 


152,061 ,000 


—-4 Months cating, With— 


Apr. 1956 
Gallons 

284 ,242 ,000 
123 ,412 ,000 
172 ,580 ,000 
1,642,339 ,000 
185 , 425 ,000 
1)208 ,596 ,000 


319 648,000 
252,273 ,000 
280;117,000 
79,590,000 
253 964,000 
375,192,000 
743 ,916 ,000 
326 ,687 ,000 
200 ,503 ,000 
491,435 ,000 


188 | 086 ,000 
894 ,586 ,000 
71,067,000 
212,250,000 
82,994,000 
332 , 329 ,000 
1,397 ,897 ,000 
86 ,822 ,000 
32,688 ,000 
380 , 125 ,000 
275 .807 , 000 
148 ,502 ,000 
345 ,638 ,000 
42,472,000 


Apr. 1955 
Gallons 


1,761,984, "000 
173,647 ,0 


311,672,000 
235 | 467,000 
266/395 000 


338 '031,000 


, , 





17,116, 782,000 
141 461.000 


+615 ,921 ,000 
+2.88% 


16 500,861,000 
137 ,507 ,000 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house- 
brand) gasoline in 54 representative U. S. cities on Aug. 1 compiled 
by National Petroleum News are shown below. Figures are in ¢ per 


gal.; (i) and (d) indicate increase or decrease as compared with 
July 1. Tax column includes only motor fuel taxes levied as such. 
State and/or local sales taxes, where applicable to motor fuel, are 
included in service station (tax included) prices at points marked 
with # sign; these taxes were inadvertently included in ex-tax 
service station prices for July 1 (see Aug. NPN, p188). 


Tax 
(incl. 3¢ 
federal) 


8.79 
10.00 
8.00 
8.50 
8.00 
7.00 
9.00 
7.00 
7.00 
7.00 
9.00 
8.00 
9.00 
9.00 
9.00 
9.00 


Service 
Station 
(ex tax) 


i-21.95 
20.90 
20.90 
24.30 

i-19.90 

i-19.90 

i-19.90 

i-24.30 
25.00 
19.90 

d-18.90 
21.90 
22.20 

i-21.90 

i-23.90 

i-22.90 
18.90 
22.80 
22.10 


21.60 


Service 
Station 
(incl. tax) 


i-30.80 
30.90 
28.90 
32.80 

i-27.90 

i-26.90 

i-28.90 

i-31.50# 
32.00 
26.90 

d-27.90 
29.90 
31.20 

i-30.90 

i-32.90 

i-31.90 
28.90 
32.80 
32.30# 
31.60 


Dir. T.W. 
(ex tax) 


i-16.46 
16.50 
16.40 
18.00 

i-14.90 

i-14,90 

i-14.90 
17.10 
16.50 
14.90 

d-14.60 
16.10 
15.70 
16.20 
16.30 
15.80 
14.40 
15.40 
17.10 
16.60 








Average U. S. 
Portland, Me. 
Manchester, N. H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R. I. 
Hartford, Conn. 
Buffalo, N. Y. 
New York, N. Y. 
Newark, N. J. 
Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. 
Washington, D. C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N. C. 
Charleston, S. C. 
Atlanta, Ga. 
Jacksonville, Fla. 


Birmingham, : Ala. 
Jackson, Miss. 
Memphis, Tenn. 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, IIl. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N. D. 
Huron, S. D. 
Omaha, Neb. 

Des Moines, Ia. 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla. 

Little Rock, Ark. 
New Orleans, La. 
Dallas, Tex. 
Houston, Tex. 
Albuquerque, N. M. 
Denver, Colo. 
Cheyenne, Wyo. 
Great Falls, Mont. 
Boise, Idaho 

Salt Lake City, Utah 
Reno, Nev. 
Phoenix, Ariz. 

Los Angeles, Calif. 
San Francisco, Calif. 
Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


15.90 
17.00 
16.10 
15.90 
16.80 
16.80 
16.90 
i-17.30 
17.30 
17.80 
d-14.20 
16.60 
17.70 
16.50 
16.50 
16.40 
15.40 
16.20 
16.10 
15.20 
d-13.40 
15.20 
17.90 
14.50 
i-15.65 
19.00 
19.20 
17.70 
19.30 
18.10 
16.40 
16.90 
17.40 
17.50 
19.70 


d-18.90 
22.00 
21.90 
20.90 
21.40 
21.40 
21.90 

i-23.20 
23.30 
23.40 

d-18.90 
21.90 
23.30 
21.90 
22.50 
21.90 
20.90 
21.40 
21.40 
22.50 

d-18.90 
20.70 

d-24.00 
19.90 
18.90 
26.00 
24.50 
23.50 

i-25.50 
21.90 

d-19.90 

d-22.90 
23.50 
22.40 
25.70 


*11.00 
10.00 
10.00 
10.00 

8.00 
8.00 
7.00 
8.00 
9.00 
9.00 
8.00 
9.00 
8.00 
9.00 
9.00 


8.00 


9.00 
9.50 
9.50 


d-29.90 
33.10# 
31.90 
30.90 
29.40 
29.40 
28.90 

i-32.00# 
33.20# 
32.40 

d-26.90 
30.90 
31.30 
30.90 
31.50 
28.90 
28.90 
30.90 
30.90 
32.50 

d-26.90 
28.70 

d-33.50 
28.90 
27.90 
36.00 
33.50 
31.50 

i-34.50 
29.90 

d-28.90 

d-31.90 
32.50 
31.90 
35.20 


*Includes 1¢ city tax. ** Includes 0.5¢ city tax. 


NATIONAL PETROLEUM NEWS + September, 1956 





Station Building Permits, Ist 3 Mos. 1956 


(Valuation in thousands) 
1956 
Geographic Division Total first quarter Jan. Feb. March 
and State No. Val. No. Val. No. Val. No. Val. 

United States Total 2,242 $33,567 643 $9,766 757 $11,121 842 $12,680 
New England ... 2 ia: 3S 163 35 442 44 765 

Connecticut 26 359 51 10 120 11 

Maine . 8 20 3 45 4 

Massachusetts 36 67 13 181 18 

New Hampshire 10 20 60 

Rhode Island .. 10 36 

Vermont t 
Middle Atlantic _ . 286 1,749 

New Jersey . 447 

New York ... 880 

Pennsylvania 422 
East North Central 1,882 

Illinois .. 481 

Indiana 236 

Michigan : 436 

Ohio 2 572 

Wisconsin 157 
West North Central 598 

Iowa 91 

Kansas 46 

Minnesota Z 

Missouri . . 

Nebraska 

North Dakota 

South Dakota 
South Atlantic 

Delaware ; 

Washington, D. C. 

Florida 

Georgia 

Maryland 

North Carolina 

South Carolina 

Virginia me 

West Virginia 
East South Central 

Alabama 

Kentucky 

Mississippi 

Tennessee 
West South Central 

Arkansas 

Louisiana 

Oklahoma 

Texas 
Mountain 

Arizona 

Colorado 

Idaho 

Montana 

Nevada 

New Mexico z 

Utah 24 14 

Wyoming | 
Pacific. 361 4,733 80 128 153 

California 249 2,860 55 90 104 

Oregon . 38 596 9 12 17 265 

Washington f@: ETT. 16 26 : 32 495 
Data shown in this tabulation have been developed to represent all areas which require 
building permits, rural as well as urban. These places which number approximately 7,200 
include about 80 percent of the nation’s nonfarm population according to the 1950 Census. 
These figures do not represent the volume of building actually started during each month 
since no adjustment has been made for lapsed building permits nor for the time lag between 


permit issuance and the start of construction. 
tNone reported. 
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Although we printed 
thousands of 


extra copies, 


supplies 
of the 


1956 


National 


Petroleum 


News 


FACTBOOK 


issue 
published 
in mid-May 
are already 


Exhausted 


However, there are still available 
at 50c a copy reprints of the TBA 


Directory and Buyers’ Guide section 
of the FACTBOOK. For these write: 


Reader Service Department 
National Petroleum News 

The McGraw-Hill Magazine of Oil Marketing 
330 West 42nd Street 
New York 36, N.Y. 


The next NPN FACTBOOK 
will be published 
in mid-May 1957 





Why Oilwomen 
Everywhere 
are Saying... 





133 
& 
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“Have Magic Suitcase — 


.» Will Travel” 


Every woman is interested in beauty —clothes—homemaking. But not every 
woman knows how big a part oil plays in a woman’s world! That’s why the 
Oil Industry Information Committee sponsors a Women’s Program. 

Today, hundreds of oilwomen—industry employees and oilmen’s wives— 
help tell the story of oil in an interesting and dramatic way. The “Magic 
Suitcase” is one way. It contains products made from petroleum—cosmetics, 
detergents, oil-based “miracle” fabrics and many other items a woman uses 
in her daily life. This demonstration—as well as other lectures and displays 
—shows her how oil and oil products help make her look more beautiful and 
make her housework much easier. 

The Women’s Program is only one of many ways through which your OIIC 
helps show the public that it is best served by a privately-owned, fully com- 
petitive oil industry. If you would like to aid in the Women’s Program—or 
another of OIIC’s many activities—contact the OIIC in your area today, 
You'll not only be helping your industry but you'll get a wonderful sense of 
personal satisfaction from it as well. 

For the address of your local OIIC office, write to... 


AMERICAN PETROLEUM INSTITUTE, 50 W. 50th St., New York 20, N.Y 
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ABOUT 


Kennedy and hat: salesmen won it for him, showing that .. . 


Nice Guys Can 


“DECENTRALIZATION . . . builds men 
by encouraging them to think and act 
on their own,” says Harry J. Kennedy, 
marketing vice president of Continen- 
tal Oil Co. (see p115). Nothing’s more 
important to Kennedy than encourag- 
ing the well-being and advancement 
of the individuals around him. 

This genuine fondness and respect 
for people may be the big reason 
why men working under the short 
(five-foot-two), stocky Kennedy have 
always rallied behind him. Talk to 
people who know him even casually, 
and they’ll keep coming back to one 
comment: “He’s the most thoughtful 
man I know.” 

“You can depend on what Harry 
tells you,” his competitors say. 
“There’s no double-talk as far as he’s 
concerned.” And a Conoco jobber re- 
marks, “I have never heard a jobber 
say an unkind word about Harry Ken- 
nedy.” . 

People have been saying nice things 
about Kennedy since his school days 
back in Caledonia, Minn. He got his 
first taste of selling there, working in 
a grocery store after school and on 
Saturdays. With his likeable person- 
ality, he had a knack for winning and 
satisfying customers even as a boy. 

Student into Soldier—He left Cale- 
donia to work for a law degree at the 
University of Washington, but World 


Finish On Top 


War I came along and after one year 
of college, Kennedy enlisted as a 
buck private in the army. He never 
did get around to finishing college, 
but he still won a first lieutenant’s 
commission and the job of aide to the 
chief of staff of the Army Air Corps. 
The job in turn gave him the chance 
to meet Ruth Stewart, then secretary 
to Gen. Billy Mitchell, the early 
crusader for a U.S. Air Force. Miss 
Stewart became Mrs. Kennedy in 
1920; they have two sons. 

Kennedy joined Continental’s mar- 
keting department after being dis- 
charged from the army in 1919. With- 
in a decade he became successively 
division manager, manager of market- 
ing operations, and eastern sales man- 
ager. In 1930 he was named general 
sales manager; at the age of 35, he 
was One of the youngest major oil 
company executives in the country. 
Six years later he was named market- 
ing vice president. 

The Hat Trick—He’s 61 now, but 
Kennedy still looks and acts young 
for his age. And he still inspires com- 
plete devotion from those working 
under him. 

Take what happened in 1950. It all 
started with an idle boast that the 
marketing department might take a 
new motor oil and push 1950 lube 
sales 30% over the 1949 level. Con- 
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tinental President L. F. McCollum 
expressed some doubt about this, and 
ended up betting Kennedy a $100 
Stetson hat that marketing couldn't 
make good its boast. 

Sales climbed, but by late fall 
chances of making the 30% increase 
looked slim. That’s when Kennedy’s 
men adopted a slogan, “Over The 
Hump For Harry,” and went to work 
for an all-out winter push on motor 
oils. By the end of December, the 
goal was reached. Today one of Ken- 
nedy’s proudest possessions is not one 
but a pair of hats McCollum gave 
him. 

On the payoff, McCollum first pre- 
sented him with a ten-gallon cowboy 
hat. This huge headpiece didn’t do 
much for Kennedy’s appearance, con- 
sidering his short, stocky frame. And 
when Kennedy saw the price-tag— 
$12.50—he almost lost his normally 
friendly personality. It was strictly a 
gag, however, and McCollum forth- 
with presented the $100 Stetson. 

Decide and Mature—When Conti- 
nental started decentralizing in 1950, 
it was difficult for some headquarters 
personnel to turn loose the reins of 
authority, though most agreed with 
the theory of decentralization. For 
Kennedy, who thinks decision-making 
matures men, it wasn’t so hard. 

Kennedy himself makes quick but 
sound decisions, according to those 
who work with him. They say he has 
a definite flair for analyzing and inter- 
preting sales figures. He listens to and 
respects the opinions of others, and 
weighs them carefully even if he 
doesn’t agree with them. And when he 
doesn’t agree, he politely explains why. 

In running marketing planning com- 
mittee meetings, this genial attitude of 
Kennedy’s is very much in evidence. 
“Harry has a way of relieving tension 
in these meetings,” one man says. “If 
everybody starts disagreeing, he’s 
quick to pull the committee back to- 
gether. If the majority of the com- 
mittee disagrees with what he believes, 
then he is inclined to go along with 
the majority. He’ll work just as hard 
to help others prove he was wrong 
on something like that as he will to 
prove to others that he was right.” 

No Early Bird—Kennedy admits he 
hates to get up in the morning, and 
adds, “I have a bad habit of being 
tardy for work.” But another Conoco 
man who’s been close to him for years 
says, “Even today he works a hell of 
a long day. He might get in a little 
late sometimes, but it’s nothing to 
catch him here late in the evening, 
either.” 

About half of Kennedy’s time is spent 
on the road. He’s active in industry 
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about oil people 


work (he was API marketing vice 
president for two years and is now a 
director and vice president of Western 
Petroleum Refiners Assn.) and is also 
in demand as a speaker. Besides, he 
likes to travel, which might be one 
reason he’s enjoyed selling so much; 
he and his wife have generally spent 
their vacations on long motor trips. 

All this doesn’t leave him much time 
for hobbies, though the reason he 
himself gives for not having any is, 
“I’m just too damn lazy.” 

Enjoying friendliness is the real key 
to Harry Kennedy. His infectious zest 
for life is exemplified by his cheery 
greeting for everyone. He goes far out 
of his way to be nice to people, and 
likes to be around them so much that 
he can often be found riding the bus 
from his Shamrock area home to the 
Conoco offices in downtown Houston. 
He just dislikes to drive the seven-odd 
miles alone. a 


Gregory: No other job for him 


Round Table Merlin 


O N AN OFFICE WALL in The Texas 
Co.’s New York headquarters, a 
printed card reads, “My mind’s made 
up—don’t confuse me with the facts.” 


Hey George, Wait for Me! 





(Editor’s note—The following memo 
appeared on our desk the other day, 
crumpled between an empty aspirin 
box and a badly torn appointment 
sheet. It was written, we believe, by 
one of our northern correspondents 
on a recent southern junket.) 


Dear Boss: 


Left Miami 6:30 am. Arrived 
Albany, Ga. 10:14 am. Strolled to 
downtown Albany for leisurely chat 
with George Johnston, Atlantic jobber. 

Arrived Johnston’s office 11:15 am. 
Learned Johnston was presiding at 
meeting of city finance committee. 
Was told Johnston has been city com- 
missioner for 6 yrs. Also chairman of 
finance committee. 

I read back copies of NPN. 

Johnston appeared at noon. Apolo- 
gized. Hurried off to meeting of police 
committee. Called over shoulder he 
had to interview applicant for job of 
police chief. Secretary said he was 
member of police committee, also 
municipal airport committee, city 
water and light committees. Tested all 
lights and faucets. Rejoiced silently 
that all worked ok. Underlined articles 
in NPN. 

Johnston stuck head in door 12:55 
pm. Proposed we go to Rotary lunch- 
eon. Agreed. Hurried to meeting. Long 
strides. Johnston used to play profes- 
sional baseball, spent 10 years in 
Southern Assn., International League, 
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Johnston (via high speed camera) 


American League. Pitched for Tigers 
last year Ty Cobb played for Detroit. 
Arm went bad, but not legs. Arrived 
luncheon puffing. 

Important talk. Army engineers de- 
scribing proposed canal to link Albany 
to intercoastal waterway system. John- 
ston very interested. Said he had per- 
fect attendance record for 20 yrs. at 
Kiwanis meetings. Apparently has 
cast-iron stomach. 


Supposed source of the quotation is 
Texaco’s hard-driving manager of sales 
promotion, Jack Gregory. Although he 
denies authorship, the card stays on 
the wall—to the amusement of office 
cohorts and visitors. 

Friends say the characterization is 
only half true. The ruddy-faced, 
drawling Texan is a quick-on-the-trig- 
ger decision maker, but listens to rea- 
son when someone shoots him the 
facts. 

Gregory is Texaco’s Merlin of the 
round table conferences (see page 110). 
A few years ago he worked with Dr. 
John F. Mee of Indiana University to 
set up management development con- 
ferences for junior executives. This 
year Gregory and Joseph Rothman 
produced the dealer training confer- 
ences to throw Texaco into the front 
lines of the oil industry’s training 
revolution. 

(Continued on page 229) 


Dashed back to office. Between deep 
breaths asked if Johnston was married. 
He said yes, wife’s name Johnnie Stall- 
worth Johnston. Born in Thomaston, 
Alabama. Johnston born Mobile, 
Alabama. High school at Jackson, 
Ala., college at Auburn, Ga. 

Reached office. Johnston reached 
for white phone. 

I picked up NPN. Underlined ads. 
Johnston said he was former president 
of Albany Chamber of Commerce, 
had retired to become vice-president. 
Also last year’s president of Georgia 
Independent Oil Men’s Assn. Vice- 
director of NOJC. 

White phone rang again. Reached 
for NPN. Nothing left to underline. 
Johnston said he owns and _ heads 
George E. Johnston Oil Co.; Albany 
Transfer Co. (Allied Van Agent); 
George E. Johnston Sand and Gravel 
Co. Secretary has been with him 20 
yrs. Handles many details. Recently 
added assistant. Very competent. Has 
been Atlantic distributor 21 yrs. Jobber 
firm operates 7 stations. Transfer Co. 
has three semi-vans and two truck 
vans. 

White phone rang again. Headed 
for door. Second phone rang. Postman 
came in with full load. Two people 
waiting in outer office. Offered them 
underlined copy of NPN. 

Stopped at drugstore for aspirin. 
Finished entire package on plane. 
Please charge to expense account. 
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Buckeye. 


solves valving problems for remote pumping 





New Emergency Valve eliminates hazard, maintains 
product flow to remaining operative dispensers 


The No. 431 D is a simple mechanical valve installed 
in the supply line at base of dispenser to remove most hazards of ~ 
remote pumping. 

1. Valve closes automatically in case of fire. 


2. If dispenser should be damaged by a car sufficiently to break 
piping, valve design causes break to occur at outlet; 
valve disc is released, stopping flow of product. 


3. Permits operation of other dispensers while one is inoperative. 
4.Can be manually controlled, if desired. 
5. Can be repaired without removing from line, 


No. 431 D is a spring-loaded, double disc, 
solid brass, wedge-type gate valve. 
Greatest over-all dimension is 3-11/16 


inches. Write for details. (\ 
1 alyves lin Tall f nD prod ‘on von the ling 











No. 851 R Horizontal Check Valve with built-in \ 7 
relief. Spring-loaded for slight back 
pressure. 


No. 454 R Angle Check Valve with built-in relief. For full details, write to: 


No. 444 R Swing Check Valve with built-in relief. BUCKEYE IRON & BRASS WORKS, DEPT. N. 
Box 883, Dayton, Ohio 





Quality Valves and Fittings for the Oil Industry 
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Functional... 


PITS IUELI 
and Profitable - 


Here are two big reasons why you’ll be out front with Thermoid: Redi-Curv 
Radiator Hose, made with Neoprene Tube and Cover . . . and Thermoid 
Neoprene Covered Fan Belts! Both are functional, expendable, easily installed 
and tailored for top TBA profits! Thermoid backs these products with 
specialized marketing and merchandising experience that helps you sell more! 


Let us show you in detail why it’s good business to do business with Thermoid. 


Thermoid makes many products for the Oil Industry... 
from Rotary Drilling Hose—to Gasoline Pump Hose. 


hermol 


Special Sales Division, Trenton, N. J. 
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(Continued from page 226) 

The sales promotion division is his 
baby. Company men say that when 
the energetic salesman from the South 
took over the division, he was willing 
to talk budget with anyone—and talk 
big, if need be. Someone once called 
him a natural promoter. 

Born fifty years ago in Mart, Texas, 
Gregory was educated at Texas Chris- 
tian and the University of Oklahoma. 
Once out of college, he decided to en- 
ter the oil business. “A man offered me 
a job in Abilene, my home town,” he 
says simply, “and I took it.” The job 
was with Texaco. Gregory has never 
worked for anyone else. 

In 1937 he came to New York for 
a six-month stay as special representa- 
tive for the sales promotion division. 
The six months have stretched into 
19 years, and the end is not yet in 
sight. But Gregory remains a firm and 
loyal Texas booster. 

Last year he promoted a “Texas 
Day” at the Sales Executive Club in 
New York. By special plane, 300 of 
Texas’ leading citizens were flown to 
the city to have lunch with their New 
York counterparts. Prominent among 
the visitors: Texas Governor Alan 
Shivers. The Long-horns brought along 
their own cooks and sides of Texas 
beef to show city dwellers what a real 
Texas blowout was like. 

Gregory lives with his wife in New 
York’s comfortable old Gramercy 
Park section. He belongs to the tradi- 
tion-drenched Union League Club. 
Once a near par golfer, he finds little 
time for the game now, seldom breaks 
100 in his infrequent appearances on 
a course. 

His idea of weekend relaxation is to 
fill his briefcase with office work and 
head for the posh Atlantic Beach Club 
on the south shore of Long Island. 
There he is more than likely to run 
into Texaco’s vice president S. C. 
Bartlett or domestic sales manager W. 
B. Hawke. A brain-storming session 
usually follows. 

Friends say he is not a “9 to 5” 
worker. Much of his productive work 
is done after hours or at social gather- 
ings “when the spirit moves him.” An 
associate referred smilingly to him as 
“the great socialite.” He is a prolific 
entertainer; but people, after all, are 
Gregory’s business. The deepest satis- 
faction in his job, he says, comes from 
his contacts with people. Among his 
varied list of friends, Gregory counts 
author Norman Vincent Peale. An ac- 
tive church-goer, Gregory serves on 
special committees for Dr. Peale at the 
Marble Collegiate Church. 

He claims to know nearly all of 


Texaco’s 200-man field sales force. To 
keep his contacts with them fresh, he 
travels more than 100,000 miles a 
year. He prefers to go by plane, but 
often takes a car to stop and talk with 
dealers and salesmen along the way. 

In his office in the Chrysler Building, 
his desk is piled high with new pro- 
motional materials. From road maps 
to training programs, Gregory checks 
nearly all copy that passes through his 
office. Texas officials say he has an al- 
most instinctive gift for spotting flaws 
quickly. 

Across the cluttered desk flows a 
constant stream of requests from field 
men for favors in New York. He finds 
rooms, hires cars, arranges introduc- 
tions. He estimates that he digs up be- 
tween 100 and 125 hard-to-get tickets 
each year for Broadway’s top shows. 

He calls himself “the elder states- 
man,” motivates people by example as 
well as inspiration. A meeting with 
Gregory resembles a session at royal 
court. Texaco men drop by “to hear 
the boss preside” as he runs his de- 
partment with a firm but flexible hand. 

Gregory says the promotion end of 
the oil business is “fascinating” to him. 
He tells friends “there is no other job 
for me,” and privately they say it 
would be hard to imagine anyone else 
in the job. 


Frank O. Blanchard has been ap- 
pointed district sales representative by 
Anderson-Prichard Oil Corp. In this 
newly created position he will repre- 
sent the firm in northern Nebraska and 
southern South Dakota. Blanchard was 
formerly district sales representative 
for Ohio Oil Co.’s Sioux City whole- 
sale division. 


Bruce K. 
Brown, president 
of Pan-Am 
Southern Corp., 
has been desig- 
nated president of 
Petroleum Chem- 
icals, Inc., formed 
jointly last year 
by Continental 
Oil and Cities 
Service. He will 
take office later 
this year. Also leaving Pan-Am are 
Frank R. Lutenbacher, general sales 
manager; William S. Eubanks, Missis- 
sippi sales manager, and John D. 
Sheehy, Tennessee manager, all of 
whom are retiring. 

Because Pan-Am Southern is be- 


Brown 
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coming a subsidiary of American Oil 
Co., there will be no direct replace- 
ment of Lutenbacher on the sales 
staff. C. C. Runyan, assistant manager, 
will succeed Eubanks and James C. 
Crossland, who has been in charge of 
sales activities in Memphis, will suc- 
ceed Runyan. 

Ulrich J. Casler, Kentucky sales 
division manager, will succeed Sheehy 
at Nashville. Floyd Clardy, assistant 
manager in Kentucky, will move up to 
division manager and Harvey Carter, 
special representative for Pan-Am in 
Kentucky, will be promoted to assist- 
ant manager. 

As a result of the merger with 
Amoco, Pan-Am’s western regional 
sales office, supervising activities in 
Arkansas, Louisiana and Mississippi, 
will move from Jackson, Miss., to 
New Orleans. The Mississippi sales 
division will remain at Jackson. 

William R. Remalia, manager of 
supply for Pan-Am Southern Corp., 
has been appointed manager of prod- 
uct supply in the new supply and 
transportation department of Amer- 
ican Oil Co. 


Among the S.S. Andrea Doria pas- 
sengers escaping injury the night of 
its fatal crash with the M.S. Stock- 
holm were three Standard Oil Co. 
(New Jersey) executives: S. P. Cole- 
man, vice president and director, ac- 
companied by his wife and two 
daughters; Marion W. Boyer, director, 
accompanied by his wife; and Harry 
G. Burks, Jr., co-ordinator of refining 
activities, also traveling with his wife. 
All members of the party were picked 
up by the S.S. Ile de France. 


R. D. Moorehead has bought the 
Meadow Oil Co., Cosden Petroleum 
Corp. jobbership in Meadow, Tex. 

+ 


W. Alton Jones, chairman of Cities 
Service Oil Co., and Theodore S. 
Petersen, president of Standard Oil 
Co. (California), have been elected to 
the board of trustees of Eisenhower 
Exchange Fellowships, Inc. The fel- 
lowships, established in 1953 to honor 
the President, provide an opportunity 
for potential leaders from the U. S. 
and abroad to visit each other’s coun- 
tries and observe developments in their 
respective fields. 

a 

J. Marvin Wiley has been appointed 
manager of sales promotion and ad- 
vertising for Elk Refining Co. 

7 


W. Bruce Endendyk is a new mar- 


keting assistant in the Coral Gables 
office of International Petroleum Co., 
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LIFE plants the thought 


E> , 
ADVERTISED IN 


aaa < 


To ee 


FEATURE THE AUTOMOTIVE ACCESSORIES 





and you make the sale! 


LIFE’s massive national coverage pre-sells 
motoring America... LIFE’s powerful local impact 
builds sales and traffic for you 


Week after week, coast to coast, motoring 
America is pre-sold on the automotive accessories 
advertised in LIFE. 


Advertisers rely on LIFE’s powerful selling 
ability to create a national demand for their 
products. Garage operators, parts outlets, auto 
dealers ... men who do the selling know the pro- 
motional power of LIFE at the point of sale. 


And LIFE lives up to their expectations. LIFE 
is national sales power that follows through 
locally . . . by pre-selling at the neighborhood 
level... by reaching 3 out of 5 households in 
the average community in the course of 13 issues. 

Make the most of the fact that LIFE helps 


sell automotive accessories to more people than 
any other weekly magazine. 


LIFE reaches more automobile owners 


(An average issue is read by 30.4°; of all car-owning households) 


reaches more people everywhere 








First in weekly readership 
LIFE 26,450,000 
Look 18,050,000 
Saturday Evening Post 14,050,000 


First in weekly circulation 
LIFE 5,714,720 
4,943,838 
Look 4,201,297 


Saturday Evening Post 








September, 1956 > 


Sources: Audience— (1) 


A Study of the Household Accumulative Audience of LIFE. (2) A Study of Four Media. 
Circulation—Jan.-March figures as filed with ABC 


, subject to audit. 


THAT LIFE PRE-SELLS TO MOTORING AMERICA 
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Ltd. He was with Esso Standard Oil 
Co.’s New Jersey division. Interna- 
tional has also named Robert E. Kings- 
ley to the post of public relations 
advisor. 

* 

Regent Refining (Canada), Ltd., has 
made several marketing appointments. 
A. Webster becomes assistant sales 
manager, eastern division; A. H. 
Berlett is the new Whitby division 
manager; R. C. Ramsden is acting 


Toronto division manager; W. Vipond 
is acting Kitchener division manager; 
A. Eacott goes to Belleville as division 
manager; D. A. Cumming moves to 
St. Catharines as acting division man- 
ager; and H. R. Middleton is acting 
division manager, North Bay-Sudbury. 
© 


Barney Holland, Ft. Worth jobber, 
reports city politics are not for him. 
He’s now serving a term on the city 
council, and claims it will be his last. 


Foot Valves in 1” 
and 1)4” sizes. 


Horizontal Check 
Valves 


in 14", 2”. 





OKHEIM 
VALVES 


The fast, efficient fuel handling your customers 
demand is possible only with the aid of per- 
fectly functioning valves. The gamble is gone 
when you go to TOKHEIM Valves with the 
fool-proof poppet—twice-tested at the factory 
against leakage—use-tested and proved in many 
thousands of installations. The quick-acting, 
light-tension (5 oz.) spring is absolutely 
trouble-free. Seat is rounded to prevent valve 
sticking, dirt collecting. Built-in screen elim- 
inates suction stub strainer. All working parts 
are cadmium-plated. And hook permits easy 
removal of poppet from body for easy inspec- 
tion and service. Check your valve require- 
ments against this versatile line. Call your 
Tokheim representative for full information. 


General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Ave. SINCE 1901 Fort Wayne 1, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
in Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 








| 


Another politically minded Texas job- 
ber is E. K. Bennett. He has spent 
considerable time in Longview’s city 
administration. Bennett, incidentally, 
was the Texas Oil Jobbers Assn. repre- 
sentative in Washington in the 
Kefauver Bill fight. Jamie Clark, 
TOJA executive secretary, went to 
Washington earlier to battle before 
the Federal Highway Bill was passed. 


o 

Edward L. Shea has been elected 
to the new position of chairman of 
the board at Ethyl Corp. Succeeding 
him as president of the company is 
B. Bynum Turner, formerly executive 
vice president. 

Waldemar J. Distler, former assist- 
ant manager of sales operations at 
Ethyl, has been appointed manager of 
sales administration. 

e 

Charles A. Perlitz, Jr., has been 
elected executive vice president of 
Continental Oil Co. A Conoco direc- 
tor, he joined the company as general 
attorney in 1947. 

e 

The Oil Heat 
Institute of 
Oregon has 
named Henry C. 
Auld, Jr., Auto- 
matic Heat Co., 
board chairman. 
He will be suc- 
ceeded as presi- 
dent of the group 
by Fred Mac- 
donald, president 
Macdonald of the Macdonald 
Oil Co. of Portland. Other new officers 
are Al Loucks, Home Oil Co., Salem, 
vice president; Sam Steinbaugh, Stein- 
baugh Oil Co., Grants Pass, secretary; 
and Roy Lindsay, Economy Oil Co., 
Portland, treasurer. New members of 
the board of directors are William 
Penland, Penland Brothers, Pendleton; 
Charles Rickabaugh, Rick’s Oil Co., 
Eugene; and Frank Davies, Vancouver 

Oil Co., Vancouver, Wash. 


e 
Robert M. Gray, advertising man- 
ager of Esso Standard Oil Co., has 
been appointed chairman for oil indus- 


try participation in the American 

Heritage Foundation’s 1956 “Register, 

Inform Yourself, and Vote” program. 
* 

Howe-Weiss Oil Co., Cities Service 
distributorship in Toledo, Ohio, has 
reorganized its board of directors. 
Edwin J. Howe, former president, 
became chairman of the board. New 
president is Fred C. Weiss, formerly 
vice president and treasurer. R. A. 
Hutchinson was named vice president 
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and secretary; C. W. Crites, treasurer, 
and H. B. Robson, assistant secretary. 
< 

E. F. Jacobs, formerly sales promo- 
tion director, has been appointed to 
the newly created post of merchan- 
dising manager of Gulf Oil Corp. The 
recently combined advertising and 
sales promotion departments will be 
headed by B. W. S. Dodge, formerly 
advertising director. 

Gulf also announced that R. N. 
Mullin has been named Chicago divi- 
sion general manager of the domestic 
marketing department. Assisting him 
will be: L. S. Auerbach, division man- 
ager, retail and jobber sales (Eastern 
region); G. F. McMillan, division man- 
ager, retail and jobber sales (Western 
region); W. O. Johnson, division man- 
ager, direct sales; and E. E. Conkright, 
division manager, supply and opera- 
tion. 

J. M. Torrance, formerly assistant 
zone manager of the Denver sales 
office, will become district manager 
of the Denver district office. 

Before leaving for his new post in 
Chicago, McMillan was honored by 
the Colorado Petroleum Industries 
Committee and the Colorado Petro- 
leum Marketers Assn. at a farewell 
dinner. 

7 

C. F. Forbes, Humble commission 
agent in Georgetown, Tex., has taken 
over some of the association work of 
the Petroleum Marketers Assn. of 
Texas, formerly handled by Ed Syers, 
executive secretary. 

7. 

Denton J. 
Bacon of North 
Coast Oil Co., 
has been named 
president of Oil 
and Burner Deal- 
ers Assn., Port- 
land, Ore., suc- 
ceeding Roy 
Lindsay. Other 
officers are Andy 
J. Cook of Car- 
son Oil Co., vice 

president; James S. Coon of Diamond 
Fuel Co., secretary; and Lyle Neschke 
of Service Oil Co., treasurer. New 
directors are Bob Chappell of 
Burtchaell Heating Co.; Jay Filippo, 
Iron Fireman Corp.; and Coon. 

o 

J. B. McDonald, division manager 
of Socony Mobil Oil Co., was re- 
elected chairman of the Minnesota 
Petroleum Industries Committee. 
Other officers elected were J. L. Nolan, 
South St. Paul, vice chairman, and 
H. M. Whisman, Minneapolis, execu- 





Bacon 


tive secretary. 

In Ohio, the Petroleum Industries 
Committee elected W. L. Hahn, Shell 
Oil Co. tax representative, chairman 
of the executive committee. 

e 

C. E. Denton, former district sales 
manager in Arizona for Union Oil Co. 
of California, has been appointed 
executive representative in the New 
York office. Reginald Brenchley, dis- 
trict sales manager in San Francisco, 
succeeds Denton. 

eo 

Tidewater Oil Co. has announced 

promotions resulting from the expan- 
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sion of its eastern division marketing 
activities. They include: E. J. Preston, 
employe relations supervisor for the 
divisional marketing department, 
named divisional products distribution 
supervisor at New York City; William 
M. Grass, divisional accessory sales 
supervisor, named retail sales super- 
visor for the New York district; J. F. 
Anglin, sales supervisor at Yonkers, 
N. Y., named supervisor of the Metro- 
politan New York zone; Louis E. 
Woodmansee, zone supervisor at Long 
Island City, named supervisor of the 
eastern Middle Atlantic zone; Charles 
H. Blackburn, area supervisor at Balti- 
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*..has there been a hand 
pump like the Rofaboy-Counter! 2 units in 1 
—the fast 15 g.p.m. Rotaboy PLUS built-in 
measuring COUNTER. And, it’s also 2 FOR 1 
in price, for the Rotaboy-Counter costs 
little more than a pump alone—far less 
than pump with separate meter. You 
can count on this rugged Rotaboy to 
save time and money on every turn 
... and the famous “Floating Rotor” 
is your guarcntee it will turn every 
time—no stick, no jam, no freez- 
ing. For double value and per- 
formance .. . 


BUY Rotaboy- Counter. 


MeverBat/ 






































| * SPEEDY 
» ACCURATE 


* LOW PRICE 
farm 


















counters) to choose from .. . 
write for lete informati: 








Write or wire today for ~~ 
literature and prices. : 








NEWS 233 


-..with Crouse-Hinds New Type SFL 
Sign Lighting Floodlight! 


These three unretouched laboratory 
photos offer positive proof that Crouse- 
Hinds new Type SFL floodlight puts 
twice the light of conventional fixtures 
on the sign . . . with the same size 
lamp! Examine the Type SFL lighted 
sign above. Notice the clear, sharp 
lettering, colors and background. This 
sign has the stopping power that 
makes customers drive “in” instead of 
“by”. It pays to specify Crouse-Hinds 
Type SFL Sign Lighting Floodlights 
with... 


Dark and Blotchy — Ordinary open- 
lamp sign light darkens red to black, 
provides spotty illumination and 
cloudy background. Bottom lettering 
nearly invisible. 


@ Higher Level Illumination through 
greater efficiency 


@ Glare-Free Illumination 
@ True Color Retention 
@ Unobstructed View of Sign 


@ Two Models — adaptable to most 
signs; Top, bottom or side mount- 
ing; 150-to 300-watt lamps 


White today. 


for full details and comparative 
light distribution diagrams. 


A Glaring Example — Open -lamp 
sign light fades normally brilliant 
“Flying Red Horse” to pale orange 
. .. harsh glare spot at the top. 


CROUSE-HINDS COMPANY 


Main Office and Factory: Syracuse, N. Y: 


There's an experi d product eng ready to help you, at the nearest Crouse-Hinds office. Call: Birmingham 
Boston Buffalo Chicago Cincinnati Cleveland CorpusChristi Dallas Denver Detroit Houston Indianapolis Kansas City 
Los Angeles Milwaukee NewOrleans NewYork Philadelphia Pittsburgh Portland,Ore. St.Louis St.Paul San Francisco 
Seattle Tulsa Washington RESIDENT REPRESENTATIVES: Albany Atlanta Baltimore Baton Rouge Charlotte 
Chattanooga Jacksonville Reading, Pa. Richmond, Va. Shreveport Crouse-Hinds Company of Canada, Ltd., Toronto, Ont. 


FLOOD LIGHTS @ CONDULETS ©@ TRAFFIC SIGNALS © AIRPORT LIGHTING 








234 NATIONAL 





about oil people 


more, named zone supervisor for the 
Philadelphia zone; Joseph M. Jerome, 
New Engiand district accessory sales 
supervisor at Boston, named supervisor 
of the southern New England zone; 
Frank P. Horan, distributor repre- 
sentative for the Metropolitan New 
York zone, named sales supervisor for 
the Yonkers, N. Y., area; William W. 
Kerrigan, sales training supervisor for 
the New York district, named super- 
visor for the Hudson River area; 
Thomas M. Hennessy, Middle Atlantic 
district accessory sales supervisor at 
Philadelphia, named sales supervisor 
for the Baltimore area; and J. Carl 
Murphy, administrative assistant to 
the assistant divisional manager of 
marketing, named New York district 
service station planning supervisor. 

A. Gould Harrison was named to 
the marketing department post of 
credit cards supervisor. 

he 


Allen D. Lodge has been appointed 
supervisor of Ohio Oil Co.’s technical 
services department, a part of the mar- 
keting organization in the general 
office. He succeeds the late H. B. 
“Chick” Miller. 

Fred H. Warren will head the newly 
created operations planning depart- 
ment, formed to strengthen Ohio’s 
position in supply and transportation. 

e 


Harry A. Jack- 
son has_ been 
named president 
of American 
Petrofina, Inc., re- 
cently organized 
U. S. affiliate of 
Compagnie  Fi- 
nanciere _ Belge 
des Petroles (Pe- 
trofina of Bel- 
gium). Canadian 
Petrofina, another 
affiliate, has become one of the mar- 
ket leaders north of the border in the 
comparatively short space of three 
years. 

Jackson was vice president and 
Eastern general manager of Tidewa- 
ter Oil Co., with which he spent most 
of his 35 years in the petroleum indus- 
try. He is also a former president of 
Seaside Oil Co. 


Jackson 


a2 

L. E. Bourquin, manager of Gen- 
eral Petroleum Corp.’s central mar- 
keting division, has been appointed 
to the new position of manager of 
commercial sales in the Los Angeles 
home office. He will be succeeded by 
H. J. Byers, district sales manager, 
Seattle. 

Also appointed to new positions are 
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HEN REMOTE PUMP MOTOR IS OPERATING... 360° Visigitity’g 
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STALS 


for remote pumping 
systems 


Bowser’s top-mounted, full-circle light illu- 
minates when a combination switch energizes 
the remote pump-motor which serves the 
pedestal. These pedestals are available in 
single-hose and Siamese models. 


FREE-FLOW TWO-STAGE CONTROL VALVE 
WITH BOWSER XACTO METER 


Increased efficiency speeds 
service. Bowser's “free-flow” 
Control Valve assures per- 
manent linkage adjustment. 
Double poppet has less pres- 
sure resistance for easy 
opening, serves as check and 
thermal relief valve. 


FREE-FLOW ANGLE-TYPE STRAINER WITH 
CENTER SUCTION CONNECTOR 


Minimum pressure drop re- 
sults with Bowser’s now “‘free- 
flow” angle strainer and 
Dresser flexible coupling. 
Strainer screen easily removed 
for cleaning. 


REGIONAL OFFICES: 


WRITE FOR FACTS ABOUT 
CLEVERAND. © SEE eee REMOTE CONTROL PEDESTALS 


CITY @ LOS ANGELES @ NEW YORK 


BOWSER, INC., 1301 E. Creighton, Fort Wayne, Ind, 





NOW...an all-new 
WILLARD 


SILVER-METALEX actor 
Gives Linger Sowtice life / 


A revolutionary new grid alloy that greatly increases over-charge 
life .. . protects against sulfation damage . . . assures factory-fresh 
power far longer . . . that’s new Silver-Metalex, used exclusively in 
the all-new Willard Super Master. 


Hard-hitting advertisements, in leading national magazines, will 
announce Silver-Metalex to your customers, starting September 22. 
Get ready NOW to cash in on the tremendous profit possibilities 
of this sensational new Willard—available factory-fresh wet or 
Charged Bone-Dry® in a full range of 6- and 12-volt types. 








Paul R. Nilsson, area sales manager, 
Los Angeles, and J. A. Simpson, area 
sales manager, San Francisco, Nilsson 
formerly was district sales manager for 
the West Los Angeles area. Simpson 
was district sales manager for the 
South Coast district, Central division. 

Ernest E. Winters, special assistant 
for the gasoline and fuels sectipns, 
becomes retail merchandising man- 
ager, succeeding Clyde W. Port, who 
recently was appointed Southwest divi- 
sion manager. 

Leonard C. Jobe, supervisor of mer- 
chandising projects in the home office, 
was appointed to the new position of 
assistant manager, retail merchan- 
dising. 

D. C. Brees, administrative assistant 


. in the marketing department, becomes 


manager of distributor relations. 
a 
B. F. Holt, treasury manager of 
Shell Oil Co.’s Atlanta marketing divi- 
sion, will retire at the end of the year. 
He will be succeeded by L. L. Duncan, 
assistant manager of the head office 
marketing-accounting .department. 
e 
O. N. “Bob” Pederson, Kilgore, 
Tex., jobber and Texas Oil Jobbers 
Assn. president, spent a summer vaca- 
tion in Canada with his wife and 12- 
year-old daughter. 
o 
E. H. Lyon has been promoted to 
manager of Phillips Petroleum Co.’s 
sales department, succeeding E. J. 
Webster, who has retired. John Get- 
good, formerly senior assistant sales 
manager, has succeeded Lyon as gen- 
eral sales manager. 


* 

Ray D. Jolicoeur, Pure Oil Co. zone 
manager, has been promoted to the 
newly created position of assistant 
division manager of the Northwest 
division. He will be in charge of Pure 
Oil sales operations in Minnesota, Wis- 
consin, Iowa, North and South Da- 
kota, and the Michigan peninsula. 


o 
Frank Suess, Continental Oil Co.’s 
technical services manager, partici- 
pated in the Pontiac 24-hour record 
run at Bonneville, Utah. Suess was 
in the pit to handle oil checks. 
Conoco’s fuel and oil were used on 
the run. 
e 


J. F. Bedell, Jr., sales manager of 
Esso Standard Oil Co., Charleston, 
West Virginia, was elected chairman 
of the West Virginia Petroleum Assn. 


e 
Otto C. Haier, manager of safety of 
Standard Oil Co. (Ohio), has been 
named chairman of the Northern Ohio 
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Chapter of the American Society of 
Safety Engineers. 
e 

Wilson Simmons, former special 
territory representative, has been 
named sales manager of the South- 
west Grease & Oil Co., Wichita, Kan- 
sas. Simmons will supervise all nation- 
wide sales territories. 


* 

Robert D. White, vice president 
and division manager of the Orange 
State Oil Co., Miami, has been named 
marketing assistant of Arkansas Fuel 
Oil Corp. White will remain a vice 
president and director for the Arkan- 
sas Fuel subsidiary. Ben T. Windham 
has been named sales manager of 
Orange State. 

* 


Wilburn T. 

Askew has been 

elected president 

of Sun Oil Co., 

Ltd., a wholly 

owned subsidiary 

of Sun Oil Co. of 

Philadelphia. 

Askew, who suc- 

ceeded Joseph N. 

Pew, Jr., will be 

the first resident 

president, with 

headquarters in Toronto. His election 

is regarded as a major step toward 

independent integration of the com- 
pany as a Canadian enterprise. 


e 
W. L. Baragar has retired as presi- 
dent of Supertest Petroleum Corp., 
Ltd. J. Gordon Thompson, president 
of the corporation until Baragar’s 
election in 1950, was re-elected to the 
position. 


B. C. Taylor has taken over the 
Tidewater Oil Co. distributorship at 
Eugene, Ore. Replacing him at Mo- 
desto, Calif., is Edward Grainger. 

Other new Flying A distributors 
include Roland W. Bell at Olympia, 
Wash., J. M. Pistole at Blythe, Calif., 
and L. A. Jensen and L. C. Erickson 
at Redmond, Ore. 

e 

A $3,000 fellowship honoring 
Herbert Spencer upon his retirement 
from the Asphalt Institute has been 
established at Cornell University by 
the Esso Standard Oil Co. Mr. Spencer 
was a co-founder and director of the 
Institute and became its first full-time 
president in 1941 when he retired 
from Esso. 


Also in the educational line: L. F. 


McCollum, president of Continental 
Oil Co., was awarded an honorary 
Doctor of Engineering degree from 





Since “‘way back when,” Monsanto has been helping 
lube manufacturers like you with the 
chemical problems of petroleum additives. 


Modern Example: 


IMPROVING GEAR LUBE PERFORMANCE TO MEET THE EXACTING 
MILITARY AND AUTOMOTIVE SPECIFICATIONS FOR 
HIGH-TORQUE, HIGH-SPEED OPERATION 


What was needed was a true multi-purpose additive that would help heavy- 
duty gear lubricants stand up under the extreme pressures of high torque without 
sacrificing high-speed performance. Monsanto chemists developed Santopoid 22 
and Santopoid 22 RI. 


Gear lubes fortified with either... passed both high-speed and high-torque 
field triais in all automotive equipment tested 

on desert runs and mountain runs for 3 years 

... in 1954, 1955 and 1956. For more information, 


Superior High-Torque Performance... for the past aa 

year Santopoid 22 has protected expensive Monsanto Chemical 
heavy-duty worm-gear trucks used in grueling Company 
mountain hauling. 


Excellent High-Speed Protection... before adding 
Santopoid 22, a racing car chewed up rear-end 
gears every 75-100 miles. Since changing to Department OA-2 

a Santopoid 22 fortified gear lube, 350 miles St. Louis 1, Missouri 
plus 100 warm-up miles have been clocked 

with gears still OK. 


When you write specifications for your prod- 

uct, before investing in expensive tests... mae] eer 
call in Monsanto. Monsanto can formulate 

your base stock—ready for field testing— MON SANTO 
with dozens of possible additives that will 

do just about any job an additive can do. 

Corrosion inhibitors +» Detergents + Viscosity 

index improvers + Gear lubricant fortifiers 

Fuel oil clarifiers + ‘“Oiliness’” improvers. 


Organic Chemicals 
Division 
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It’s right there, any time you 


want to make more money...selling Coca-Cola 


B) $ by the case! 
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fai 1 It’s an extra profit for you . . . an extra conven- 
"ty ience for your customers. (It’s convenient for you 
too, for if you’ve got a cooler, you’ve got case stocks 
of Coke.) Your Coca-Cola bottler can supply you 
with advertising materials and display racks. 


Why not call him now! 





© 1956, The Coca-Cola Company ‘*Coke’’ is a registered trade-mark 
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the Colorado School of Mines and 
Robert E. Wilson, chairman of the 
board at Standard Oil Co. (Indiana), 
received the Washington award, engi- 
neering’s foremost honor from five 
leading engineering societies. 


6 
W. A. M. Gree- 
ven, a director of 
Creole Petroleum 
Corp., has been 
appointed deputy 
co-ordinator of 
the world-wide 
marketing activ- 
ities of Standard 
Oil Co. (New Jer- 
sey). He succeeds 
D. W. Ramsey, 
who was recently 
appointed marketing co-ordinator, re- 
placing W. R. Stott, new Jersey 
Standard director. Ramsey also suc- 
ceeds Stott on the board of directors 
of Esso Research and Engineering Co. 
William W. Bryan and W. F. Spath 
were named assistant marketing co- 
ordinators of Jersey Standard. C. W. 
Bohmer, Jr., merchandising sales man- 
ager for Esso Standard, succeeds 
Bryan as northern region sales man- 


ager. 





Greeven 


George W. Butler, manager of 
Esso’s New Jersey sales division, has 
been named manager of the market- 
ing development division of the mar- 
keting co-ordination department. He 
succeeds E,. R. Smith, recently ap- 
pointed executive vice president of 
Pate Oil Co. Robert M. Shepardson 
becomes assistant manager. 

Jersey Standard also announced the 
appointment of Herbert P. Schoeck as 
executive development co-ordinator. 






about oil people =I) 


Replacing him as treasurer of Esso 
Standard Oil Co. is Lester R. Moore, 
formerly assistant treasurer. 


Deaths 


Clarence R. Barton, 66, who re- 
tired two years ago as assistant divi- 
sion manager in charge of marketing 
for the Continental Oil Co. in the 
Rocky Mountains, died of a heart 
attack at his Denver home July 20. 





Trade Mark Registered 
and Patent Pending 
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/ STEEL GASOLINE 


PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. - . Reduce gasoline pump installation costs . . 

Saves concrete ... 
suction pipe, electrical, water or air connections. 


Plenty of room to make 


No Chipping or Cracking 


Stays Neat and Attractive for Years ... 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. °* 


RICHMOND 21, VA. 











.. With BIG 4’s TIRE MERCHANDISER 


The Tire Merchandiser holds all of the equipment you need for a 


complete tire servicing department in compact one, two or three units. 
A five by fifteen foot canopy gives you a sheltered working area as well 
as working for you constantly as advertising space . . 
unit works for you as an ever prominent silent salesman. 


When closed or open, advertising space is always in view. The units can 
be open for business, or closed and locked . . . in 60 seconds, 


Increased profits, satisfied customers — both yours 
with Big Four’s Henderson Tire Changer-Balancer 
with the new patented “Safety Lift” Demounting 
Tool — designed to apply double action — beads 
gently LIFTED and ROLLED off — safely, quickly, 
easily and efficiently. 






Model AF 
Tire Changer 
with 711 
Balancer. 


. just as the entire 


The Balancer is also quickly and easily operated 
and far more accurate than most other balancers. 





AF MODEL 
WITH BALANCER 


a eo") 
—_—* 


MAGIC HAND 


— oy 
CIN 

bp BALAN VINO 
R00 

| + REOCAPPING 
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TIRE CONDITIONER 








mail today: 
BIG FOUR Industries Inc. 


5938 Carthage Ct., Cincinnati 12, Ohio 


1 would like to see your mobile display 


Name 





Address 


London, Ontario 
WEST COAST WAREHOUSE, 
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WRITE TO BIG FOUR FOR SPECIAL BULLETIN 
ON THE NEW 14-INCH WHEEL 


BIG 4 


OVERSEAS DIVISION 276 W. 43rd St., New York 36, New York 
CANADIAN DIVISION Canada Vulcanizer & Equipment Co. Ltd., 


R. O. Richardson Associates, 2111 Long Beach Ave., Los Angeles, Cal. 


BEAD EXPANDER 


es 

















COMING 


SEPTEMBER 1956 


Intermountain Oil Jobbers Assn., annual 
meeting, Challenger Inn, Sun Valley, 
Idaho, Sept. 7. 

Desk and Derrick Clubs, Sth annual 
convention, Hotel Roosevelt, New Or- 
leans, Sept. 7-8. 

Packaging Institute, annual meeting, 
Statler Hotel, Cleveland, Sept. 10-12. 

Society of Automotive Engineers, na- 
tional tractor meeting and production 
forum, Hotel Schroeder, Milwaukee, 
Sept. 10-13. 

Mississippi Oil Jobbers Assn., jobber 
management institute, University of 
Mississippi, Oxford, Sept. 11-12. 

National Petroleum Assn., 54th annual 
meeting, Traymore Hotel, Atlantic 
City, Sept. 12-14. 

Packaging Institute, petroleum packaging 
committee, Palmer House, Chicago, 
Sept. 13-14. 

Ohio Petroleum Marketers Assn., fall 
conference and golf tournament, Sher- 
aton-Mayflower Hotel and Fairlawn 
Country Club, Akron, Sept. 18-19. 

Colorado Petroleum Marketers Assn., 
annual meeting, Colorado Hotel, Glen- 
wood Springs, Sept. 19-20. 

Oil-Heat Institute of America, Grove 
Park Inn, Asheville, N. C., Sept. 19-21. 

Florida Petroleum Marketers  Assn., 
Fontainebleau Hotel, Miami Beach, 
Sept. 20-21. 


MEETINGS 


Western Petroleum Refiners Assn., Hen- 
ning Hotel, Casper, Sept. 20-21. 

Kentucky Petroleum Marketers Assn., 
Phoenix Hotel, Lexington, Sept. 20-22. 

Michigan Petroleum Assn., semi-annual 
meeting, Grand Hotel, Mackinac Is- 
land, Michigan, Sept. 21-22. 

National Assn. of Oil Equipment Jobbers, 
annual meeting, William Penn Hotel, 
Pittsburgh, Sept. 23-25. 

Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 
23-25. 

American Society of Mechanical En- 
gineers, petroleum division, Statler- 
Hilton Hotel, Dallas, Sept. 23-26. 

Independent Oil Compounders Assn., 
annual meeting, Bismarck Hotel, Chi- 
cago, Sept. 24-25. 

South Dakota Independent Oilmen’s 
Assn., Marvin Hughitt Hotel, Huron, 
Sept. 25-26. 

Georgia Oil Jobbers Assn., Lookout 
Mountain Hotel, Lookout Mountain, 
Sept. 28-29. 


OCTOBER 1956 


Virginia Petroleum Jobbers Assn., Roa- 
noke Hotel, Roanoke, Oct. 8. 

American Society of Lubrication En- 
gineers, annual meeting, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 8-10. 

Virginia Oil Men’s Assn., semi-annual 








me 


Ask for new 
BULLETIN 
P-56B 


WB3C 


shoulder . 


1636 SUMMER STREET 


Jor Extra Safety 


EQUIP YOUR TRUCKS WITH 


ZANTEEL 


SAFETY WHEEL BLOCKS 


J] 


Your best safety insurance at loading 
stations, parking lots, road stops or any 
hazardous conditions. The deep gripper 
teeth hold securely on pavement or 
+ +» even snow or ice. Made of 
high-strength alloy steel . 
round corners ... easily handled and 
stored ... sizes and types for all blocking 
requirements of heaviest vehicles. 


CALUMET STEEL CASTINGS CORP. 


Your name 





can be 


cast on 





. . rib supports, 


HAMMOND, INDIANA 














meeting, Roanoke Hotel, Roanoke, 
Oct. 9. 

Society of Automotive Engineers, na- 
tional transportation meeting, Hotel 
New Yorker, New York, Oct. 10-12. 

Arkansas Independent Oil Marketers 
Assn., annual meeting, Hotel LaFay- 
ette, Little Rock, Oct. 11. 

Tennessee Oil Men’s Assn., annual meet- 
ing, Noel Hotel, Nashville, Oct. 14-16. 

Mississippi Oil Jobbers Assn. and Ala- 
bama Oil Jobbers Assn., joint annual 
meeting, Buena Vista Hotel, Biloxi, 
Oct. 14-16. 

North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pine- 
hurst, Oct. 14-17. 

Indiana Independent Petroleum Assn., 
annual business meeting, Severin Hotel, 
Indianapolis, Oct. 17-18. 

Canadian Petroleum Assn., Alberta Div- 
ision, annual meeting, Palliser Hotel, 
Calgary, Oct. 18. 

West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charles- 
ton, Oct. 18. 

Western Petroleum Refiners Assn., Rufus 
Garret Hotel, El Dorado, Ark., Oct. 
18-19. 

Empire State Petroleum Assn., Hotel 
Concord, Lake Kiamesha, Monticello, 
Oct. 21-24. 

Texas Oil Jobbers Assn., financial man- 
agement institute, Plaza Hotel, San 
Antonio, Oct. 21-24. 

Pennsylvania Petroleum Assn., jobber 
management institute, Pennsylvania 
State University, State College, Oct. 
22-23. 

National Lubricating Grease Institute, 
annual meeting, Edgewater Beach 
Hotel, Chicago, Oct. 22-24. 

Nebraska Petroleum Marketers, annual 
meeting, Fontenelle Hotel, Omaha, 
Oct. 23-24. 

Gasoline Pump Manufacturers Assn., The 
Seaview Country Club, Absecon, N. J., 
Oct. 24-26. 

Independent Petroleum Assn. of America, 
annual meeting, Statler-Hilton Hotel, 
Dallas, Oct. 29-30. 

Oil Trades Assn. of New York, Waldorf- 
Astoria, New York City, Oct. 30. 


NOVEMBER 1956 


Society of Automotive Engineers, na- 
tional diesel engine meeting, The 
Drake Hotel, Chicago, Nov. 1-2. 

Assn. of American Battery Manufac- 
turers, fall meeting, Edgewater Beach 
Hotel, Chicago, Nov. 2-3. 

Society of Automotive Engineers, na- 
tional fuels and lubricants meeting, 
Mayo Hotel, Tulsa, Nov. 8-9. 

National Oil Jobbers Council, annual 
meeting, Palmer House, Chicago, Nov. 
8-10. 

American Petroleum Institute, 36th an- 
nual meeting, Conrad Hilton & Palmer 
House, Chicago, Nov. 12-15. 

American Petroleum Credit Assn., an- 
nual meeting, Sheraton Hotel, Chicago, 
Nov. 19-21. 

Interstate Oil Compact Commission, an- 
nual meeting, Allis Hotel, Wichita, 
Kansas, Nov. 30-Dec. 1. 
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CLASSIFIED 





UNDISPLAYED RATE 
$1.50 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as a 
line. (See { on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance, 
PROPOSALS, $1.50 cents a line an insertion. 


Send NEW ADVERTISEMENTS to Conti Advertisin, 





INFORMATION: 


BOX NUMBERS count one additional line in 
undisplayed ads. 

DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 

AN ADVERTISING INCH is measured 7% inch 
vertically on one column, 3 columns—30 inches 
— to a page. 


DISPLAYED RATE 
The advertising rate is $14.50 per inch for 
Equipment and Business Opportunity odvertis- 
ing appearing on other than a contract basis. 
Contract rates quoted on request. 
Employment opportunities — $15.65 per inch, 
subject to Agency Commission. 


ung Division, NATIONAL PETROLEUM NEWS, P.O. Box 12, New York 36, N. Y. 
CTION CLOSES September 10th for October 











BLUE COLLAR EXECUTIVE 


Man to take complete charge—getting locations, 
construction and management of chain of inde- 
pendent multi-pump service stations in Penna. 
and New Jersey. Must be able to assume respon- 
sibility and grow with operation. Parent company 
excellently financed and expanding. Salary com- 
mensurate with ability, $6,000 - $10,000, plus 
bonus. Excellent future if you have ability to 
build and operate a top notch chain under com- 
pany sponsorship. Send full work history, age and 
availability. All replies confidential. Reply 


P 2489 Nat. Pet. News 
Class. Adv. Div., P. O. Box 12, N. Y. 36, N. Y. 


FOR SALE 


Tractors, Teeter. Fouts Pin and Pumps 

1950 629 GMC Tractor & gallon, 3 Compart- 

1—1950 640 GMC Tractor and 1941 4245 galten. 3 com- 
partment, Pen Fursase Trailer, $2600. 

ae KB-11 Tractor, and a 3967 gallon Pen- 
urnace, for heavy oils, $2690.00. 

, 1000 a Fuel Oil Tank Truck, Elee- 

trie Hose Reel, Neptune Meter, & 2° Pump, 


with Power Tak oof $1000.00. 
1—1951 Ford | F-6, “478 gallon, 5 Compartment Alumi- 

num Tank, $1250. 
and Pumping Equipment available at low 


above tr: 
feof 4” Twin Pumping Units, powered by Wis- 
~eonsin Engine, mounted on one ton trailers, like 


w. $500.00 each. 
720" Ft. lengths, 2/2” Gasoline Hose, New, $30.00 
ea. 
3—2° Philadelphia Hose Reels, Air operated, $65.00 
ea. 


GARLAND Pevnc.eun COMPANY 
12-18 West Roberts $ Cumberland, Md. 











FIELD SUPERVISOR 


Man experienced in service station supervision wanted 
by large oil company for responsible job in field work. 
Considerable be mn required. W: interesting 
excellent opportunity for man whe applies himself. 
Some college a ie age 30-36. Salary 
$4200.00 per 


P-2739 National Petroleum News 
520 N. Michigan Ave., Chicago |, III. 

















REPLIES (Box No.): Address to office nearest you 
c/o this rd ay Classified Adv. Div. 
NEW YORK: P.O. Box 12 (36) 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 


LTEM COMET 


ition Vacant 

















Wanted: — Experienced Sorvine ja super- 
visor for large y in 
Florida. Give ualifications, ~ and salary 
expected in first letter. P-1865, National Petro- 
leum News. 








—————Selling Opportunity Wanted—————_ 
Wanted: Equipment line exclusive for New Eng- 
land Area, now contacting oil jobbers, distribu- 


tors, truck tank mfgrs., etc. RA-2576, National 
Petroleum News. 


{EQUIPMENT atsed-surplis 


For Sale 























5000 BBL Bolted steel tank clean. 39° Dia 24’ 
high 10 gauge WT approx 4000 Ibs $3000.00 fob 
your truck or rail car F V Oliver Jr Box 472 
Palatka Fla. 





Four Goulds Fig 3750 21/2x2'2—6 Centrifugal 
Pumps 250 gpm at 60 foot total head require 5 HP 
3450 rpm motors. Bare pumps only—like new used 
only ten hours . . . price $300.00 for the four. 
Gould Equipment Co, Box 1611, Portland, Maine. 


“| BUSIMESS' OPPORTUNITIES’ 


Bulk Oil Plants— Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 














FOR SALE 
Brand New Modern 
Fuel Oil Bulk Plant Terminal 
Not used as yet—in Queens County, N. Y. with Permit 
Approved, and ready for operation. 
{ 2—100,000 gallons 
5 TANKS ABOVE GROUND: 2— 27,500 gallons 
1 1— 10,000 gallons 
_ Total Storage 265,000 gallons — 
Loading pi: , modern 


Attached is a Coal Yerd with 7 Coal and 500 feet 
of R.R. siding, 5 trucks, and off 





Conveyors and Trucks included. : 
About 100,000 square feet of land — Strategic point for 
transportation — A Real Bargain — Terms 


P. O. BOX 34 
SPRINGFIELD GARDENS, N. Y. 








FOR SALE 
i—Quart Canning Line; Speed up to 125 cans per 
minute. Food Machinery Corporation 6-pocket filler. 
Continental Can CR Closing Machine. Equipment 
now in operation. Good Condition. 
Gordon Lubricating Company 
P. 0. Box 313, McKees Rocks, Pennsylvania 








WANTED 
EMPTY CANS 


SURPLUS STOCKS — MISPRINTS 
DISCONTINUED BRANDS — OVER RUNS 
LITHO 1 & 5 QT, 2 & 5 GAL 


WARREN OIL CO. 
OMAHA 8, NEBR. 





USED TRAILER TANK BARGAINS 
1945 Quaker 5000 gallon, 3-com- 
partment, single axle trailer, #K119, 
$875. 
1946 Butler 5800 gallon, 3-compart- 
ment, tandem axle, #M-233, $2100. 
1947 Butler 5200 gallon, 3-compart- 
ment, tandem axle, #M226, $2200. 
1948 Heil 4500 gallon, one-compart- 
ment, single axle trailer, #K139, 
$1375. 
1948 Fruehauf 4430 gallon, one-com- 
partment, single axle trailer, #K148, 
$1375. 
1948 Fruehauf 5750 gallon, 3-com- 
partment, tandem axle, #M286, 
$2700. 
1949 Fruehauf 4545 gallon, one-com- 
partment, single axle trailer, #K159, 
$1500. 
1950 Fruehauf, 5500 gallon, 3-com- 
partment, tandem axle, #K-226, 
$2800. 
1950 Trailmobile 4580 gallon, one- 
compartment, single axle trailer, 
#K174, $1675. 
1950 Frazier 7000 gallon, 3-compart- 
ment, tandem axle, #K5002, $2850. 
1950 Fruehauf 7200 gallon, 3-com- 
partment, tandem axle, #M296, 
$3100. 
1950 Heil 4610 gallon, one-compart- 
ment, single axle, #K181, $1675. 
1951 Fruehauf 7200 gallon, 3-com- 
partment, tandem axle, #M299, 
$3300. 
1951 Fruehauf 7200 gallon, 3-com- 
partment, tandem axle, #M297, 
$3300. 
Choice of many others. 

Wire, phone collect or write 


BUTLER MANUFACTURING COMPANY 


Dept. A 7400 East 13th Street 


Kansas City 26, Mo. 
Phone: BEnton 7400 

















OPPORTUNITIES 


e Business; personal or personnel; finan- 
cial; equipment; ete., may be offered or 
located through the classified advertising 
section of NATIONAL PETROLEUM 
NEWS 
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STEEL STORAGE TANKS 
ee pa Car Tanks 


6,000 ond 
inquities Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
it 7-8090 





COrtiand 
New York 7, N. Y. 
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For Sale 
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Big Exclusive Advantage 


a 


> 


install and operate! . 


1. Slots in reel noe 2. Hose 


Check the difference! Sn" y mounting bracket 
; -,-permit piping 
See why Alemite Hose wae, to reels from 
msyi any direction 
Reels excel any others | Hto offer your 
choice of any 
delivery line in- 


smooth operation! stallation. 


for convenience and 


connections 
are sealed and 
tightened at 
the factory. No 
chance of leak- 
age caused by 
incorrect assem- 
Biy. Fast, easy 
tion! 


3. Inlet hose 

is fixed tomount- 
ing bracket! No 
danger of weak- 


“ening by twist- 


ing or stretch- 
ing. Hose cannot 
giangle, or bind 
on.swivel. 





4. Flanged 5. Self-aligning 
reel frame case ribs 


permits hanging assure positive 


B of the frame to 


mounting 
bracket before 
bolting. Reel in- 
Stallation is so 
@asy one man 


locking andeven 
aligning of cases 
during instal- 
lation. Heavy 
gauge rein- 
forced steel. 


6. Elongated 
slide track 
with automatic 
lock lets you pull 
reel out of case 
for all normal 
maintenance — 
without once 
removing reel 


7. Service hose 
can be pre- 
wound without 
removing con- 
trol valve, swiv- 
e!, etc. .. . with- 
out releasing 
line pressure! 


can do it! , from ceiling! 




















New Alemite Hose Reels can be operated with just 
half the effort formerly required! New spring design 
assures smooth, steady tension . . . new fast-latching 


Ask your Alemite representative or write 
for complete information today ! 


STEWART 


feature stops reels at exactly your desired working 
length. Your choice of reels for chassis or gear lubri- M I 4% E 
cants, motor oil, automatic transmission fluid, air 


and water. Beautiful white enamel finish. Modern- Dept. K-96, 1826 Diversey Parkway, Chicago 14, Illinois WEIL 
ize, improve the efficiency of your service depart- 


ment with Alemite—finest hose reels made! SE ae ee 





INCREASE YOUR CHANGEOVER PROFITS; 


STOCK UP : NOW : ON SUN OILS AND GREASES 


The Fall changeover season is just around the 
corner. And it can spell P-R-O-F-I-T. 


Today there are more cars on the road than 
ever before. This can mean more business for you. 
Be ready to meet the constantly increasing poten- 
tial of Fall. Stock up now with an adequate supply 
of Sun’s winter oils and greases. 


Lubricating oils and greases, finished SAE oils, 
blending stocks or grease bases...whatever your 
wholesale needs may be, the man from Sun can 
help you fill them. 


Stock up now for the profitable Fall changeover 
period. For complete information, call your Sun 
representative or Wholesale Manager today. 





BOSTON HU bbard 2-7765 
CHICAGO HA rrison 7-2562 
CINCINNATI GA rfield 3930 


CLEVELAND....VU Ican 3-6100 


WOodward 1-7240 
JACKSONVILLE... . EX brook 8-5715 


NEW YORK CITY. LE xington 2-9200 
PHILADELPHIA... . KI ngsley 6-1600 
PITTSBURGH GRant 1-1645 

GLadstone 3581 


PRospect 1611 


Willbank 2131 





GENERAL WHOLESALE DEPARTMENT 


SU N OIL COM PANY, PHILADELPHIA 3, PA. 


IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





